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D.H» JACKSON 
JEWEL SHOP 


















ONE SKILL 


The people who make Van Dell gold filled jewelry are crafts- 







men, proud of their skill, proud of their long experience, 
proud of the jewelry their artistry produces. They cannot 
turn out inferior work. 














ONE QUALITY 


Van Dell makes only gold filled jewelry ... 1/20 12K Gold 
Filled. Our name, accompanying the quality stamping on 





every piece, is your guarantee of consistent quality and long- 
lasting finish. 











ONE POLICY 


It takes time to make Van Dell jewelry, and we refuse to rush 





our work to produce more. Please don’t blame your whole- 
salers if they can’t always deliver your jewelry when you want 
it; we’re increasing our capacity just as fast as we can train 
jewelry artisans to our own high standards. 








VAN DELL CORPORATION © thru wholesalers © PROVIDENCE 3 © RHODE ISLAND 
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No. 1200/7 
9 stone cluster, high center 
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6 stones large high center 
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No. 1645/7 


7 stones, black enamel cross 
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In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 


: manner as the originals, cast in one piece of 14K solid gold, 
: . 
: with unusually massive tops into which precious stones can 


be set with absolute safety and assurance against loss. 
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Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset A S AUER ‘= Co 


° as shown or, upon order, complete with stones to suit the 
customer’s taste and price range. Earrings available to match. KONITE BUILDING : 


Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio eg 


24-88 44 
WA. 
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Marce and WBO Craftsmen are 
launched upon a new chapter in the 
long history of their brilliant collabora- 
tion. Now in recently, enlarged quarters, 
permitting new tech niques and expanded 


production they promise to achieve 


even higher levels in the creation of 


fine jewelry and distinctive watch cases. 


WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET NEW YORK 23, N. Y. 





























QUICK, EASY WAY TO SELL BY SHOWING 


ae The smallest “complete kitchen” 

you ever saw—that’s this Manning- 
Bowman Automatic Table Grill! So'ver- 
satile, it’s the one appliance no home 
should be without. To sell it, just show 


your customer everything it can do... 


Point out: “With this grill you can 

toast two full-size sandwiches, grill 
meats, fry eggs, bake waffles, and heat 
soups or vegetables right at the table! 
It’s beautifully chrome plated.” 


Mannin 


oo POLLED PAP OD 


Show the customer: “Set this dial for 

temperature you want—light in the 
cover glows when current is on. The grill 
comes complete with quick-change grill 
plates, frying pans, waffle grids.” 


¢ 











While ringing up the sale, say: “This 

Automatic Grill is only one of Man- 
ning-Bowman’s quality appliances— 
toasters, percolators, broilers, irons, waf- 
fle bakers. We feature them all!” 


g Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut ¢ In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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Featured 
in the SIMMONS 
Seventy-Fifth 








Anniversary 






Line 





Lady Daphne 
BRACELETS 








True enough, the Simmons Seventy-Fifth 
Anniversary Line is studded with brilliant 
stars. But one of its brightest highlights 

is the new Lady Daphne bracelet. 

In mellow, yellow quality gold filled, this 





IN A NEW VISUAL DISPLAY 


Appropriately, Lady Daphne bracelets are of- 
fered to jewelers in a compact, attractive plastic 
display. Each bracelet is “right out in the open” 
for customers to see and want. 






latest creation of Simmons stylists 




















is available with some very interesting 





designs encrusted on the gold in the 





blackest of black enamel. The acceptance 






of this bracelet... with jewelers and 






customers alike... has been immediate. 






Its future is more than bright. 









R. Fc. SIMMONS COMPANY ° ATTLEBORO, MASS. 






Sold Through Authorized Wholesale Jewelry Distributors 
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as achieved in these distinguished new 
Bretton expansion watch bands... 


SE 
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Here are three forerunners of an exceptional group 


of brilliantly styled BRETTON watch band creations 


SSS 


for fall and Christmas selling. Highlighting 

the new “rope’’ motif, they reflect BRETTON’S 
unquestioned leadership in watch band design. 

Other new and glowing BRETTON creations are 

now in work, and will be ready to help you ‘‘cash in’’ 
in a big way on fall and Christmas watch band 


business. By all means, buy BRETTON! 


CONSULT YOUR WHOLESALER 


ASSIS SOS SS 


BRETTON will surprise you at the 
N.A.C.J. Show, Hotel Stevens, Chicago. 
Visit us at BOOTH 119—120. 
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As an example, Ring No. 2Y29 (en- 
arged) with synthetic Ruby and cul- 
tured Pearls. Stones are prong set 
individually, but blended into one 
colorful effect by neatness of setting. 


Also available with genuine Opals 
or synthetic Rubies as side-stones; 
and with many other center stones, 
such as synthetic Peridot or Ultralite. 


ne of many Star Rings of Style and 
vality, available at your wholesaler. 
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No. 451A The “Catnapper”—In ivory plastic, with 
chocolate brown sash and dial band. Compact and 
hard to tip over. Size 73%” wide, 444” high, 314” 
metal dial. Soft-tone bell alarm. Retails $4.95*. 


Nationally advertised to “Sleep you quietly 
—wake you pleasantly”, Sessions “Catnap- 
per” operates quietly without even a 
whisper for, like all Sessions Clocks, the 
low-speed motor runs the clock through a 
simplified drive, eliminating whining, high- 
speed gears. The alarm is a soft-toned bell 
—not a buzzer—insistent yet gentle and 
pleasant to hear. 


eCSsiIOns 


SELF-STARTING 
ELECTRIC 











THE SESSIONS CLOCK COMPANY, Forestville, Conn. 
In Chicago: The Merchandise Mart * In San Francisco: 
Western Merchandise Mait * In Canada: Northern Electric 
Company, Montreal, P. Q. 











No. 386W In 
white plastic. 7” 
wide, 742” high, 
5” square dial 
in black, with 
red touches. Re- 
tails $4.75*. 


























No. 339W The 
famous Sessions =~ 
Tea Pot, in white — 
or Chinese red 
plastic. 8%’’ 
wide, 7’’ high, 
4” bonded dial. 
Retails $4.95*. 








No. 462W 
Round metal 
case in lustrous 
white baked en- 
amel finish. 734” 
diameter with 5” 
banded dial. 
Retails $4.50*. 


No. 464W A 
modern interpre- 
tation of the 
ever-popular 
Pointed Gothic 
design. Mahog- 
any colored 
wood case with 
solid back. Dec- 
orated metal 
dial. Setting is 
done by moving 
the hands. 7°’ 
wide, 12” high. 
Retails $18.50*,. 












No. 471W Bril- 
liant chrome fin 
ish on steel. 734’ 
diameter; 5°’ 
metal dial with 
raised numerals. 
Retails $5.95*. 








SESSIONS CLOCKS @ 
for Kitchens and Walls 


SESSIONS CLOCKS 
of Distinctive Design 
for Every Home Use 





No. 463W The case 
of this beautifully pro- 
portioned banjo clock 
is finished in mahog- 
any with a curly maple 
panel. Side rails, sash 
and eagle are polished 
brass, and the lower 
panel is a softly col- 
ored scene of Mount 
Vernon. 22” high, 
6%" wide, with raised 
numeral metal dial. 


Retails $15.75*,. 








No. 456W A 
favorite version 
of the pilot wheel 
clock. Finished in 
two-tone mahog- 
any color, the 
sash, spokes and 
hands are of 
polished brass 
6%" wide, 72" 
high, 4” metal 
dial Retails 
$10.00*. 





No. 470W An 
attractive varia- 
tion of the basic 
tambour design, 
suitable for 
many uses. Ma- 
hogany finish. 
8%" wide, 4%" 
high, 4” metal 





No. 454W 
Wooden case, 
finished in ma- 
hogany with 
fluted base in 
contrasting light 
finish. Back is fin- 
ished like the 
rest of the case. 
4’ wide, 4%" 








dial. Retails hiah, 3%” 
gh, 342” metal 
$6.25*. dial. Retails 
$6.85*. 





No. 467W This graceful tambour 
shape combines traditional and 


modern lines. 


Mahogany finish on 


selected woods, polished brass feet 


and sash, 
dial. 
$10.50*. 


5” raised numeral metal 


19%” long, 62” high. Retails 





ern design in a 
mahogany col- 
ored case with 
front panel of 
bird’s-eye maple. 
Sash, hands and 
feet are polished 
brass. 412” wide, 
5%,"' high, 4°’ 
metal dial. Re- 
tails $7.75*. 
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JEWELRY RETAILERS REPORT: “Kreisler’s a: al plaque is smartest leather strap display of them all.” Made of per- 


manent multi-colored thermo-plastic, it* an be “easeled or hung.” Plaque is free with order for 36 straps or more. 


This Summer... 


LOOK 10 JACQUES KREISLER FOR LEATHER STRAP SALES 


Year-round advertising makes Kreisler biggest brand name in all watch attachments 


Nation-wide survey which inspired Kreisler’s unprece- 
dented summer advertising campaign indicates there’s no 
better time to sell leather watch straps than in Summer. 
Watch repair traffic is at its height, offering more oppor- 
tunities for sales of leather straps. 


With Kreisler leather straps, retailers have the best line 


14 


for fully promoting summer sales activity. Reasons: I. 
Better quality, workmanship and styling; 2. Kreisler is the 
only name in leather straps backed by big, dominant na- 
tional advertising; 3. Kreisler’s unprecedented week-after- 
week summer advertising campaign stimulates interest in 


repairs—will sell more leather straps to repair customers. 

















RN 


KREISLER LEATHER STRAPS must pass rigid inspection. Leather in each strap is carefully matched in Kreisler factory. Jacques 
Kreisler’s reputation for high quality, plus persistent big scale advertising, enables Kreisler name to clinch sales. 


ORDER NOW 
FOR IMMEDIATE DELIVERY! 


Jacques Kreisler Manufacturing Corp. 
9015 Bergenline Ave., North Bergen, N. J. 


Please rush animal plaque display and following as- 
sortment of leather watch straps: 


[] DEAL #81—36 straps, plus plaque. 
Retail value $55.50. Your cost only $21.88 








Retail value $111. Your cost only $43.75 


Assortments contain: Kangaroo (Pig Lined); Calf- 
skin*; Seal: Walrus: Shell Cordovan* (Waterproof) : 
Shark; Ostrich: Pigskin* ; Morocco (Pig Lined): Buf- 
falo: Cowhide: Alligator* 

All straps with buckles—burnished edges—” wide. 
*Indicates also available in 4”, %”, 14” and 34” widths. 
(Specify if these special widths are desired. ) 





Store Name “<< 








fddress oa ea 





City _____Zone State 





: | 
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| 
r 
| | 
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| CL] DEAL #82—72 straps, plus plaque. | 
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SUMMER ACTIVITIES mean more watch repairs... more leather strap 
sales. Kreisler’s advertising campaign slogan: “Check-up and dress- ee arent gad 
up your watch” directs repair traffic to your store—creates more 9015 B ia North B N. J 

J bergenline Avenue, North bergen, IN. J. 


opportunities to sell leather straps. , on EB: 
New York Showroom at 630 Fifth Avenue 


. N. A. C. J., Hotel Stevens, Chicago, beginning July 26, Booth Nos. 88, 89, 108, 109 
SEE US AT THE CONVENTIONS: A. N.R. J. A., Waldorf-Astoria, New York, beginning August 9, Booth Nos. 36, 37 
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3% 


radiance of brilliant stones. — 








VISIT OUR BOOTH 304 WALDORF-ASTORIA 
ANRJA ANNUAL CONVENTION AND TRADE SHOW 





Ty eo ¢ “ 6 es” es (m ——_ AS 


‘ <y 0) 9F*= . 
u > % any Lose = ~<A = C856. 
Nf ~ e> —_— OS aG-s a= as 
Cay) { Se cw \/ ERE A oo 
= ¢ z 
a . . ag 
~ é, ? 
wt, ums A Ps 
‘ oa f= < ~~ 


ONG 
8 Bed 


aie 

@ (LN 

or ~~ ¢ «a 

~ * v] 

A as 

fe rithncis 

cs / ‘WH 
AGS 


= f 
j 
eo aan RINGS OF MASTERPIECE QUALITY 
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Bis they’re so elegantly styled . . . unusually 
brilliant . . . exotic in color with each stone 
meticulously cut to look even larger, Lovebright 


Diamond Rings are sold with confidence and worn 
with pride—everywhere. 


No other nationally advertised line can offer comparable 


quality as attractively low-priced as Lovebright. 


See the V4 aS 
complete “or (y ) Py ee And the great Lovebright Service Plan includes 


LOVEBRIGHT = m\ ake N powerful newspaper mats, beautiful radio 
LINE at the NCW Ale) 7 - % transcriptions, free wedding photo albums 
a “4 a +A 7 2M ~ AY) " for your customers, ring display boxes 
JEWELRY FAIR” XS by, and many other strategic benefits — 
July 26th through 29th a by available without cost to all 


Lovebright Dealers. 





Booths Nos. 98 and 99 
Exhibition Hall 
Stevens Hotel— Chicago, Ill. 


A. EDWARD FISHER & CO., INC. 


| 
Importers of Diamonds . .Over 35 years of Service to the lrade New York 


580 FIFTH AVE. Ce NEW YORK 18 





See the new Crawford line at both Shows. 
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Write for Free Mat Service... CRAWFORD WATCH CORP. 550 Fifth Ave., New York 19 
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Size up the lug 
there's aM\ band end to fit! 


Superbly styled modern watch bands with a full range 
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of patented ends that fit and flatter your customers’ 
watch cases. That’s thé sales-wise combination that makes 
the JB line a sales-clincher every time! Each smartly 
designed JB end is strong, safe, easy to attach. 


JB END FITTING CHART 


for small lug for medium lug for large lug for straight lug 





Straight Ends 
*1 Keyhole +4 Keyhole =3 Keyhole +13 Fork Concealed Gate *6 Fork +9 Ring 3/8", 7/16", 1/2", 5/8” 
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Other ends available 
on request 





‘nationally advertised 













Back the watch band that backs the jeweler 
JB...your guide to the finest in watch bands 


Distributed through leading wholesalers 


JACOBY-BENDER, INC., 161 Avenue of the Americas, New York 13, N. Y. 


FoR JULY, 1948 





oe POON 


bbbbddeehhs Adhd ele ete SARTRE re rene caren POLLEN AT LENORE RR Rp et, tates siiiise meeroreey 


+_—e iinet teeter a 


VOTO TWIN NNT Y res One ee nap ia en aeae 


wae 














the urge to buy starts with the eye 
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N.A.C.J. and A.N.R.J.A. Conventions WATCH CAS E § 


LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 








— designed to custom-fit fine watch movements 
21 
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No. 190—10% No. 189—10% No, 7/156 
Iridium Plati- Iridium Plati- 10% Iridium 
num Circle num Circle Platinum 
set with 20 set with 34 Bead set 
Baguette Round 

Diamonds Diamonds 


7 Diamonds 








_. No. 5/180 No. 5/181 No. 7/171 
sg Fe com . oor grave 
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The introduction of these new designs in 
wedding rings marks a further expansion 
in Stone’s wonderfully varied line. 


You can order with the full confidence 
that Stone rings not only command a ready 
sale but represent incomparable values. 


Samples on request to established jewelers. 
State price range and style. 


Our mountings are of exquisite styling and 
are produced by expert craftsmen in 14 and 
18 Kt. yellow and white gold, as well as 10% 
iridium-platinum. 








GENUINE SNAKE CHAIN 


Braclté i O 
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Favored by women who appreciate quality. 
Available in Sterling Silver— Rhodium Finish, 
1/20 12 Kt. Gold Filled and 14 Kt. Gold. 
Small circle charm and heart and key charm 
are also available in 10 Kt. Gold. 


Sold by Authorized Distasi 





FORSTNER CHAIN CORPORATION. IRVINGTON 11, NEW JERSEY, U.S.A. 
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tnd links of rippling beauty and striking ele- = 
yusene Expansion center of sleek masculine de- 
: sigs, 1/20 12Kt. G.F. all colors. Retails $12.50 T.1. 
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4125 The ¢ VARTE T i 


Four strands of graceful gleaming snake chuir: 
with streamlined, ultra-smart expansion cente:. 
1/20 12 Kt. G.F. all colors. Retails $12.95 i. 4. 
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"Registered Trade Mork 


i. MERCHANDISE THAT’S ALWAYS FIRST AND FOREMOST IN STYLING 
MERCHANDISE THAT YOU CAN DEPEND ON FOR BIG PROFITS 
3 MERCHANDISE THAT FEATURES EXCLUSIVE ‘TRU-RIVET CONSTRUCTION’ 
e 
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Inventory Control 
Tray Sets 

tach set consists of two units of trays, one unit for men’s bands, one for 

ladies’ bands. Each unit comprises three trays, a tray for each band color. 


. 
Permits instant display to customers of bands in any color, and that 
color only. Warns immediately of out-of-stock numbers. 


Simplifies and speeds your band sales! Assures accurate inventory control! 


Uf PRACTICAL MERCHANDISING IDEAS TO INCREASE YOUR SALES 


5. NATIONAL ADVERTISING THAT HELPS YOU IN YOUR LOCALITY 
oo FREE POWERFUL MAT SERVICE AND FREE DISPLAY CARDS 





All FPlex-let geld- 
filled products are on 
pure Nickel base, and 
ere plainly stamped 
1/20 (2Ke. G.F. 
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ANOTHER BRIGGS, BATES ano BACON 


Bracelel Creation 


For today’s American woman, but still mindful of the graces of an 


he Made wolett end fealble tubsler earlier day, the new Claspet tubular bracelet is a striking new jewelry item. 


Sn eee o> Copee eanmnanee se Its heavy appearance but actual light weight and its richly simple design 
the Briggs, Bates and Bacon Company. 
Available in assorted patterns, including recall the elegance of bygone days, while its style and fashion appeal make it up 


genuine onyx. . 
to date as 1948’s “new look". Suitable for all ages, appropriate for any 


F 
MAKERS O - 
MADE BY THE occasion, well made in the Briggs, Bates and Bacon tradition, the tubular 


YA , 
wnigts & > Claspet is sure to be a best-seller for you. 


~, 
ax @ 





ELET 
ORIGINAL EXPANSION BRAC 





eS 





jewelers 























striking newspaper ads 
electric window display 


unusual ring boxes 





: ok _ guarantee bonds 


Specially prepared sales-promotional 
: material that is not only compelling 
and distinctive, but effective as a 
magnet for LIFETIME diamond ring sales, is 
available to LIFETIME jewelers. Used 
consistently, the newspaper ads and display 
should produce a steady source of profitable 
business .. . the distinctive ring box 

and guarantee certificate will be effective 

in completing sales over the counter. 

If our representative hasn’t yet reached 


your city, write for complete information. 
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FIFTY YEARS OF SERVICE 





orever Cherished 


Hilustration courtesy 
Gerber Baby Foods 


we Bes a ° erne* seninne sacs 














Saaeenon” a 





ad 


Executive Offices and Factory: LUDINGTO N, MICHIGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 


























WITH te RINGS er 


By 
GRANAT 


WITH A QUICK “CLICK” WED-LOK RINGS LOCK TOGETHER 


YET YOU CAN UNLOCK THEM AT WILL! 


Easy... Simple... Practical... Beautiful. 


Other Rings Can Constantly Turn, Separate, and Wear Against Each Other! 


Fi engagement ring may be worn alone or with the wedding ring at any time...an 


important feature of patented Wed- Lok diamond ring ensembles. Fine Granat quality 


combined with this simple foolproof locking feature explain the nation-wide popularity 


of Wed-Lok diamond ring ensembles. Joined with a quick “click” they are locked in per- 


fect alignment when worn together. Granat Tempered Mountings (not cast) of platinum 


or gold give them added beauty, offer greater protection for the diamonds. Join the 


jewelers throughout the nation who are profiting from the popularity of Wed-Lok rings 


by Granat! Retail prices, 125.00 to 1000.00 the set, taxes additional. Write for infor- 


mation on the complete Wed-Lok line. (Mat service and other dealer helps available.) 


Any and all infringements 
of Granat Bros patents, 
trademarks, or copyrights 
will be prosecuted to the 
fullest extent of the law. 





TT *Trademark Reg. U.S. Pat. 
Off. Wed-Lok rings are 
protected by U.S. patents 
issued and pending. 


~ e ~ . . 
San Francisco 8, California 



































EAVE DESIGN 


BASKETW 


EXPANSION LINKS, 





' COLORFUL @ EYE-CATCHING... HELPS YOU SELL / 


Use one in your window, and one on your 
counter. Watch how they attract attention 
. .. watch how they quickly increase sales on 
the new MARVEL watch bracelets! And, best 
of all... they’re FREE. 


ASK YOUR WHOLESALER, or write us: 
MARVEL JEWELRY MFG. CO. ¢ PROVIDENCE 3, R. I. 
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-104C-104D-104H U. S. Pat. Design #148125 


You've never seen expansion watch A TRULY NEW 
attachments like these. Only one surface 
shows because of Acco's exclusive invisible re 
back. The edges of this new watch attach- BASIC DESIGN 
ment are feather-thin—giving a new concep- 
tion of trim beauty — a new conception of 
comfort. Here is radically different designing 
— giving basic improvements brought to you 





exclusively by Acco. 


Available in 1/20 12 kt gold filled in yellow, pink or 
white — stainless steel bock.. 
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WEST COAST se MID-WEST __ EAST COAST | 
3 Ken Williom Weintraub. A 


M Sil Hanson 
107 S. Broodwoy, Los Anceles 13, Cal 495 Littleton St., West Lofayette, Ind. os tune & en ane at Y. 


Exhibiting at the National Jewelry Fair, July 26-29 * Stevens Hotel, Chicago, Room 611A 
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FAIRFAX 


MASTER 
SALESMAN 





















Provides VISIBLE Stock Control 
Simplifies Selection of Bands 
Increases Sales 





Stands up or 
lies flat on counter 


@ Makes inventory contro! and ordering easy! 
Under each band is a numbered photo of the same 
style. Visible photos show out-of-stock items at a glance! 


PROFIT FROM THIS SPECIAL SALES-SPEEDING You order by simply filling in order form provided 
OFFER — WRITE, WIRE FOR DETAILS TODAY! and mailing it in prepaid return envelope enclosed. 


@ Prevents loss of sales on out-of-stock styles. Even after a partic- 
ular watch band has been sold, you can show the style... take orders 


from visible under-stock photos. 


DISTRIBUTING CO., INC. @ Shows complete assortment or featured styles. With all trays in 


136 WEST 52nd STREET, NEW YORK 19, N. Y. place, customers easily select from complete stock. For window display, 


702 H STREET, N. W., WASHINGTON, D. C. 


ered show trays that slide out at rear. Stands up or lies flat — for use on 


counter, in window, wallcase, or showcase. 


remove alternate trays (as illustrated). 
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eres distinctive showmanship at work ... 
the famous Parker “51” in a Farrington box custom-designed 
to sell this product... and this product alone! ...Through the 
years, specialized ability has keynoted this country’s most outstanding business 
success stories. Which is probably the strongest reason that Farrington has 
become America’s largest metal display box manufacturer... And that means 


large production capacity, coupled with the industry s broadest and most 
... If your present package is not doing an efficient or 


seasoned design background 
fully profitable job, it’s time we get together... The cost, you say? Not nearly so 
much as you might guess! And Farrington Packaging produces multiple 





returns on your investment. 





FARRINGTON MANUFACTURING COMPANY 


General Offices: 76-J Atherton St., Boston 30, Mass. 
Canadian Plant: Farrington Mfg. Co., Ltd., 1191 Bathurst St., Toronto 4 


SPECIALTY BOXES DISPLAY TRAYS 
METAL SPECIALTIES «- CHARGA-PLATE SERVICE 





“WHO'S GETTING 
MEN’S INITIAL JEWELRY BUSINESS 


| SHOULD BE DOING?” 























INTER-CHANGEABLE 


DUO-NITIALS 


in 1/20 12K GOLD FILLED 


ay a 


4 4 


Sout, 


Men’s jewelry sales belong in your jew- 
elry store...not next door or across 
the street. That’s why we've designed 
2-initial jewelry* in 1/20 12K Gold 
Filled, with a proper initial assortment, 
that you can sell at a profit. 

Get your share of this business. Don’t 
delay ... ask your wholesaler about the 
DUO-NITIAL deals. 


THIS SALES-COMPELLING 
DISPLAY is FREE! 


Displays DUO-NITIAL 
chain on the velvet tie, chain 
or slide in acetate-top box. 
Sectional compartment un- 
der easel holds complete 
stock of initials. 


“No. 8300 Tie Chain............ 
No. 9200 Tie Slide . ........... $7.00 


Both prices Keystone 
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IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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LATINUM DIAMOND 


edding Gaude 


WITH THE 


STYLED BY 
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ices Keys 


complete 
Wiamond c 
yellow 

, men's, 


ds, lad 


Rm. 551A, Jewelry Fair, Stevens Hotel, Chicago * Booth 311, ANRJA Trade Show, Waldorf-Astoria, N. Y. 
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Two reasons why you get high powered 
action at YOUR watch counter! 


Gives you powerful 


ME[JANA ‘iron 


7 JEWEL 
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Suieeh second hand, cotien hands ee . 
and numerals. Thin modei ryan 
chrome case, stainless steel back.” , 
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HALLMARK 


¥%& Styled to look much more ¥& Attractively gift 
than their price. packaged. 













‘(NATURAL COLOR 
OF GOLD CASE 
STAINLESS STEEL BACK 


LARK 


Dainty, dust-protected watch. 












(Watch enlarged to show N 






% Complete repair facilities 


Made and guaranteed b 
* Ma gu Y and parts available. 


one of the largest 


TO RETAIL AT 





manufacturers of watches %& Mats—Counter Cards— 
$ in the world. Mailing Folders—Radio 
12-95 - | Announcements and 
¥%& Priced to be phenomenal other selling helps for 
aa values. your use. 


FEATURED BY STORES FROM COAST TO COAST 
LOUIS AISENSTEIN & BROS., INC. ¢ 630 FIFTH AVENUE, NEW YORK 20, N. Y. 


29 EAST MADISON STREET, CHICAGO 2, ILL. . _ ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 








PRODUCTS 


STERLING SILVER 
Sheet, Wire, Circles and Blanks 
or special pieces cut to size 


KARAT GOLDS 
in all Karats and Colors 


GOLD & SILVER SOLDERS 
Any quantity for any purpose 


~  ANODES 
Gold and Silver — for plating 


FINE SILVER & FINE GOLD 
In various forms 


GRANULATED SILVER 
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One Standard of Quality and Service 


Silversmiths and Jewelry Manufacturers who use large quan- 
tities of silver or gold, know that Handy & Harman is a 
dependable source of supply. 


Less well known, perhaps, is the fact that we also maintain 
special facilities for regularly serving hundreds of retailers 
and smaller manufacturers. 


The retailer who needs a dwt. of solder for a repair job, or 
the manufacturer who wants only a few dwts. of gold or a 
little silver, is pleased with the care and attention we give 
to his orders. 


We value such business and take every precaution to see 
that the same high standards of quality and service are 
maintained as in supplying the largest manufacturer. 


‘HANDY & HARMAN. 


HANDY & HARMAN 
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&2 FULTON STREET NEW YORK 7, N. Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 

















DISPLAYED BY JEWELERS EVERYWHERE 


hek"t 





feMenth 
Too jillher® 


The rings that lock with the key to your heart 















Only Kushner & Pines Ine. 
have the “Two-Gether” 
Bridal Ensemble with = 
the Sterling Silver Key... | | I hOlppas 
that easily and effectively i Sy, 
locks the rings with 
“in place” attractiveness. 


These Sterling Silver Keys, exclusively de- 
signed by Kushner & Pines Inc., to facilitate 
locking ''Two-Gether” these matched sets, 





are also intended to be worn as beautiful 


charms with the appealing significance of 
: lish of distinctive @ mountings 


he moment SUMET & FTES, Ine. 


21 WEST 46th STREET 
NEW YORK 19, N. Y. 








p 


Keys will be given with each purchase of the “Two-Gether” set. 














© 1948 K & P Inc. 
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e Proudly worn by America’s 


most famous watches 
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The big swing to cushioned watch straps is largely a swing to these 
famous NEET creations, which are second to none for ingenious styling 
and design, superior craftsmanship. You'll find them on 

America’s most popular watches; you'll find they sell on sight. 

For better watch strap business, no better straps than these! 

By the dozen, in attractive counter or window book displays. 


WE'LL BE THERE! N.A.C.J. Show, Chicago. Suite 530-A, Hotel Stevens 


CONSULT YOUR WHOLESALER 


P ARISTOCRAT OF LASKO STRAP COMPANY 
Be WATCH STRAPS Im 


200 Hudson Street * New York 13. N.Y. 
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ConvINces Your Customers Tuey Ger 
Extra Value . . Quatity At No Extra Cosr! 


Cross section of Prism-Lite Dia- 
mond showing fully polished 
girdle which costs you no more! 















Cross section of ordinary 
diamond showing girdle dead 
spot which cuts down brilliance. 










Using this graphic illustration, you can show your 
customers conclusive evidence that Prism-Lite 
Diamonds offer intensified radiance, greater beauty, greater resistance to chipping, and 
seemingly greater size at no more than they would pay for ordinary diamonds. 
The revolutionary Prism-Lite achievement creates 100% fully polished diamonds, 
from 5 point sizes upwards. And in addition Prism-Lite is backed by a powerful nation wide 
promotion plan. . . FREE, comprehensive dealer help material — as well as a new diamond 
merchandising plan that permits maximum inventory at low cost investment. 


COMPARE...SEEING IS BELIEVING... ASK YOUR DISTRIBUTOR... 





2 WEST 46 STREET, NEW YORK 19, N. Y. a 
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another Deltah tribute to the charm of American women ot { S | | | = | | 
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Talisman, Deltah's newest simulated pearl necklace, is truly 


the gift magnificent. Its lustrous, flattering beauty must be seen 


to be fully appreciated. Finished with striking 10K gold 
safety clasp and presented in authentically designed 
jade-color Chinese treasure cabinet... $24.50, 


Other popular Deltah necklaces, from $3.00, earrings to match. 
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“ Deltah 


SIMULATED PEARLS 
















2 2 TRAN Ror 
5 Ts 
: Doh ‘SS 
So ee 
3 SS » so Se Bie She 
= ; Se SS ek at 
~ S 2 . Sh SS 
- : a 
2 Bone” = .. ; . 

R SR ; = . R ‘ 
SN SS _ —— a sy 
> = . SS . : = Se 

é was % Sy a ee 
* = 


(epend on Delta} 


" Dex. 
< Se . 4 a > : . 
3 - : eg >} age 
é sag 3 
. ‘ : ed 
: pee “ 
é : > 3a 3 eS 
2 a ¥3 : 
é . 3 a ; arene 
j ae . 
§ 2g w : i 
= : ~ % Sa 
. te: 
: 4 
= ae SS + 
go > ee ee Bi 
= 3 : s ee 
) ao. : ; eee 
. ae : 
Sy : 
ae Fa z SF 5 
ord % ; 
te * -? « 
i . he 3 ak oor § 
nas Ne S35 > 
eR : : Pras Seg 3 
“SG iy Se * f 
me , 
2 
2 —— 
S Sc 
= “er 
= : ~*~ 
ha 
one i - 
. 
FA ay 
? . . 
% 
, 
? Sogo 
NOS AS 7 % 
; SRY > Ses % ¥ 
> q aS 
Zz < ee x - 
= op 2 os ao 
8 = 38 
3 oe x cs 
Sag c9 £ 
& > 
es ne 
> 5 c 
Tih 
? ; 
SSSR 
3% 
: 
f QP . 
. Vile! 
, 2 
<4 
v = 
“ 


for bigger, better and faster 


Peron NY 




















simulated pearl necklace sales! 


*‘Talisman”’ is not just another simulated pearl necklace. It is j ln i 
a magnificent new Deltah creation in a luxurious and distinctive 
jade-color Chinese treasure cabinet — and therefore something 
extra-special for proud gift-giving. Too, it is designed to retail 
very profitably — so if you're planning ahead for bigger and better 
simulated pearl necklace sales, count ‘‘Talisman"' in, definitely! 


(Available in single, double and triple strands). 


Ealtcman will be extensively advertised 


k W10 BIG MAGAZINES / 
KM OVER 429 RADIO STATIOWS 


(ENTIRE MUTUAL NETWORK) | 
Big mass circulation and fashion magazines, as well as radio's > 
leading daytime program, “Queen for a Day”, will ;. ae 
eS introduce Deltah’s “Talisman” to millions of wishful Sgt ae ae 
FF women — creating a vast source of potential sales from x Fy . eT ee 


which alert jewelers profit locally. Get set now to 


reap a harvest on the strength of this great promotion! 


“Queen , 


for a 
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ad CONSULT YOUR WHOLESALER 
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Feature the Irresistible 


IACCO 


Line of Gold Gem-Pins 


BY FAR THE LINE OF LEAST RESISTANCE 


Eye appeal and price appeal of the famous Jacco line of original 
pin creations conspire to intrigue the average buyer into the 
next bracket up. Here is beauty, here is value so apparent 
you will wonder how you ever did without the line that has 
everything — plus profits that are truly generous. The spray designs 
shown in 14K green and pink gold with genuine zircons. 
Just one group of more than two score stunning, tasteful Jacco 
creations. Write for the name and address of the nearest Jacco jobber. 


i 
itil 


Jacco Products are made 








Neil D. Sofman William G. Frizzell Morry Goldstein 
32 Liberty Street a Me eee 29 E. Madison Street fe 315 W. Sth Street 
New York 7, N. Y. 9 Chicago, Illinois Los Angeles, Calif. 
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48 JEWELRY SHOWS 


eM » 


CHICAGO... NATIONAL JEWELRY FAIR 


JULY 25th to 29th 
STEVENS HOTEL 
THIRD FLOOR... Private Rooms 1 and 2 


x © ££. 


NEW YORK... ANRJA SHOW 


AUGUST 8th to 12th 
WALDORF ASTORIA HOTEL 
OURTH FLOOR... PARLORS L and M 










EVERBRITE FEATURES SALESWORTHY 
ERCHANDISE for BUYER’S MARKET PROMOTIONS , 
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A, COHEN and SONS 
CORP. 





















































DURING THE 











For a profitable preview of the 
complete Fall merchandise picture, step 


into Room 4 E at the Waldorf-Astoria 





or stop in at our comfortable, air-conditioned di, 


offices conveniently located at 
630 Fifth Ave., Rockefeller Center. 





BEAUTYCREST DIAMOND RINGS © TERRENE WATCHES * DIAMOND MOUNTED JEWELRY 
A COMPLETE RANGE OF WATCHES & DIAMOND PLATINUM WATCHES « SILVERWARE TUDOR 
1847 ROGERS BROS. * WM. ROGERS & SON « COMMUNITY « 2 ROGERS § STERLING » CLOCKS 
DESTRIBUTORS OF? WESTCLOX « G. E. » NEW HAVEN « WATERBURY « INGERSOLL » SETH THOMAS « JEWELRY 3/8 
FORSTNER » RONSON « SPEIDEL * KESTENMADE « LAGUNA « BRETTON + HELLER-DELTAH 
LUSTERN « CARL-ART « KIDDIE-KRAFT * MARVELLA » SIMMONS « BRIGGS » WATERMAN 
PENS AND PENCILS « SUNGLASSES AMER. OPTICAL +» APPLIANCES G.E. » TOASTSWELL 
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INCREASE YOUR UNIT SALE 
PROVEN SELLING SENTENCES 


READ THESE 
CHAPTER HEADS 
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They tell the story of 
effortless, intelligent selling 
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136 West 52nd Street, New York 19, N. Y. 
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Marvella Pearls.” 
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EXTRA LIBERAL ALLOWANCE FOR YOUR 


QUTDATED, OUTMODED MOUNTING 


FOR THE SENSATIONALLY NEW. 


tM ) 
<A 


\ = \\! 

No Charge 

ase \\\ 

YOUR WEDDING BAM 

WILL ALWAYS \aaM 
ALWAYS LOOK \ 
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Here’s your big chance to get the kind of mountings 
you've wanted for your engagement and wedding ring 
ensemble. They're the famous Feature-Lock mountings 
that lock together, keeping the designs harmonizing 
perfectly — NO SHIFTING, NO TWISTING. 


THE EXTRA LIBERAL TRADE-IN ALLOWANCE on 
your old ring regardless of condition will contribute 
greatly toward the purchase of a new patented Feature- 
Lock Ensemble. Remember you not only enhance the 
value and beauty of your diamonds but protect them from 
loss with a new setting. 


Your old setting is 
first payment. Pay 
balance in small 
amount weekly. 


HALUSTRATIONS ENLARGED TO SHOW DETAIL 


@ Feature-Lock Mountings may be bought and worn separately. 
Nothing sticks out... 
® Built-in lockpin comes out, fits into slot in other ring. Easy turn 


keeps rings together. Ni THIS COMPLETE MAT AND MORE 


@ Rings stay lined up always . . . looking their best. No shifting, 
acetate DEALER SALES PROMOTION MATERIAL 
AVAILABLE WITHOUT CHARGE FROM 


AUTHORIZED DISTRIBUTORS! 
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ANRJA CONVENTION and TRADE SHOW 


Waldorf Astoria 


AUGUST 9 to 12 


























yaTC H Lowe TOR CORA CELLET WATCH CASE APPEARS Te) ae 


Matched 





dad new creation 


“Match-Mates” 


For Men 
Kor Ladies 








by 


| 


137-11 90th AVENUE, 


TUBULAR 
BRACELET 





WATCH CASES 


Newest |.D. achievement in market-wise styling. ..‘‘Match-Mates’’ 


are endowed with dual sales appeal. The two bracelet watch cases are 
perfectly matched...each suggests the additional purchase of 

the other. Both combine smart slimness with great strength. Bracelets 
(1/20 12K gold filled) are easily adjusted to any size wrist. 


Cases are HYLAP-finished and fitted with NANCA crystals. 


Sold to Watch Importers Only 


1D. WATCH CASE COMPANY, inc. 


JAMAICA, N.Y. 


~-~ 
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Louis Watcu Co 


580 Fifth Avenue e New York 19, N.Y. 
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THE PRINCESS ANNE 





PROMOTION SALE RINGS RETAIL 9.95 TO 19.95 


MAT SERVICE AVAILABLE 


PLAINVILLE 





S'TVCR COMPANY 
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: PLAINVILLE © MASS. AS tas oF QUALITY 

















Not a “maverick. 


the Lonville line 


The unbranded calf on the open range belonged to anyone 


who roped him and branded him. In the watch market, there 
are watches which cannot be traced to their makers. They are 
the “‘mavericks” of the trade. Nobody can place responsibil- 


ity for quality on the maker for he is unknown. 


How different with Lonville! Every watch is branded on 
the dial, branded on the plate, branded in and on the pack- 
age, proudly bears the mark of its heritage and accepts for 


itself—and for us—all responsibility for reliability and con- 


sistency. 


We never sell a single movement that was not made in the 


Lonville factory at Soleure, Switzerland. 


So you may buy and sell Lonville watches with complete 
confidence in their pedigree and the permanence of the 


Lonville line. 


580 FIFTH AVE. Sole U.S. Agent 


Sees J A KRY RO) |) M A NU INC. ESSER RAE SRE RAE RE OS 


NEW YORK 19, N.Y. 


LANGENDORF WATCH ¢, 


As advertised in leading 
National Publications 


co »” 
Seymour 


Rolled gold case, 
stainless steel back, 
7 jewels 


Chet 


14K gold, 17 jewels, 
extra quality 


$62.50" 





Lonville watches are made in 
Switzerland, famous for scenic 
beauty —and fine watches 


The mechanisms are made under 
one roof—a rare accomplishment 
even in Switzerland where most 
watches are assembled from parts 
made by various factories. 

One undivided control and re- 
sponsibility governs the rigid, high 
standard of quality in all Lonville 
watches. 

All the parts are standardized and 
interchangeable so that in any civ- 
ilized country a Lonville watch may 
be repaired at low cost and in quick 
time. 

Lonville watches are noted for re- 
liability and consistency. You may 
sell them with assurance that at the 
prices there are no better watches— 
and no finer service at any price. 


*Fed. Tax Incl. 








pnville 


WATCHES 


Through Your Wholesaler 

















The FS tacelte Franticte! 


A COHAN Original in Creative Jewelry 
ECUTEd with superb CRAFTSMANSHIP 


irnidium platinum + finest diAMONdS 


MACE pRAcTICAl with Fine Hidden watch 





2146 — 4007 F 
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Americas Best Dressed 
Watches Wear 


ELITE CASES 


Cases pictured are 10K rolled gold plate with 
stainless steel or yellow back. 

#860 takes 634 rectangular and tonneaux, 4AH, 
8x10AK, 6!/> oval, 734/11-7AP and 7AH, 15/0 E, 
14/0 H, 7/4 W, 834, 18/0 E, 750W, 6!/.-343G 
Dome, diamond or 3 way crystal. 


# 898/85 takes 834 ligne. Square. Diamond and 
dome crystal. 


#1065 takes 10!/, ligne. Flat top and dome crystal. 














ENGRAVING 





s NOW MADE 











WITH THE WORLD’S FINEST ENGRAVING MACHINE 


we NEW HERMES PORTABLE 


“ASK ONE WHO HAS ONE” 


gS | 
FINEST eNGRAVINS 
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Ne — 
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DON’T MISS A DEMONSTRATION! 
CHICAGO « Stevens Hotel, Booth 310 
NEW YORK © Waldorf-Astoria, Booth 6 


3-19 UNIVE 
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FOR JULY, 1948 
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AT THE NATIONAL CONVENTIONS. 
IN CHICAGO AND NEW YORK | 





cut flashing zircon. 
Newly Styled 10K 
Yellow Gold setting 
with 2 genuine side 
diamonds, 


Retailer's 
Cost 


MEN’S #72490K 
... Massive 10K 
yellow gold mount- 
ing, 1 Carat perfert 
cut flashing zircon 
and 2 genuine side 
diamonds. 


Retailer's $ a 2 5 
Cost 
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GET THE PROFITABLE DETAILS / 


- 
¢ 
£ 
; 


AT THE DASON BOOTHS... 


: Order now or write for information. 


: Illustrations enlarged to show detail. 


DAVIDSON & SONS JEWELRY CO., INC. 


MANUFACTURERS OF Dason Rengs AND Bredad Cc WEDDING RINGS 


20 WEST 47th STREET, NEW YORK 19, NY. “ CHICAGO OFFICE: 29 EAST MADISON STREET 
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ESALE DISTRIBUTORS | 
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NORMANDIE watche 
distributed thru selecte 
Wholesale Jeweler 









Excellent quality and accurate 
timekeeping are distinguishing 

features of Normandie Watches. The 
fine 17 jewel movements are fitted into 
smartly styled and beautifully finished 





cases ...and when you offer your 
clientele Normandie Watches, you are 
assured of complete customer satisfaction. 


Write for illustrated booklet and 
name of nearest wholesale distributor. 











NORMANDIE WATCH COMPANY e 71 Nassau Street © New York 7, N. Y. 


¥ 











Visit the New Haven Booths No. 53 and 54 at the N.A.C.J. Convention, Hotel Stevens, Chicago— 
July 26, 27, 28, 29 


u 
HALO 
: ALARM CLOCK 
. retails for $7.95 plus tax 
‘ 
NEW “IDEAL ‘ “WARWICK 
ALARM CLOCK ; ALARM CLOCK 
retails for $7.50 plus tax retails for $8.95 plus tax 


PORTIA . oe WRIST WATCHES 
ALARM CLOCK us oo retail for $7.50 plus tax 
retails for $7.50 plus tax - to $12.50 plus tax 


POCKET WATCHES 2 fe , ~ — tage a “PULLMAN 
retail for $2.50 plus tax le if! .. TRAVELING CLOCK 
to $4.50 plus tax # “Ea ee ke: — retails for $6.95 plus tax 


“ELITE” 
ALARM. CLOCK 
retails for $5.95 plus tax 


NEW HAVEN EXCLUSIVE! THE “‘VITAL NERVE CENTER’ 
Every New Haven clock and watch has 
this famous patented compensating hair 
spring to make it keep better time. 


traditional quality... buy-on-sight-prices... pre-sold in nation’s mass-million magazines! 


THE NEW HAVEN CLOCK uno WATCH 


COM PAWN Y -® NEw HAVEN 4, CONN. aS > 
THE RIGHT TIME fom QD SINCE 1817, 
A\\ > 4 








Orders 





FOR JULY, 1948 





eoping the (County, ! 


are being received in ever-increasing volume. Anticipation 


volume, long in advance, made the low price possible. 


of this 


59 





DISTINCTIVE 


in appearance 


Dainty in style and 
design. 7 ruby 
cagak pote car 


chrome steel-bac 
case, unbreakable 


saa igor in performance 


is x ~, ~ % 


i These are the famous ORIS Timepieces sold 
andsome, serv- 7 " “ ° 
iceable and de- and serviced in practically every country in 
pendable. 7 ruby ° ° s 

the world. High-styled, precision made and 


jewel movement. 


Cee noe ae priced to sell on sight. Every way you figure 


case, unbreakable 
ant een it, ORIS spells PROFITS! 


$12.95* 


DIRECT CONSUMER GUARANTEE 
WITH EVERY ORIS TIMEPIECE 


ORIS 7-point Craftsmanship 


@ 7 ruby jewels for all principal bearings. 

@ All parts interchangeable. 

@ Separate mainspring balance and lever bridges. 
@ Pin pallet lever precision movement. 

@ Mainspring power for 40 hours running. 

@ Automatic mainspring over tension guard. € 

@ Unbreakable non-discoloring crystals. 


Exceptionally thin. 
7 ruby jewels, 
chrome steel-back, 
Walel¢-tc) 4-ls)) aaa ee 
tal. Suggested re- 
tail price $13.95° 


‘Also available in rolled gold. 


Traveling Alarm Clock in fine genuine leather 
case. Assorted colors. 7 jewel movement in 
CONTACT YOUR JOBBER dust-protected chromium case. Radium figures 


and hands, unbreakabl tal. Avtomati 
Ask for free colorful illustrated literature. alerm butter. wt pea) hoe wal 


tL. HARRIS COMPANY, INC. © U.S, DISTRIBUTORS » 665 FIFTH AVE. > NEW YORK 22, N.Y, 
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To irreproachable quality, we add the 
gracious styling that outlives the years. 


it's been that way since 1910. 


R Reet ff ee eee 


Manufacturers of Gold and Platinum Watch Gases 


h 7: ODDS 








Everything you’ve wanted in a 
popular priced alarm clock 


- Famous guaranteed Lux precision clock 


2 Designed to meet consumer preference 
Plenty of sell- ability . .. great traffic item. 
Pie - F riced to give you a good oh 
Z 5 Me Extra large dial with bold easy. +55. read 


numerals. 


Nee Metal case with durable sy or gun 
: _ metal baked enamel finish. 


Cs oF Controls correctly spaced on back . 
alarm shut-off on top. 


- Beautifully styled to look well | in any room. 





A beauty from front to back... the new Lux Slumber Minder 

is designed for use in any room in the house. Your customers 

will admire its handsome functional design ... extra large 

dial . . . bold, easy to read numerals. It has the famous Lux = 

precision movement to give years of dependable service. Properly Catalog No. No 250 — 

; Description: Slumber Minder 

displayed, the Slumber Minder will prove to be a profitable, Carton Contains 36 Ivory or 
, . Gun Metal 

fast-moving alarm oe “ weed speaks and nateinennieny per nee Remarenee 

formance. Country-wide distribution being made on an equitable West of Rockies $3.75 

basis with gradually increasing volume. Place your order with 


us today, giving your jobbers name and address. 


LUX CLOCK MANUFACTURING CO., Inc. 


DEPT. 6B =-95 JOHNSON STREET @ WATERBURY 9Tt, CONNECTICUT 
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° Available in 1/20-12kt. Gold Filled through 
: your jobber or wholesaler. 


*NANAST COMPANY, ING. 





© 6219 MADISON STREET WEST NEW YORK, N. J. 





They come back for more and more when you 








FOOTSTEPS to profit make a path 
to your door when you give those 
“extra services”, at a profit that 
start the customer right. 





Repeat orders are yours, when you make it easy to spark 


up and fuel up when a new lighter first goes dry. Here’s 
how alert dealers do it—. 
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When you sell a ZIPPO at $2.50 Sell a few 10¢ packs of ZIPPO 


to $175. push personalized signa- | FLINTS. Drop one pack’s con- 
ture or initials at $1.00 extra. 


Customers will want you to fill 


it up “with ZIPPO FLUID.” Sell 
tents under cotton as shown. extra 25¢ bottles. 


Wd f/f THE LIGHTER 


Vindpteot LIGHTER THAT WORKS — 


ZIPPO MFG. CO., Dept. X, Bradford, Pa. 
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| oe a 
the original self-merchandising 


His play, Gives vou complete 
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vides more eontrol. less rven- 


leviry omplete Ww 
shock travs. .Yo 


cent) = 
Peer ot complete. 





lere they are... the perfect merchandising mediun 


JEWEL PRAY NES EXPANSION 
BRACELETS AND SETS. Includes 
lL kxpansion Bracelets and | 

| kx pansion Bracelet and Locke 
Sets — | 20 12k. Gold Filled. 


Your cost S37.50. 


JEWEL TRAY \LTO LOCKETS AND 
CHAINS. Includes 8 Lockets and 
Chains — | 20 12K. Gold Filled. 
Your cost S16.00. 
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ee 
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JEWEL TRAY \N\IL6O SNAKE CHAIN 
ASSORPEMENTE. Tneludes 4 
Bracelets — 2 Lockets and Chains 
— 2 Thirteen ineh Necklaces - 

| 2O I2ZkK. Gold Filled. 


Your cost S25.50. 





JEWEL PRAY X\TE BRACELETS. 
Includes 8 assorted Bracelets — 

| 20 12K. Gold Filked. 

Your eost $20.00. 





RKRRARTPER., 


JEWEL TRAY X17 LOCKETS AND 
id De Ue ee 
lneludes 6 Loekets and 2 Pendants 
with Chains in LOK. Gold. 


Your cost 825.00. 


| pieces, Mate 


ith removable 





ur cost only 


m for creating MORE: sales with LESS effort. 
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JEWEL FRAY N\I2 CROSSES AND 
CHAINS. Includes 6 Crosses and 
Chains — | 20 IZ2h. Gold Filled 
and 2 Crosses and Chains 


PORK. Gold. 












Your cost SP5.25. 





JEWEL TRAY X18 KIDDIE 
KRAFT RINGS. Includes 18 
assorted Kiddie Kraft Rings — 
stone set, signet and band rings in 
LOK. Gold. Your cost $33.75. 


OS OPES 






JEWEL TRAY NEL SETS. Includes 
8 assorted Sets — | JO IZkK. 
(gold Filled. Your cost S28.75 











JEWEL TRAY \19O TEEN KRRAEFE 
RINGS. Includes 1&8 assorted Teen 
Kraft Rings — stone set and signet 
Tim aul. Your cost 818.00. 







(sold. 







KIDDIE KRAFT IS PRICED TO GIVE 
YOU 100% PROFIT ON COST 
Kach piece of Kiddie Kraft ere? is pack- 
aged in our famous “Sweetheart”* jewel box, 
carrying a personalized gift card plus a retail 
price tag, allowing vou LOO¢? on cost. 


*Pat No. 142.996 
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MARATHON 


COMPANY 
Attleboro, Mass. 


Creators of the 
Finest Children’s Jewelry 
for over Half a Century. 





KIDDIE KRAFT 
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will be backed with the most powerful national 


campaten tn the history of KIDDIE KRAFT. 


THE Mice sk GIFT IN 
Kaela $06 Sales 


« Art ¢ J, ges Power- 
et » Owes 


Fo t 
“oe packed 


NATIONAL 


compelling 


a] oo ie 









for your 





ADS 
flacal 
m 
newspaper 
leading 
retoqraruare 
seCtIOnS 
Exciting 
Displays 


for Counter 


or Window 


65,000,000 


people have already heard 
about kK IDDIk hk RAFT Z| CT VO WwW s ¢ 
on the Radio. Milltons | : P | ie 


re will continue te nes 
More U ill continue Co Youll want to be ready when this gigae! 





hear these powerful 


campaton gets under way... and youl 


) yo, ) s » ‘ i OF a) 7 : ; 
announcements ede I met A customers start asking for Kiddie Krai 











| | Order from your jobber TODAY re 


LEADING JEWELERS 
and DEPARTMENT STORES 


in the GULF STATES 


are acclaiming 


| F seating Se SESS . SESS 
“for wore & so 


WACO. SESS SRW 
eo SS SEAS Silver | 
@ BES S . B, RLE. , ( | = 


ACTUALLY PREVENTS TARNISH! 


Deep in the heart of Texas—and Mississippi, Louisiana and Oklahoma—dealers are 
singing the praises of Pacific Silver Cloth. Our survey shows that in Biloxi, New 
Orleans, Baton Rouge, Galveston, Houston, San Antonio, Waco, Austin, Dallas, 
Fort Worth, Oklahoma City and Tulsa, 53 out of 57 stores feature Pacific Silver Cloth. 
Dealers attribute this amazing popularity to the following factors: 


It cuts store loss on give-aways. 
It preserves the natural sparkle of gift silver on display. 
It 1s the only cloth which actually prevents tarnish with 
lifetime effectiveness. 
It gives the dealer an extra sales feature and talking point. 
It saves customers hours of silver polishing and the em- 
barrassment of placing tarnished silver before guests. 
It makes silver easier to sell by removing objection to 
polishing. 
It creates store traffic. 
It preserves the factory-bright quality appearance of silver, 
eliminating the repolishing job for busy dealers. 
Not only in the Gulf States, but throughout the entire country women 
are familiar with Pacific Silver Cloth. They’ve seen it consistently adver- 
tised in leading magazines and they’re eager to buy. Satisfy these 
customers by stocking up on containers made of Pacific Silver Cloth. 
New brochure of selling helps, showing mats, display cards, etc., is 
yours for the asking. Send for it today! 
For complete information about Pacific Silver Cloth in chests, bags, 
rolls, wraps and packets, check with your distributor . . . or mail us the 
coupon below. 


*This is number 13 of a series covering major cities. 
Previous surveys showed similar results in 66 Eastern, Southern and Middle West cities. 


PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleaming new spoons in Silver Cloth, retained its original sparkle! The other 
a tarnish test* conducted by the United States Test- four spoons, though wrapped in various “‘anti-tarnish”’ 
ing Co., Inc. Only Spoon A, protected by Pacific and “‘tarnish-proof” cloths, did tarnish as shown. 


*Test #70448, Mar.6,'46 (photos absolutely unretouched ) 


PACIFIC MILLS, Department JC 7 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in ()wraps, ()chests, (hollow ware bags, () place-setting rolls, (j pack- 
ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 


NAME eeeaeeneeeoea eee eevee eeeeeeeee ee ee eee ee ee eee eee eevee ee eee eeeeeeeeeeeeeeeeeeeeeeeeeeee8 


POSITION ccccccccccceceeceeeseceeeseeceecececcecsc +c ober. eeeeoeeeeeeeeeeeeeeeeeeeeeeeee8@ 


Pacific Silver Cloth 
1s recommended by 


STORE @eeeeoeeauevoeeeeee eee eeeveeeeeee eee eee ee eevee eee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeene ee 
STREET ADDRESS . ccc eee eee eee SPSS SSSSHHHSSHEHSHSESEEEESESEEHEEEEHEHEHHEEH HEHEHE EHEHEEHEEEES 


SITY oc cece e ee ee SSeS SSS SSSSOHSS SS CDMS’ SCESOEEOEEESSSECHEMEMS CESSES EESES EE OESOEESEOESEE 


Se eae eee es ee ee eS SSS SSS SSS SSS SSBB esses esses see ae S Se 


leading silversmiths and jewelers 
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watch case 


‘DO 


Here is the successor to the famous D. O. 


ball watch case—a classic of its kind. It has all the exquisitely wrought beauty 


of its predecessor adapted to current fashion. Six models. 


D. ORNSTEIN & SONS CORP., 119 West 24th Street, New York 11 
Makers of fine watch cases for watch makers. Bracelets, pins and necklaces 
for jewelry stores. Creators of Jubilee, the nationally advertised rhinestone line. 
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ON HYDE PARK’S BIGGEST FALL 
NATIONAL ADVERTISING DRIVE! 


Jewelers who want “sales action” in their watch 


departments, can count on getting it if they stock 







HYDE PARK watches. For HYDE PARK’S national advertising 


hits hard throughout the fall with a bumper crop of 
Christmas sales as the goal. What's more, the new 


HYDE PARK watches leave nothing to be desired from 


ae . it 
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the standpoints of dependability, Hécnity, 
design and value. Which 


ie : ee 
explains why more and 


more discerning jewelers feature them prominently. 


CONSULT YOuR WHOLESALER 


The Watch that Times America's Test Pilots 





EMIL LEICHTER WATCH COMPANY, Inc. 


551 FIFTH AVENUE, NEW YORK 17, N. Y. 

















STERLING SILVER 
Rhodium Finish 


Priced for Quick Turnover 


iNlustrated 


@® Heavily made for extra-long wear @® Individually and handsomely boxed: 
mounted on rich, colorful velvet 


@ Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@ Sold exclusively through wholesalers 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 





Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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PRESTIGE—FOR PROFIT— ETERNA ofritomoilie 


The Watch of Protected Accuracy 


You can do your customers no greater favor than to recommend 
PRECISION FEATURES 
an ETERNA Automatic —the world’s outstanding value in a 
° Be , . SELF-WINDING 
self-winding watch. ETERNA offers special protective features * 
which have made timekeeping history and this distinctively thin %& WATERPROOF 
wrist watch incorporates them all. Assorted dials .. . direct sweep %& NON-MAGNETIC 


second hand . . . waterproof — in steel, 14 kt. gold or steel and gold. %& SHOCK PROTECTED 


ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 In Canada, Henry Birks & Sons, Ltd. — Jewelers 























We are definitely price-minded plar B, Kt ) 


nyt at no sacrifice of quality. - ee ee 


lamp! styling and craftsman- 








ship are offered in this neck- 
iace and bracelet, reflecting 
he outstanding values in the 


entire Lampl line. 














chain will enhance any costume... 


. 





“tn keeping with the quality and value 
offered in the extensive Lamp! line, we 
present this 1/20 12k+ re Tolle Maal Yel dlolat= 


eolslo mmol delel-11-12 
=4239B Bracelet *37° 


whether for sport, afternoon, or 


evening wear . 


=4239N Necklace Fe 


—— 
oy VY, (ie Fampd INC. 608 Fifth Avenue, New York 20 
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A MIRACLE 
OF 
TOMORROW! 


Scientific research in undersea equipment 
will permit exploration of the ocean many 
miles below sea-level. One such expedi- 
tion may confirm the legend of the lost 
city of Atlantis! 


Rings enlarged 


A D LAM On a Chat Looks ON to show detail 
At Least 25% Larger... RS ee 
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Fiery brilliance, exquisite designs characterize the registered MIRACLE* 
Diamond Ring. For Ring quality, for Sales quantity, it’s regis- 
tered Miracle Diamond Rings! Consult your jobber; if he cannot 
supply you, write us. 


SHIMAN BROS. & CO., Inc. \ : , 


MANUFACTURERS FOR OVER 50 YEARS WARNING: 


None Genuine Unless Stamped ‘MIRACLE”’ 
Originators end Sole Menufacturers of Miracle Set Diomond Rings 


No connection with any other firm FREE 


234 WEST 39th STREET NEW YORK 18, N. Y. Mats and Dealer Helps on Request 


*Patented and Reg. U. S. Pat. Off. 
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Distinctive Watch Cares 
PLATINUM 


ty 


Individualism is the essence of 
style... and Platinum Watch 
Cases and Attachments 

ag-Yopi-Yoim ou naelal @ Salil: 

Pra cMmelSilaleLialcteMmiclamiat-tis 
superb  style-flair and exquisite 


ameitutelatiall ey 


For the Man of Distinction 
PL ae Ditolifolatoim Blicl im delical-tamela- 


a prized possession. 


Franke Levine & Ca. Inc 


Manufacturing Jewelers 


48 West 48th Street 
BRyant 9-3911 New York 19, N. Y. 





REPRESENTATIVES 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET * PROVIDENCE, RHODE ISLAND 


IN NEW YORK * CHICAGO * LOS ANGELES 
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they’re the product of the oldest and finest 
Western Hemisphere — 





Swiss Radium & Dial Pain 


ESTABLISHED 1915 


19 SEVENTH AVENUE 





man-made throughout. Its ex- 
cellent movement functions perfectly in 
any climate - the luminous dial is a 
traveling convenience 


i d in 
Beautifully case | 
handsome leatherette, snap 


Assorted colors. 
d hinged cover. © 
aoe uagested retail price $9. 





‘7 FBOSA Traveling Clocks 
may be serviced and repaired © 

at all times. Materials are in stock 
for reliable workmanship 











EBOSA timepieces—includ- 
ing watches and clocks —keep 
accurate timing throughout the world. 
Ask for the complete EBOSA catalog 





NAME OF NEAREST 
EBOSA WHOLESALE DISTRIBUTOR 
UPON REQUEST 
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. . are wedded to perfection in 
every KESTENMADE Watch 
Band. Now — more than ever 
—— these bands are splendidly 
designed, fashioned, and fin- 
ished for you to sell with com- 
plete confidence. 






















ae For dependability and for ue 
appeal, look for this nation- — 
ally advertised brand— ~— 
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The New Home of 


KESTENMAN BROS. MFG. CO. 
; KESTENMA ) a 
280 Kinsley Ave., Providence 3, R. |. . aN DE Watch Band 
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Another“ex- 
citing Speidel 
reLekd aelel- Wiel g 
the newmen’s 
watchband 


STOP tHe music: 


The Speidel sponsored ABC Net- 
work show—STOP THE MUSIC— 
is the hottest feature in radio! 


STOP tHe sHow: 


Five new Speidel features for 


fall are the most exciting watch- 
band news you've ever seen! 


They'll STOP THE SHOW! 


SEE THEM ALL AT THE. 
SPEIDEL EXHIBIT 


NACJ 
Booth 155 


ANRJA 
Booth 78-82 


or through your 
Speidel distributor 


70 Ship Street + Providence, R. lI. 
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We cordially invite you to visit our Rensie Watch 


Booths 77-78; National Jewelry Fair, Hotel Stevens, 
Chicago, July 26, 27, 28, 29. 


Ih al-Meleleh7-me ich iaal-melale. 





many other models available 
TAG (ole McK 7-11 Mol Me dallicmmelire 
yellow rolled gold plate 


FOR STYLE, QUALITY AND VALUE, 
NOTHING CAN EQUAL NATIONALLY ADVERTISED 


ENSte 


WATCHES 


“Exquisite as America’s Beauties’ « Engineered for Accuracy 


Paul V. Eisner & Co. 580 Fifth Avenue, New York 19 
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3 Popular § 
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memes =©6©6)—olmmediate Delivery 
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« Jewelers’ Bronze Finish 


tien. th a ee ¢ Nylon Bristle Brush 
oof ~~ ater °"6 SP » 

ter cear ok S358 Alek ae 

NOTE! Fancy Display Box or Cellophane Top Box Available 
for Above Sets. 


MNS 644 0iddneneeeewewwceduenneeeaseeee « Beveled Glass Mirrors 


We bent backwards to get these sets from the factory, and 


then bought thousands. The value is tremendous and priced ; : . 
so low that you can promote them profitably for Year ¢ Attractive Lined Display Box 


ee Sales. Add new pep to your dresser set display. 
uantities are Limited. Mail Your Order Today. 
e All Sets are Non-Taxable 


L. LURIA & SON, INC. 


THE SILVER HOUSE 


160 FIFTH AVENUE 400 S. W. SECOND AVENUE 214 PRYOR ST., S.W. 
NEW YORK 10, N. Y. MIAMI 36, FLA. ATLANTA 3, GA. 
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¢ Beautiful Engine Turned Designs 
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P9718. 10% iridium platinum. 24 : 
diamonds. 17 jewels. $960.00 
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9552. 14K pink gold. 9 rubies. 7 
diamonds. 14K gold double strand 


® I bracelet. 17 jewels. $395.00 


7805H. Natural 10K R.G.P. Steel 
back. High concave crystal. Gable | 
expansion bracelet. 17 jewels. $49.50 
















7608E. Natural 10K R.G.P. Steel 
back. High rock crystal. 17 jewels. 
$39.50 


aller na” ‘silmaalaee certain to be pop- 
pane and customers alike. 
( me in — the first to 











RG?P. Domed eryital. 1/20 12K gold 
filled open link bracelet, easily adjust- 
able to fit wrist. 17 jewels. $71.50 






WRITE IN FOR YOUR. COPY OF OUR 
4-COLOR CATALOG AND PRICE LIST. 
FREE MAT SERVICE AND OTHER SALES 
AIDS AVAILABLE TO paar: | 
















Goer ena 
7, DOMYLOMNG 315 W. 5th ST. 


You are cordially invited to visit our display at The National Jewelry Fair, Chicago, 
in Suites 628 and 629. The Stevens. 








America’s Most Beautiful Women 
Wear 


F nesse 
"Bands of Beauty” 


Beautifully designed in 1/20 12k gold filled. Yellow, 
Pink, White (Rhodium Finish). 


ORDERS FILLED THROUGH YOUR WHOLESALER ONLY 








bec 


= 


RERESEALGE SE BRP ——_ 
ee | 


BERLELGERESEREREREERS 


+ RBk 


bod 
whe T8RSRR ROC eeR ee REE RekRedeKecenensct 


Wi 


= mt 


Finesse Wristlet Inc. 


JEWELRY CRAFTSMEN SINCE 1903 


36 East 20th Street* NewYork*3°N_Y. 
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Band on wris? 
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=500* *600 =900 


*E.X-P._A-N-S-E-T-T-E (Expansion) Removable links for quick sizing. 


fu 


EASTERN MIDWEST SOUTH PACIFIC COAST 


Zi, ound Harold Sabin Lou Hauser Lou Armer A. Rubin 
” New York Palmer House, Chicago 104 Popiar St., Atlanta 707 S. B way, Los Angeles 
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ONE TOP NAME tal sol 


MOST DISTINGUISHED FAMILY OF ALL TIME! 
Your truly discriminating customers will choose CYMA, the Gift Clock — 
perfect for home, wonderful for traveling. With all its elegance, CYMA is 





a Swiss precision alarm clock — with a 7-jewel watch-type movement, and a 
single winding key for both time and alarm. Every member of the CYMA 
family is a proven best-seller... a favorite clock to get or to give. Here are 
four popular models—more where they came from—and all of them designed 
to expand your business and profits. 


To retail at $18 F.T.1. 
Model 101 

















HOUSE BEAUTIFUL, HOLIDAY— reaching 
AND PROMOTION CAMPAIGN IN and pre-selling your best customers and prospect 


This powerful schedule is concentrated in the 
| ’ Fall months, focusing customer interest on watches 
€s U BE a9 | STO RY and clocks during your peak selling season. 


c os, MORE ADS? —25 insertions (million 
" ising i sions”) in such leading 
A DV EK RTi ae I N és; of advertising impressions 
- magazines as TIME, THE NEW YORKER, 























Two top-ranking names are now togethex ... for we've combined CYMA 
with TAVANNES ... and from now on will sell all our watches under 
the name CYMA-TAVANNES! 


A special advertising schedule will feature CYMA-TAVANNES watches 
alone. And, in addition, each CYMA clock advertisement, by setting up the 


prestige and quality of CYMA craftsmanship, will also help sell CYMA- 
TAVANNES watches. 


J 2 e+ «© * @ Remember too that present and future owners of CYMA clocks will be 















. ° 
favorably disposed toward CYMA-TAVANNES watches, and vice versa. 
Whichever way you look at it, this new move spells SALES! 
| Toreteil at ie To retail at 
perch $32.50F.T.1. ff fo a $36 and $42 FT 
Model 301 ae Zé ie “and 507 


TWO FAMOUS MEMBERS OF A FAMOUS LINE 
Typical of the fine craftsmanship traditional with CYMA-TAVANNES! From the daintily 
feminine to the smartly masculine, these watches stand out for distinguished appearance 
and flawless performance. NEW and DIFFERENT—the CYMATIC* for men. (Shown at 
extreme left) Our thin-styled automatic watch, gold-filled, priced to retail at $71.50 F. T. L 
(Shown left) PRETTY and PRACTICAL — water-resistant ladies’ watch for sports and 
professional use. Sweep-second hand, priced to retail at $70.00 F. T. I. 


MORE SALES HELPS! Not just window cards, not just 408 tith Ave. Nic ee 
displays; not just booklets—but a// these PLUS newspaper mat ads and %y | 


envelope stuffers imprinted with your name! Put them all to work! Cc b 4 Sh y .. eg , T H Co mpany 


They'll influence your customers in their homes . . . increase 


Y 


the effectiveness of your own selling at the point of sale. 


CYMA-TAVANNES WATCHES and CYMA, the Gift Clock, make a double feature for a doubly profitable line! 
VISIT OUR BOOTH at the National Jewelry Fair at the NAC) Convention in Chicago at the Stevens. We will also be at the ANRJA Convention at The Waldorf, in New York. 


*Trademark. Entire contents copyright, 1948, by Cyma Watch Company 





START RIGHT 


WITH 


MAKEPEACE QUALITY 


& 
GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
PALLADIUM AND PALLADIUM FILLED 


FROM WHICH WE MAKE 
FANCY WIRE AND TUBING 


BRACELET WIRE AND TUBING 
BEADS, BALLS AND TAPERS SPECIAL FINDINGS TO ORDER 
4 

GOLD AND SILVER SOLDERS 


e 
Your inquiries are cordially invited 


D. E. MAKEPEACE COMPANY 
MAIN OFFICE AND PLANT, ATTLEBORO, MASS. 
. NEW YORK OFFICE, 30 CHURCH STREET 

\ CHICAGO OFFICE, 55 EAST WASHINGTON STREET 
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IFIETL GEIR 
RINGS 


SINCE 1880 





Ladies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
Sapphires, Star Rubies, Catseyes, 

riental Sapphires, Rubies, Emer- 
alds, Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst, Garnet. 


- 
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IFFFD 


Reg. Trade Mark 


F. & FF. FIELGIER, INC. 


Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 





THE JEWELERS’ CIRCULAR-KEYSTONE 























JUVENIA for prestige 
The ARITHMO 


Retails at 


An excellent timepiece with an 


accurate patented slide-rule. 


An example of JUVENIAS alertness in 
presenting new items which bring pres- 
tige customers to your store. 

One of a complete line of ladies’ 
and men’s watches in steel and gold, 


magnificently designed in exclusive 


oli 5H foe] 0] ol-fo] Lom ZelU mlUh dla miuilialel-te 


customers. Exquisitely styled to win 
prestige with-your coveted prospects... 
oMmulellatioliam eld-chilel-mvaliem ele anal -aran 
ed customers. 

To retail from $63. 

A descriptive booklet of the ARITHMO 


alm oX- ME ilo] | (Xe Meh MRolala-Mm0) ololaMmad-te 101-13 B 


JUVENIA WATCH AGENCY, INC. 


604 Fifth Avenue, New York 20, N.Y. « Juveni 
Factory at La Chaux de Fonds, SWITZERLAND 














on the convention 





The gloriously 
MAGNIFIED 


Remembrance Rings 








don’t miss them! 








ANRJA—Waldorf Astoria 


Rementrance * RING COMPANY, Inc. 


1 WEST 47TH STREET © NEW YORK 19, N. Y 


*REG. U.S. PAT. OFF. 





G100/11 


Stonewall Works Wrist Magic 
with Adjusto-matic 


TO OPEN: 


Press button. Pull buckle until 


catch releases. : 
_ the only automatic fold-over 


lO 4i-m olgela-1i-1 mel Miia diilen 
‘Magic you say, and magic itis... another 
Shiolal=h Zoli mislelaalelame.CeollUktiorissloh ileal» dolelaler: 
and contracts with the movement of the wrist— 


yet stays securely locked on the wrist. 


Adjusto-matic* is available with all styles of 
al 4 Meee nal olol-Mioh Ml alolaladelddelth'2-lsaloli-talel t-wan lilt ie 


trated is the IONIC, style G100/11 for men. 


TO CLOSE: 


ol oman oh lel 40: Same >] dolel-31-3 Mao ltl or 


matically adjusts to fit the wrist. : | | 
Construction Patent Pending 


LL 


COMPANY—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 
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Here are 2 of many exciting new Zircon rings 
from the new R & § line — rings that fairly sparkle 
with originality, Interest and sales appeal. 





pc Mia SES RS RR 


an Sa lS 


Rich gold mountings, skillfully designed, display the stones to full advantage. : 





| | Promote R & S rings today! Your customers will prize them 
. . . and you will profit from them. 


: Newspaper mats furnished free on request. . 





Sold through wholesalers only 


~& SCHNEIDER, Inc. 


Manufacturing Jewelers 
2 West 47th Street, New York 19, N. Y. 
















ROTHM: 


Re *gPRSI LORQOMES 


, 


REANIM HO 














BEGINNING SOON! 








WAKMANN'S & BREITLING'S GREAT RETAIL 








3 GRAND PRIZES!!! 


AND 37 OTHER VALUABLE PRIZES . 





2 FREE TRIPS TO SWITZERLAND! 
AND A $500 U.S. SAVINGS BOND! 


WATCH FOR STARTING DATE! 


Get in on the ground floor! Send in your entry blank 
today for a chance at the THREE BIG PRIZES! They're 
prizes that you can win easily and with big profits. 














WAKMANN WATCH COMPANY, INC. 
452 Fifth Avenue, New York 18, N.Y. 





Dear Mr. Wakmann: 


Please enter my name in your contest and send me information on how 
I can win one of the three grand prizes or one of the 37 other valuable prizes. 


ws A 
CONVENTION 
CHICAGO 49 
ULY 26 27,28: 





Name 





Name of your Firm 





Be sure to see us at the Chicago show 
starting July 26. Booth #12 in main 
exhibitors hall and Booth #248 in 
Grand Ballroom at Stevens Hotel. 


WAKMANN WATCH COMPANY, ix (Breitling WATCH CORPORATION 
“The Watch with the One Year Repair Policy” F AMERICA 


Street address 





City State 
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AS2 miriffA AVENUE, NEW YORK 18, NEW YORE 
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A definite step forward in 










ratchet construction... the 
product of years of research __ 
and development...aratchet 
that has greater tensile $ rength . 
for longer service and satisfac- 
tion, permits complete adjust- 
ment and can be glided or 
snapped shut for absolute 
- safety. Combine this wonder 
ratchet with the exquisite 


styling, perfect craftsmanship 


war Serke, < 





and streamline beauty of Glen 


bracelet designing and you 


oe ee ee ee eres 


have the sales winners of this 


and every season. 


Feature Glen-"Glider”* bands 
on the attractive “6-on” display. 





Catalog on request 3 





SOLD THROUGH WHOLESALERS ONLY 


MANUFACTURERS OF WATCH BRACELETS 
WITH THE GLEN-’’GLIDER’’* RATCHET 
~ 182 BROADWAY, NEW YORK 1,N.Y. | 
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JEWELRY COMPANY. INC. 
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Omega is the official, exclusive timer for the 
1948 Olympics at both London and St. Moritz... 
Chosen only after -_ 
exhaustive tests in open 
competition with the 
world’s finest watches. 





When Dependable racy Counts— 


Wi, 070 sip! 


In choosing an Omega for the watch you wear or give, you are assured 
of the same craftsmanship and amazing accuracy that have repeatedly 
won for Omega the highest honors in international competitions at 
the British National and Geneva Observatories. 





Now Omega brings you the Automatic, the thinnest, highly precise self- 
winding wristwatch made today! A miracle of convenience and accu- 
racy. Just wear it—your Omega Automatic winds itself. A special main- 
spring stay prevents over-winding, however vigorous your movements. 
Superbly styled, the Omega Automatic in 14K gold-filled case, $71.50; in 14K gold 
with 14K gold applied-figure dial, $175. Federal Tax included. With sweep-second 


hand for scientific use, at slightly higher cost. Omega watches for men and women, 
from $60. At fine jewelers everywhere. 


1848 () 1948 


CELEBRATING 100 YEARS OF DISTINGUISHED WATCHMAKING 


OMEGA 


FIFTH AVENUE +« NEW YORK 











HARRY & BEN FRACKMAN 


an ££ 82 2 Fr? @€¢& SS 42 FTF SS 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS ATLANTA 
Emil F. Burger Tracy W. O’Neal 
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DIAMOND 


AND WEDDING 


RINGS 
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“THE CURIO CASE SOLD ME*” 


“Tmagine! This beautiful pack- 
age—A JADE GREEN CURIO CASE 
with a magnificent Teakwood colored 
base—in which to show a White 
Rose diamond ring. Such an unusual 
gift package! Such a beautifully 
inspired curio piece to sit on my 
customer’s mantle, a lasting reminder 
of my store! Best of all—I get this 
Curio Case at no extra cost with every 


White Rose Diamond Ring Set.” 











samete . 
ne The Jade Greent / 

a ae Topped Display Tra 

-».an eye catcher tha} | 

is yours under The \ 

White Rose Ad Plan! § | 


A great free dealer aid 
for your store’s com: 
plete operation! A 
Merchandising Depart- 
ment in itself, 


“WHAT AN INVENTORY 
CONTROL PLAN’ 


“The Inventory Control Plan and book which 

White Rose gave me is a remarkable thing. It gives 

me a day by day inventory which otherwise would require 
hours of work at night. And it’s a complete up-to-the-minute 
stock record of not only my White Rose rings but of every piece 
of stock in the store. This tied in with our exchange privilege 
plan makes for a healthy inventory condition the year ’round.” 





We'll be at the show in Chicago and in the JADE ROOM at the New York Show. 


OVER A MILLION BRIDES WEAR 


OV YE 


From coast to coast you get the best adver- 
tising in the world—word of mouth advertising. 
A million brides advertise your White Rose rings 
by wearing them and showing off their patented 
“Are Light” setting. And there are a million 
satisfied customers thanks to the rigid system 
of manufacturing and inspection that demands 
nothing less than perfection. 
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Here is a truly different Guarantee Bond 
with an eye to adding greater traffic to your store. 
A SALES CAMPAIGN IN ITSELF! To hint at 
its contents we can say that your White Rose 
customers will be your customers for a lifetime. 


Pictured above are a fow eamples from W hite Rose’s erfec 
Line—Perfectly priced to retail from $39.50 to $90 E 


Thousands of jewelers consistently hail 
White Rose service. From our scientifically con- 
structed factory, in most instances, they get 
delivery in as little as 24 to 48 hours and on 
many items the same day. 

Every diamond in our “‘N” series is per- | 
fect. Every head on gold mountings is made : DIAMOND ASSOCIATES 
of palladium or 18K white gold. In faet, be 
wherever white gold is used it’s 18K. Every E 45 Rose Street, New York 7, N. Y. 
white gold mounting is 18K assuring lifelong 
brilliancy. Every piece of merchandise is fully 
cuaranteed, There are many exclusive patented 
features in White Rose rings that distinguish 
them from other merchandise, making for quick, 
easy sales. Combine this with our great promo- 
tional plan and then Write, Wire or Phone for 
further information or a visit from our repre- 


A division of White Rose Jewelry Manufacturing Co., Inc. 
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This is not a “Big Deal”! 





It’s just a High Grade Profit-Opportunity 











HANDSOME easel display tray in Pink, Blue and Gold, containing 





| dozen individually boxed pieces of LeStage Quality Baby Jewelry. 


By making it just a 1-dozen unit we leave you free to make your purchases 
small, medium or large. We are not trying to over-sell you. You simply buy 
what your own good merchandising-sense dictates. 


Your wholesaler will gladly work out with you suitable assortments. 


The Quality Range is from 1/20 12KGF to 10K Gold. 





The retail selling prices can range from $3.00 to $9.00 per item. 


LeSTAGE MFG. CO. North Attleboro, Mass. 


New York—9 Maiden Lane Chicago—29 E. Madison St. Monrovia, Calif —110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 
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GIVES YOU BIGGER PROFITS ON SMALLER INVESTMENTS! 
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For smaller vol- 
uHme stores, 
both men’s and 


INC. ESTABL. 1871 —— = ¥ # fi women’s rings 
played in a sin- 
& 126 W. 46 ST., N. . * 19 gle combina- 
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tion tray. 
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rue value knows no season, no ups and downs of business. There 
are always patrons for creations of enduring charm. @ Recognizing 
this truism leading jewelers rely upon Seidman & Company for 
always salable JORDAN Diamond Watches, Diamond Attach- 
ments, Rings and Mountings. @ A visit to our offices and plant, 

a call of our representative, or a few exhibits on memoran- 

dum will readily prove the profit possibilities of Seidman 

_ & Company offerings. © Your correspondence is invited. 


SEIDMAN & COMPANY 


31 WEST 47 STREET 
NEW YORK 19, N.Y. 
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MANUFACTURERS OF FINE GOLD FILLED 
STERLING AND GOLD JEWELRY 


Est. 1860 


te AVAILABLE FOR PROMPT DELIVERY. 


——rt—“‘i—~™—O™—O—~—~—O—OC~*@S;*C@™*CSCSCO~CSCS - : 10K wires with. 1/20-12K gold. filled hoop 
= hhh ) 10K wires and hoops ee oe 
/VAK wires and —— Ce ae -_ 


SOLD THROUGH WHOLESALERS ONLY 


WAITE EVANS MFG. CO., 50 TOBEY STREET, PROVIDENCE, R. I. 
New York City — 303 Fifth Ave. Chicago, Ill. — 31 No. State St. Los Angeles, Calif. —- 448 So. Hill St. 
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‘WINNING COMBINATION FOR PROFITABLE PROMOTION 


__. the sensational new 














Here's the latest idea in “two-somes” 
and the smartest idea in pearl 
merchandising! Two matched 
necklaces: Regular size for MOTHER 
and junior size for DAUGHTER, sold 
asasetina beautiful jewel case, 
specially designed to hold both. “COM- 
PANIONS” sells on sight. DOUBLES 
your sales and profits. Score another 
smash success for Lady Alice! 


IN THE TWO-COMPARTMENT 
ALLIGATOR LEATHERETTE CASE 


This unique jewel case was designed 
exclusively for the Lady Alice “Companions” 
Necklaces by the Mastercraft Box Corp. Removable 
pads in the twin top compartments. Ample space 

for other jewelry in bottom compartment, 


THE TWO “COMPANIONS” NECKLACES 
COMPLETE WITH JEWEL CASE cities $17 i) 
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NATIONALLY ADVERTISED 
"Sele Mies? tc on the ale eur For Immediate Delivery Call on Your Wholesaler 
hundreds of leading radio stations 


from coast to coast. / * Sf, f 
Mat Service, New Catalog - CE Cu 
and 1948 Price List Now Available Reg. U.S. Pat. Off. 


37 WEST 47th STREET, NEW YORK 19, N. Y. 
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Model Shown 44000—List $37.50 
Model +3000-A— —List $24. 95 
Model +3200—List $29.95 


All Come with Juice Extractors 
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Be sure you see the new 


0'" ANNIVERSARY 


series... 





ROYALE | 
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8 rubies 


$125.00" retail 
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You are cordially 
$65.00* 
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invited, as'well, to visit . 







i... Our hospitality rooms at both hotels. 
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MAURICE J. KARPELES 


7J3 DORRANCE STREET. PROVIDENCE 3. R. 1. . GASPEE 8634 


Dear Mr. Retailer: 


sitting quietly at my desk I am looking forward to 
the Chicago and New York Shows so that I can extend 
to you personally my thanks for your support and 
cooperation which has helped make it possible for me 
to offer the most complete and outstanding line of 
Catholic Religious Items made. 


At this time we are busy with our artists, designers, 
die cutters, box makers and sample makers, so that our 
fall lines will show an increased number of popular, 
fast selling items. 


Our advertising department is busy formulating a 
campaign of advertising that will result in a tre- 
mendous increased volume of business for the retail 
jeweler. This campaign is planned to bring into your 
store an increasing number of thousands of the Catholic 
faith, who are interested not alone in Di Roma items, 
but in other items in your store as well. 


Because there are so many numerous events throughout the 
year besides the occasion of Daily Devotion, when Di Roma 
items are needed in the life of every Catholic, we are 
confident you will find it worthwhile to stop at our 
booth at the Chicago or New York Shows. 


I look forward with pleasure to greeting you personally. 
sincerely yours, 


Pr eiftepictin 


MAURICE J. KARPELES 
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ane your assured and constant markel for 


Di ROMA ROSARIES 
Di ROMA ROSARY SETS 
DI ROMA RELIGIOUS MEDALS 
and PRAYER BOOKS 


Our representatives will be on hand to extend 
a cordial welcome to visiting jewelers at 


N.A.C.J. CONVENTION, BOOTH 22 
The Stevens, Chicago, July 26-29th 


A.N.R.J.A. CONVENTION, BOOTH 109, BALCONY 
Waldorf-Astoria, New York, August 9-1 2th 


Lyman Williams Edward M. Goldner Joseph A. Menoskey 
Ludwig Furth Belle Saunders Harry Solomon 
Milton M. Swiman Clyde R. Thompson Louis E. Carver 


Maurice J. Karpeles 


Di Roma offers this year an exhibit of unusually fine selling opportunities for 
the retailer, featuring new merchandise, displays, and packaging of elegance 
and rich appeal to 26 million people. . . to whom Catholic Ecclesiastical items 


are an essential part of their Daily Religious Life. 


KARPELES ROSARY COMPANY, LTD. 
MAURICE J. KARPELES, INC. 
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the advantages of an exclusive franchise 


are reflected in the sparkling 


K 
new collection of y 
: ol Showing at the 
Waldorf-Astoria, 


New York, August 8 through 12 





Our recent policy permits the opening of a new Eisenberg 
account in a community or city where there 


is no conflicting franchise. 


Please consider this an invitation to discuss a possible franchise for your 
store... and to view our complete new line of Eisenberg jewelry. The 
franchise also includes our complete line of perfume and cosmetics in 


the four famous custom fragrances, smartly packaged in gold and white. 


*REG. U.S. PAT. OFF. 


EISENBERG JEWELRY INC. *« MERCHANDISE MART « CHICAGO 54 « ILLINOIS 
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TAB LE 
LIGHTER 


We’re proud to announce the 


world’s handsomest—the out- 
standing automatic table 


Y SOLID GOLD —"Srrnctgice and 
LIGHTER 
Sigled bi CARTIER Fifth Avon 


Acclaimed by those who have seen 
it the most beautiful lighter in. 
the history of the jewelry 
business. 








| 
: 
. 





AMERICAN SAFETY RAZOR CORP. 
Lighter Division, Brooklyn, N.Y. 
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A:S‘R Rhodium Plated Lighters A’S'R Lighters in Alligator, Cobra, Morocco A:S‘R Sterling Silver Lighters 
Retails at $7.50. No Fed. Tax Retails at $8.50. No Fed. Tax Retails at $20.00, Plus Fed. Tax 
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THINGS TO SEE IN 


NEW YORK 


DURING THE CONVENTION 


div Cily 


ON FIFTH AVE. AT 48th ST. 







Largest privately owned business and 
entertainment center in the world. 
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DIAMOND ENGAGEMENT RINGS... 
AT THE WALDORF-ASTORIA 
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a 


@ Sickles and Sons, 91 year old jewelry firm, will feature Open House at the 
Waldorf-Astoria during the ANRJA Convention and extend a personal invitation to YOU. 


See the new RHAPSODY LOCK SETS...see why Rhapsody is up there with 
the leading nationally advertised brands... see why so many stores are having 
consistent success with Rhapsody ... see how you profit by our Merchandising Plan. 


Yes, by all means, check the bulletin boards at the Waldorf for our Suite. 
We want you to visit with us! 





. 
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treasured brand name of a 
91 year old firm of American Jewelers 
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“i 906 CHESTNUT STREET 
PHILADELPHIA 7, PA. 
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Rings enlarged to show detail 





‘THOSE RINGS: 
OF FLASHING 
- BEAUTY THAT 
NEVER DULLS... 






































It is a tribute tothe outstanding worth of Rhodi-Gem Rings to be imitated, but 
Rhodi-Gem Rings and Rhodi-Gem only offer you the superb craftsmanship, styling, 
attention to detail and finished appearance to be found with each original. 


GOODMAN & COMPANY 








~ 


42 WASHINGTON STREET INDIANAPOLIS 4. INDIANA 


See us at Booth 24, National Jewelry Fair Show, Chicago | 
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TO OPEN CATCH 
Simply slide button 
towards you with thumb. 


Clasp opens instantly — 


lift up, and remove band 
from wrist. 


oe 


TO ADJUST CATCH 6 
Glide the sliding member 
into the clasp. until band 
fits most comfortably. 
Clasp will then lock auto- 


matically and remain 
ocked until re-opened. 
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No. 209 


or catch replacement sales. 


SOLD THROUGH WHOLESALERS EXCLUSIVELY 


Muchess Irwelry My. Corp. 
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for PROFIT 


Design and quality of these beautiful plastic 
ring and watch boxes will enhance the beauty 
of the products displayed in them. Appeal- 
ing enough to attract the most critical eye. 
These boxes are molded of a high gloss plastic 
in vivid pastel colors as well as all transparent, 
fitted with beautiful colors of velvets. 


Write for prices and information on addi- 
tional numbers 


Sold through leading jobbers in U.S. A. and 
Canada 





VISIT OUR BOOTH 295 AT N.A.C.J. “JEWELRY FAIR,” CHICAGO, JULY 26 
Also Leok on the Bulletin Board for Our Room at the A.N.R.J.A. Convention, New York 
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THIS DAILY DOUBLE PAYS OFF! 


LITER-CASE = / 


This cigarette case and lighter in one, is the \ i 


4 
bright new star of Elgin American’s product ~% 


parade. Gives a light automatically with the 
closing click—holds regular or king size 
cigarettes. This new Liter-Case is sure-fire 
for gift selling every day, the last word in 
smoking luxury for your customers’ own use. 
Stock it now—you'll stock it again and again! 


Handsomely designed in jeweler's bronze 


and sterling silver, from $19.95 retail 


New York Chicago 


COMPACTS » 


Elgin, Illinois 


CIGARETTE CASES » 


Los Angeles elgelitis, 


a) a 




















How old is the average watch 


owned by your customers ? 


oo NATIONWIDE SURVEY shows 
that the average watch now in use 
in the U.S.A. is eight years old. And the 
people who already own watches are 
your best customers for new watches. 
The survey also shows that more than 
20,000,000 people expect to buy a watch 
in the next year or two—and more 
than half of that watch business will be 
gift business. 


And those gift watches will be bought 
principally for Christmas, graduations 
and birthdays. They will be bought prin- 
cipally by parents for their children, but 
plenty will be bought by husbands for 
wives and vice versa. 





The WATCHMAKERS OF 


FREE — 





It's a huge market—that American 
sift market. The Watchmakers of Swit- 
zerland would like to see the jewelers 
of America capture an even larger share 
of that market 





all through the year. 

When your gift business is good, your 
watch business is good. And, when your 
watch business is good, it’s good for 
everyone! 

In each ad in the great campaign spon- 
sored by The Watchmakers of Switzer- 
land, one slogan, repeated and repeated 
and repeated, reminds the consumer over 
and over again that the jewelry store is 
the logical place to shop for gifts of 
prestige and long remembrance: 


For the gifts you'll give with pride — 
let your jeweler be your guide 
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counter cards of the August ad! Write to The Watchmakers of Switzerland, 


Care Dept. A., 25 West 45th St., New York 19, N. Y. 














SWITZERLAND 





Think of me all the time... 


GOODBYE, GOOD LUCK, and all good things to FOR A GIFT to cherish—none is more perfect than 


you—my love goes with you on your way, and a watch. Your jeweler has a wide choice to show you, 


with you too, my present of a watch to carry achievements of free craftsmen—of America and 


every minute of your journey and make you Switzerland—oldest democracies on two continents. 


think of me until that hour when you come No matter what the make of your watch, 
back to me. And all I ask through every 


moment is that our time apart shall quickly fly. 


it can be repaired economically and promptly, 


thanks to the efficiency of the modern jeweler. 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF e SWITZERLAND 





PLATINUM METALS 


"nila in RARE RDAIDOS RASA SEPP RECDEEDY 


DIVISION + THE INTERNATIO 


PALLADLUUM 


A PRECIOUS METAL FOR FINE JEWELRY 


Today they are one. Joined by love... 
and by palladium wedding circlets. 


Palladium, a rare, precious metal, is ideal 
for your most cherished jewelry. Beauti- 
fully white, palladium emphasizes the 
brilliance of diamonds . . . makes them 
seem larger .. . holds them securely. 


See palladium creations at your jeweler. 
Or write us for a source of supply. 

An interesting booklet telling the 

story of precious palladium is 

available on request. 


Diamonds set in palladium. 
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AL NICKEL COMPANY, INC., 67 Wall Street, New York 
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PATENT NUMBER 
D-149,097 
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Costume 
Jewelry 


Se 


All Over the Map 


Novelties Rings by UNCAS Are 
Year-Round Best-Sellers 


Smart styling and dependable quality mean sure, steady selling. That’s 
why more and more retail jewelers depend on rings by Uncas for the 
backbone of their volume. Come rain or shine—uptrend or between sea- 
sons—they know that the U-Arrow trade mark means business. 


| This persistent sales appeal has been 35 years a-growing. It’s the result 
Plast b S ; of producing quality in quantity—using modern plant techniques to hold 

prices down to salable levels—keeping a hawk-eye on the market to 
satisfy the tastes of the sticklers for style and the leaders in meeting 
popular appeal. Whether you buy rings, custume jewelry, novelties or 
plastics, the U-Arrow is your assurance of merchandise that moves. 


1/20-12K Gold Filled Sterling Silver 
THROUGH YOUR WHOLESALER ONLY 


UNCAS 


MANUFACTURING COMPANY 


**America’s Largest Ring House”’ 
PROVIDENCE, R.I1., U.S.A. 
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Established 1913 
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IN THE HANDS OF CAMEO CRAFTSMEN 


The selected piece from 
The discarded portion which a cameo is hand carved 


The Conch shell 
Conch shells, from which cameos are carved, are found in the waters 
surrounding the Island of Madagascar. These shells are sent to Italy, where 


they are hand carved into the finest Cornelian cameos, such as are used in 


Micalle| Creations. 


The Conch 


Above are the five steps in the actual sculpture of a cameo. 
shell has layers of contrasting colors, and it is the task of skilled craftsmen 


to advantageously uncover these layers, while carving a gracious profile. 


When completed, the cameo is ready for an artistic Micale/ mounting. 








See Micallef Creations 
Exhibition Hall Booth #305 : 
National Jewelry Fair Inc. 
158 Pine Street, Providence, R. |}. 
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See Leif Brothers exhibit, Booth 401 Basildon Room, A.N.R.J.A. Convention, August 9. (2 
Waldorf Astoria, New York 











Increasingly, volume-conscious jewelers everywhere 
are recognizing the validity of the LB policy of “High- 
est Quality at Lowest Prices!” 







MATCHED BRIDAL SETS 


Illustration is typical of \) 
smart styling. These rings 


‘ee sold in group lofts. 


\ 





Also outstanding in the LB line are fraternal 
rings, emblems and lapel pins, distinguished 
watch bracelets, and quality rings crigina- 
tions for men and women. 

















No. 1777 — Synthetic ruby or blue spinel, genuine No. $348 — Eastern Star cluster ring, 14k gold set 


onyx. Choice of encrusted fraternal order. 10k and with synthetic rubies, sapphires or genuine garnets, 
14k gold mountings. enameled emblem. 

No. 1830 — 10k or 14k gold Fraternal Ring, enam- No. $311 — 14k ladies’ cluster ring, choice of gen- 
eled emblem. vine and synthetic stones. 

No. 1914 — Shrine ring, 14k gold with diamond No. 1832 — 10k or 14k gold man’s ring, with syn- 
set platinum emblem. thetic stones. 





Established Over A Quarter Century 
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MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
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HOLLOW WARE... by POOLE 
PERFECT for PROFIT 


Perfect, because all Poole Hollow ware is made by craftsmen — 
Profitable because the attractive designing and beautiful finish is 
being advertised in Vogue to thousands of potential customers. 
Retailers Say “Nationally advertised products PAY!” So we, the 
K leitz Company, represent Poole and other nationally advertised 
jewelry lines. Get your share of these profits. Write to us today — 
NOW. : 
Pictured above is Poole’s Well-and-Tree platter No. 5003 — 


available in 16 and 22 inch sizes. 





B. Kleitz & Bro. Co. 


SIXTH and MARKET STREETS 














WILMINGTON 99, DELAWARE 
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NOW... Rings-O-Bliss Offers YOU. 
10DAYS FREE 













TRIAL 










. RIGHT IN YOUR OWN STORE 













TO MAKE THE TEST THAT CONVINCED THOUSANDS |, 
NO OBLIGATION ef 

You could be told in every imaginable way how the beautiful Try this tray for 10 days and, if you are not absolutely satisfied 

Rings-O-Bliss Tray can help you. 24 hour engraving and sizing and enthused, you may return the tray without obligation. i 

service .. . small inventory and investment, etc. But, nothing Order on your letterhead . . . and SEND NO MONEY. Nat- 

can convince you as much as a 10 day FREE trial in your urally, we can send this valuable tray only to satisfactorily | 

own store. rated jewelers in the United States. . ( 





SEND FOR RINGS-0- 


The new Rings-O-Bliss catalog is coming off the presses. It’s filled with pic- 






tures and descriptions of the exquisite wedding bands and engagement rings 
designed to enchant the bride-to-be. Just write us a letter or card ... we'll 
mail this valuable sale help by return post. SALESMEN! Add the Rings- 


O-Bliss line to your sample case—AND WATCH SALES CLIMB. Re- BLISS RING COM PA N Y 


member, you Can’t Miss with Bliss. 29 East Madison Street, Chicago 2, Illinois 
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. 77" ? -, 
tyhl on Semel” 


ts beautiful, slim lines — its. 
cision time-keeper and a dep 


© Luminous Dial (Hands and figures can 
the dark) | ee Fa 

© Available in Brown, Tan, Maroon and Blue Simula 
Leather | 


@ Size 4-9/16” x 4-1/16’ x1-1/4” 


® Precision Lux Movement, assembled, timed and 
guaranteed by Phinney- Walker. 


ON THE AIR over leading radio stations from 
Coast to coast 


0 IRVING PLACE, NEW. 





DIVISION OF SEMCA CLOCK CO., INC. 








You are cordially invited to visit our booth No. 3, at the A.N.R.J.A. show at the Waldorf-Astoria, Aug. 9-12 


ia 

Luality Lays 
ESPECIALLY WHEN 
YOU CAN PROVE IT! 
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‘ JEWELER 
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Have no illusions, Mr. Jeweler ... we have a selective consumer market 








today! The public just won’t snap up anything you show, any longer. 





You’ve got to offer superlative quality and honest value these days to earn 
















the consumer’s dollars. And the best way to do that is to offer known 








brand. merchandise... like Loupe-tested Love Bird Perfect Diamond Rings! 


Loupe-tested Love Bird Perfect Diamond Rings win immediate consumer 
confidence with a double guarantee of flawless perfection —a written 
guarantee from us, the manufacturer . . . and an implicit guarantee from 


you, the legitimate merchant. 


And to make your diamond sales even easier, and your diamond volume 
even bigger .. . Loupe-tested Love Bird Perfect Diamond Rings has for 
you a traffic-stopping, customer-convincing window display, and free 
business-building, prestige-building ad mats. 


So send for the Loupe-tested Love Bird sales-making merchandis- 
ing plan... TODAY! A limited number of franchises are available. 
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7 — OUPE “Oupe rast®? G 
cpeators © ‘ “Monn B® 


630 FIFTH AVENUE, NEW YORK 20. N. Y. ° 





21 Maiden Lane 
NEW YORK 


onvention, Booth No. 305.” 





THE 
IDEAS 


~ BETTER GOLD and 


GOLD FILLED JEWELRY 


MORE THAN 
CENTURY 


er jobbers, 


COMPANY 


CSL AND 


29 E. Madison St. 
CHICAGO SAN FRANCISCO 




















THEY’VE BURIED THE 








Youll need this map to 
find the Treasure... 
the new fall Ringmaster 
line. Instead of our usual 
“first-to-greet-you loca- 
tion, we re across and down 


the hall—buried, but good— 


in room 556 at the Stevens. 


Yo Ti | | be glad you @ The Show's Smartest Rings 


@ New Woys to Sell Them Faster 


looked US we @ Strawberry Shortcake 


All you Can Eat! 


BARDACH BROS. we 


Operating QBARDACH & CO. and @ CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. « Factoru 448 N. Capitol Ave 





Indianapolis 4, Indiana 


























The Sensational New 


__ BRIBES 
ENDURABLE”’ 





with the exclusive 


FLOATING BALANCE STAFF 
“Absorbs Shock Like a Sponge 


BENRUS WATCH. CORPORATION «+ 200 HUDSON STREET + NEW YORK 13, N. Y. 
FOR JULY, 1948 

















The Endurable will be 
backed as usual by 
hard-hitting, 
hard-selling 

Benrus Promotion 


“See us at the 

NATIONAL ASSOCIATION 
OF CREDIT JEWELERS’ 
CONVENTION 

Stevens Hotel, Chicago 
Benrus Booths Nos. 37 thru 41 
July 26 thru July 29 

BE SURE TO DROP IN!”’ 


‘See us at the 

AMERICAN NATIONAL 
RETAIL JEWELERS’ 
ASSOCIATION CONVENTION 
Waldorf-Astoria 

August 9th thru August 12th.”’ 


123 





introducing a New I pattern... 


0 Mug 


ready for 
immediate delivery 


JEWELRY MANUFACTURING C0. 


SILVERSMITHS 


MAIN OFFICES AND FACTORY: 1835-55 E. MADISON STREET 
PHILADELPHIA 34, PENNSYLVANIA 


a 


pepe onal WILLIAM BART DAVE DIAMOND N. A. HOLM 
a 29 E. Madison Street * 448 So. Hill Street ® San Miguel, 419 


93 Nassau Street 
New York 7, N.Y. Chicago 2, III. Los Angeles 13, Calif. Havana, Cuba 





* TRADE-MARK 
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F oR.the hundreds of jewelers who ar x 


_ clamoring for good, dependable watches, the popular | 
FAIRFAX line furnishes the perfect answer. FAIRFAX 
watches, with accurate 7 and igs movements, 
sell easily and profitably. See them and convince 
yourself that it will pay you handsomely— 
in satisfied watch customers — to feature these great 
business-getters. Our representative will soon 
visit you. Meanwhile, write for complete information. 


Visit our exhibit at the N.A.C.J. Show, Chicago 
and the A.N.R.J.A. Show, New York 


| Meothoied ams healed ett 
$19.75 to $49.50 


— strikingly packaged 


with price tag 
foseleo Mmohblodaesoti-1-Mel-saibitereat-. 
DISTRIBUTING COMPANY, Inc. 


WHOLESALERS © IMPORTERS * MANUFACTURERS 
702 H St., N.W., Washington 1,D.C. ¢ 136 W. 52nd St., New York 19 











. 
| 
; 


Surpassing craftsmanship and skill are reflected in every 

watch that bears the time-honored PAUL BREGUETTE name. 
And what is of paramount importance is that PAUL BREGUETTE 
watches are now available to a select group of American 
jewelers who desire to feature a profitable prestige line. 

All PAUL BREGUETTE watches have precisely accurate 
17-jewel movements, with exclusive gold-filled and 14-kt. gold 
cases, and retail from $55.00 to: $375.00, at an average 

55% profit on resale price. Be among the first jewelers to 


feature this great line—write for parti 


@ Visit our exhibit at the N.A.C.J. Show, Chicago 
and the A.N.R.J.A. Show, New York : 
Paul Breguette : 
watches 
are finely-packaged, — 
price tagged, with 
guarantee certificate. | : | 
Retailfrom $f ~ : ai . eas 
$55 to $375 P jaiede DISTRIBUTING COMPANY, Inc. | 
WHOLESALERS * IMPORTERS * MANUFACTURERS 






















DEPENDABILITY from 


CZECHOSLOVAKIA 


Faceted stones of all types 


i AA ORTING STONES and qualities 





e 
Beads for Rosaries 
* 
Fancy beads of all types 
* 


alclm Sold Mactt-T; 
ca 


Carbuncles, transparent 


Fee seca eee 











and opaque 
© 
Stones for earrings; but- 
tons, pendants and hoops 
« 


Sport crystals 

4 : — — "~*~ Imitation cameos and 
r intaglios 

f ini oe 2 pa’ : Imitation ringstones 
AUSTRIA — se . 

a 4 Imitation black onyx, 

plain and drilled 
i 


.. and imports to speci- 


Machine cut stones of all 


varieties 


dlaelileys 





from 
ITALY 


If you are a manufacturing jeweler using imitation 
Genuine shell cameos 
by APA stones in volume, we invite you to call upon our 


large stocks and exclusive pre-war connections 


and resources abroad. 


from 
FRANCE 


Imitation half-pearls, tur- 





oH: €&, COMPANY, INC. 


IMPORTERSJOF STONES since 1899 


509 WESTMINSTER STREET 
PROVIDENCE 3 ¢ RHODE ISLAND 


Inc., 31 W. 47th STREET 





quoise, coral, etc. 















BELGARD & FRANK, 





IN NEW YORK: 














You are invited to visit us at The Retail Jewelry 
Trade Show of the A.N.R.J.A., Waldorf Astoria 
Hotel, New York, August 9th to 12th. Our Room 


I, number will be listed in the Convention Directory. 


























NATIONALLY ADVERTISED... | y | 
STYLE* QUALITY - VALUE / | tL ge 


Order watches illustrated to tie in 
with Rima National Advertising 
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Whilico 


COMPLETE LIne 


a ae 


ee — 


’ es a 





Lids fa 


















Unusual, yes, — but the Whiteco 
line has a high turnover throughout 
its many numbers. The staple items 
march in and out like well trained 
soldiers. The higher styled pieces 


have the “oomph” that produces sure 


Through selected wholesale distributors only. 





WHITE MFG. CO. INC., North Attleboro, Massachusetts 


*“Say, Tillie. Ain’t the boss in a dither. There’s one 
piece in the White line that hasn’t sold yet this month.”’ 

















sales. It’s a big line, and vital. It’s one 
that has demonstrated its ability to 
please the Great American Public. 
You can profit most by the saleability 
of the Whiteco line if you stock it 
complete. Try it. It will pay. 
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WATCHES 
“(> 


THE GUARANTEED WATCH 

















Welcome... 


Members of the N.A.C.J. are cordially invited to visit our 
showrooms at the Stevens Hotel in Chicago July 26, 27, 28 
and 29. 


A.N.R.J.A. members are also invited to visit our rooms at the 


JEWELRY FA FREE MAT SERVICE 


Ss AC 
, CHICAGO Pntee J : , 
Yup GAs. Write in for our new catalogue 


i FA Waldorf-Astoria Hotel in New York August 9, 10, 11 and 12. 
IR 


UY 


BERMAN WATCH COMPANY, INC. - 987 FIFTH AVE. - NEW YORK 17, N. Y. 
PACIFIC COAST OFFICE - 315 WEST 5th STREET - LOS ANGELES, CALIF. 
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I. Can you buy the same XMAS CATALOG TTT f | ~ 
f 
FINLAY STRAUS is using? + om these 
Yes! Brown & Gravenson is producing it and you can see T E RR | F | C FA LL & 


it during the Chicago Jewelry Convention at Booths #277 
and #278 at the Hotel Stevens Grand Ballroom. 


Can you buy the same XMAS CATALOG 
RUDOLPH BROS. is using? 


* 


Yes! Brown & Gravenson is producing it and you can 


see it at the same time. 





Can you buy the same ANNIVERSARY 4-COLOR 
TABLOID being used by four more of America's 
leading chains—totaling 94 stores? 


Yes! This will also be available for you at the Chicago 


Convention. 


How about prices of these super-catalogs? 


Brown & Gravenson prices are as low or lower than 
prices for catalogs that are actually smaller—and less 
colorful. Also: in addition to our super 4-color Roto 
catalogs, Brown & Gravenson is offering a junior 16- 
page 4-color catalog that will be the lowest priced book 


> 


ae ee SO ee eG Ee ae SET kite vdeo Rah 


in America! 





“gECOND BEST” The Conclusion is Obvious. 





e any agency wh If you want to use the finest catalog in America—and would 
America to offer 4 ory pe like to tie in with the merchandising of America’s biggest 
beautiful, as 4 aaa hese and most successful jewelers—don’t make any commitments 
colorful or as 'aré till you see the Brown & Gravenson Promotions! 


DON’T BUY A XMAS 


catraroe THE YOU | BU TR STs Ai) Bel lame occ 


5 THE 8.&G- BOOK) Bi 1+) artis a) eee | a, ae 40) 1 On, eee 
SE PEnnsylvania 6-9556-9557- 9558 


We challeng 
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ationally and Internationally Advertised! 


The CHRONOMAT shown above: the ONLY chronograph which 


BREITLING CHRONOGRAPHS also has a built-in slide rule for calculating. Multiplies, divides 
ARE USED BY: and does such mathematical problems as rule of three, cost 
» Satnine odie prices, interests, etc. All easily done with this magic watch! Can 
» Gastar o teen also be used as a Tachymeter, pulsometer and telemeter. Breit- 
© Navigators ~~ ling chronographs retail from $45.00 to $275.00. 
@ Chemists Study men (Fed. Tax not included) 
. ooo a preteens Be sure to see us at the Chicago show starting July 26. Booth 


#12 in main exhibition hall and Booth #248 in Grand Ballroom 
at Stevens Hotel. 


WATCH CORPORATION oF AMERICA 


AMERICAN BRANCH OF THE BREITLING S.A. FACTORIES 
452 Fifth Avenue, New York 18, N. Y. 
Icko Wakmann, Pres. 


See the full line of unusual and exciting Breitling men’s and women's regular watches. 
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7 | eee why Kramer Jewelry designs are the darling of 


fashion editors on all the major fashion magazines — make 
cover news and editorial spreads consistently. 


e « « bow Kramer hand craftsmanship lends the ‘precious 
jewel’ look all women want — helps build your store 
reputation for outstanding quality. 


ee « that Kramer prices are right for your profit picture 
— right for value, right for sales. 





SEE THE MAGNIFICENT NEW FALL LINE OF 


IT’S AN EYE-OPENER! 





1—St Louis Gift Show July 11-14 Statler Hotel 

2—Kansas City Gift Show = July 25-29 Muehlebach Hotel, Room 1012 
3—Dallas Gift Show Sept. 5-10 Baker Hotel, Room 404 
4—Denver Gift Show Sept. 19-22 Albany Hotel 

5—Oklahoma City Gift Show Sept. 26-29 Biltmore Hotel 


See Chink « Hilda Pomer at all above shows. 


6—Chicago Gitt Show Aug. 2-13 Palmer House, Room 881 
See Al Wiener, Sol Goodman, Walter Rothchild in Chicago. 





7—N.A.C.J. Show—Chicago July 26-29 Hotel Stevens, Room 560A & 561A 
8—A.N.R.J.A. Convention Aug. 9-12 Waldorf Hotel, Booth 129 
See our entire Staff at the Stevens and the Waldorf. 


TEAR OUT THIS 
SCHEDULE AND 
KEEP IT IN 
YOUR WALLET 


* . 


raMeL seweiry 46 WEST 37th STREET © NEW YORK 18, N.Y. 
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Twenty years nd from which this twenty-first 


Christmas Cata 


Only 
You will be pleased with the , asking, for such a high quality Catalog. 


Twelve Advance Color Copies Available For Inspection August Ist 


Please contact ’ and we will send you One of these 


sam ple catalogs by Registered Air Mau, for your overnight inspection. 


. J ° SURN AMER CO. Advertising 


rstablished 1926 


970 SEVENTH AVENUE New YORK 1,N. ¥. 


CHICAGO , 9? 


Tel.; LOngact® 4-6650 Jury seat 








E. S. FEINSTEIN J. KAVOLSKY 


BK. S. FEINSTEIN & CO. 


MANUFACTURING JEWELERS 


Jnuile You do Uisit Thein Exhibits 





N. A.C. J. CONVENTION A.N.R.J.A. CONVENTION 
Rooms 610-611 s& Booth 123 
Hotel Stevens, Chicago Waldorf-Astoria Hotel, New York 





Manufacturers of 


Famous “Royal” and “Gem” 
Genuine Zircon Rings 


Exclusively Designed 
Ladies’ and Gent's 
10K-14K Gold Rings 





Distinctive Line of New Gold Jewelry 
° 


SPECIALISTS IN PROMOTIONAL ITEMS 
= 


SUBSTANTIAL DISCOUNT ON NATIONALLY KNOWN 
“CORO” 10K GOLD JEWELRY — BEAUTIFULLY BOXED 


e 
Hutheriged GYaciory Distributors Nationally Advertised Lines 
R. F. SIMMONS CO. SPEIDEL CO. PLAINVILLE STOCK CO. 
HELLER-DELTAH R.& G. “LA MODE” JACOBY-BENDER 


9-11-13 MAIDEN LANE, NEW YORK 7, N. Y. 
FACTORY: 106 FULTON STREET, NEW YORK 





Sales Representatives 


H. STEPNER 9 M. ALBERGO « L. REIBSTEIN ® E. P. SMITH, JR. 
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y__ DISTINGUISHED 





Executed in FULL 14 Karat 
Faceted and Mirror Finished 


Originated and Patented* by 
LOUIS SCHORR 


for Better Jewelers 


Die-struck, Hand-lapped, 
Hand assembled. 

All gold colors: 

Yellow, Red, Green— 
and combinations of 


Red and Green. 


6-1001-A WATCH BRACE- 
LET—Safety chain; 17-jew- 
el Watch, Gold dot dial — 
32 links, $350. 


6-1001-B WATCH BRACE. | 
LET—Same as “A” with 18 
links, $205. 


6-1002 LAPEL WATCH — 
(Not illus.) 61% links, $124. 


6-101-A BRACELET — 15 
links, $96. (Not illus.) 18 
links, $114. (Not illus.) 25 
links, $180. . 


: — 
6-500 CHOKER — 7 links, 
$132. (Not illus.) 11 links,. 
$168. (Not illus.) 15 links, 
$200. 


6-200 DRESS PIN CLIPS 
(Pairs) —7 links, $130. (Not 
illus.) 31% links, $80. 


6-250 EARRINGS (Pairs)— 
2 links, $37. 3 links, $50. 


6-300 BROOCH — 9 links, 
$64. (Not illus.) 4 links, $32. 








6-1001-A 














ALL PRICES “KEYSTONE” 


gf? 


[ 
© z 
 aalions FACETED MIRROR FINISHED 14KQGOLD JEWELRY 


71 Nassau Street * New York 7, N. Y. 4 











“Design Protected under U.S. Patent No. 149,779 
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Nationally Advertised in 


VOGUE @® HARPER'S BAZAAR ® CHARM @ GLAMOUR ® MADEMOISELLE 





fewwels by 


Look to BOGOFF for the finest designed, 


fastest selling costume jewelry in the country 


... featured by better stores everywhere. 


See the exciting BOGOFF collection at the 
NATIONAL JEWELRY FAIR, July 26-29 
Stevens Hotel, Chicago . . . Suites 613A and 614A 


GAY BEE JEWELRY COMPANY 


CHICAGO « 212 South Market Street NEW YORK « 14 East 38th Street 
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FIFTH AVENUE CREATION 


yYunthbouitd of JIAD 


A Nat Zuckerman & Co., Inc. EXCLUSIVE 


ALL JEWELERS’ 
Xe) Np 4: 
HAND ENGINE /j{j— |] .<q— 








NYLON BRISTLE BRUSHES... . 
SET IN LUCITE BLOCKS... E 
SPECIAL STRUCK SHIELD... 
IN SWEETHEART BOXES. 





17/4911—Comb, brush, mirror, 
puff box, 2 cream jars, file 
pusher, cuticle, shoe horn, mag. 
mirror, scissor, 2 frames, tray with 
handles, alarm clock to match in 


box $29.95 





16/491l—less clock $24.75 





Nin, anes Saal e ee i = Ee a “ 
RIO0/4911— Comb, brush, mirror, puff jar, cream 7/4911—Comb, brush, mirror, 3/4911 —Comb, brush, & mirror 
jar, file, mag. mirror, scissor, atomizer, tray with puff box, cream for atomizer, in box $5.95 
handles in box $17.50 mitre cut tray in box $11.95 In bulk (carton box) $4.50 


12/4911 — Same plus 2 picture frames in box $19.50 
XRIO/4911 — 10 piece set but mirror tray without 
handles, in box $16.50 





COMPARE! This is but one group of our many outstanding offerings. 
We cordially invite you to see our lines at the ANRJA Convention, 
Room 4-F, Waldorf-Astoria Hotel, New York, August 8-12, 1948. 














Nat ZUCKERMAN & Co. 


135 FIFTH AVENUE - NEW YORK 10, N.Y. 
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REG. U. S. PAT. OFF. 


Another First in Men's Expansion Watch Bracelets 
THAT OFFER THE MOST IN FEATURES 


AN PS Rast SOS gS eS 
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YELLOW OR PINK GOLD FILLED “PACER ACE’ WATCH BRACELETS 


YELLOW GOLD FILLED = > m — :, PINK GOLD FILLED 
e new ‘Pacer Ace” expansion wat racelet. . 
No. 1W457Y Newly styled to give a streamlmed masculine appear- No 1W457P 
50 ance. 1/20—10K yellow or pink gold filled top with 5 
ultra modern embossed stripe. Non-corrosive stain- 
each less steel back and springs. Individually carded. onl 
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TWO TONE COLOR GOLD ma aoe oy ACE” WATCH ae 








Pink and White TWO TONE Yellow and Pink TWO TONE 
New, different and more attractive. The ‘’Pacer Ace” 
No. 7 7 men’s expansion bracelet in 2-tone combizations of No. 1W458 
pink and white or yellow and pink. 1/20—l10K gold 7 5 
filled top with embossed streamlined striping. Stain- 
less steel back and springs. Individually carded. each 











*— Ae’ . ving * ~ e 
» ey = mi art. a. ee am at ead <a y* 
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MEN‘’S STAINLESS STEEL “PACER ACE’ WATCH BRACELET 








STAINLESS STEBL 
466 












Its new streamlined masculine styling makes this “Pacer Ace” expansion o. 

watch bracelet a sure sales winner. Finely made in all stainless steel with 2 5 

modernly stripe embossed top. Volume over the counter sales prove that ‘i 
eac 


Pacer is the watch bracelet to feature. Individually carded. 


“PACERETTE QUEEN” LADIES’ WATCH BKACELETS 


ken oN YASS SOT en 
g : & KX 
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YELLOW, PINK OR WHITE GOLD FILLED “‘PACERETTE QUEEN” WATCH BRACELETS 
YELLOW GOLD FILLED PINK GOLD FILLED WHITE GOLD FILLED 
No. 1W596Y—$1.75 each No. 1W596P—$1.75 each No. 1W596W—$1.75 each 


A new “’Pacerette Queen” ladies’ expansion watch bracelet. 1/20—10K white yellow or pink gold filled top. 
Embossed with classic new design thet will win sales. Non-corrosive stainless steel back and springs. Individ- 


ually carded. 








TWO TONE COLOR GOLD FILLED “PACERETTE QUEEN” WATCH BRACELETS 


Pink and White TWO TONE Yellow and Pink TWO TONE 
No. 1W598 The new “Pacerette Queen” with 1/20—10K gold filled No. 1W597 

2-tone top offers the utmost in sales appeal and mod- 

ern styling. Embossed top in new classic design in 

00 alternating pink and white or yellow and pink com- 

binations. Non-corrosive stainless steel back and h 

each Individually boxed. eac 





springs. 











P AKULA and COMP ANY CHICAGO 2, ILL. 
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( %* MORE COLORFUL THAN EVER! 
pana «= MORE MERCHANDISE THAN EVER! 
% PACKED WITH POPULAR SPECIALS! 


ANO LOWEST PRICES IN 7 YEARS! 


Southern Representative 


TED RUTBERG eee Se ee ee ee 2 ee ee ee ee 











a 
a 2 
388 *% otee,s , e oo . > — 

et ore . To WIESEN-HART, Cincinnati 6, Ohio : 
s Complete Producers of Proven Promotions ‘ 
g : | 
ws Please send us as soon as possible samples and prices g 
& of your two new Christmas Catalogs - also Broadsides - § 
- Letters - Special Mailings - Free Gift and Traffic Items. ; 
B® STORE NAME ¥ 
a z 
& ADDRESS 3 
8 i 
B cITY STATE & 
2 * 
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Build an attractive promotion around this 
special KEYSTONE combination offer! 


Ife] a-Meloh Zelaticlel-Meo) mill maZelalel-Tai0] me LUT tte 
boosting opportunity! We're now offering 


the famous Keystone K-8 8mm. moviecamera 


2 and Keystone C-18 8mm. movie projector 

_ cy OO STOMA Sicll Mecotel-itl-lamiclanolilh ae t-2. 00108 
F — STUN e MoM cektert-1 | lated olaeluslohivolamelcel late Milt 
q Os A Keystone camera and projector by adding 


a screen, or film, or a carrying case. You'll 


RETA lL 3 still be able to sell the complete package 
7 for $100.00, or less. 
FOR BO TH / } Stock up with a good supply of the 


Keystone K-8 and Keystone C-18, and start 


planning your promotion today! 
































eystone C-18 8mm. 
movie projector, 

/ 300 watt lamp, 115-volt 

sidan wtebssagag motor, 60 cycle, $34.50 


movie camera, 
Wollensak coated lens F3.5 


7 Kevstone 


KEYSTONE MANUFACTURING COMPANY, BOSTON 24, MASSACHUSETTS 
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MORE PROFIT TIPS... 


from one of America’s oldest jewelry suppliers 


Feature These 
Famous Knapp- Monarch 
Flectrical Appliances 


J. W. Johnson, Inc., now brings you famous, nationally- 
advertised Knapp-Monarch electrical appliances. It’s the 
Modern Magic line that will work Sales Magic for you!! 





K-M POP-UP TOASTER—Toasts te 7 different K-M WHIPPER—Handy 


, -plenty in every one of these modern gifts hades. Automatic. Just set dial. Thermostat labor-saver. Whips cream, 
There's profit = a “sé A . h 5 control, long-lasting Nichrome stement. sine cogs, Let ro => 
for the home—and they offer you a sure way to beat your whine foarte 


mid-summer slump. 
J. W. Johnson carries many 


Besides the four appliances shown at the right, J. W. Johnson, Inc., 
offers you all of these other Knapp-Monarch money-makers: 


K-M SPEED MIX—mixes, stirs, whips, beats, extracts fruit juice. 
10.speed control. Has removable beater and 2 generous size bowls. 
K-M QUAD-WAFFLE BAKER—makes 4 waffles at a time. Color 
control knob, signal light, automatic shut-off. Gleaming chrome 
finish. 
K-M AUTOMATIC IRON—Fabric dial, cool plastic handle. Heats 
quickly, evenly. 
K-M HAIR DRYER—2-way action: HOT AIR for quick drying— 
COLD AIR for brisk breeze. 

K-M Tel-A-Matic IRON — Set dial for K-M Tel-A-Matic WAFFLE BAKER— 


SPARKLET SYPHON—Makes sparkling water from tap water. poor wrring = thre wef Ap oh Sa | agl y —Bly apne ager 


Each bulb makes full quart. Easy to use. cuts-off when waffles are done! 





Feature This Lovely French Marcasite Jewelry 





J. W. Johnson, Inc., offers you the matchless beauty of 
genuine French Marcasite, crafted into lovely costume 


Approved Wholesale Distributor for 


jewelry. In each piece, the Marcasite is set in Rhodium Knapp-Menarch Appliances po 
plated sterling silver — making truly striking costume Remsen Lustern 
x a ; x ; Westclox Jacoby-Bender 
accessories for milady. Display these fetching pieces now Sedans Cheever-Tweedy 
for big sale this summer. elas ae 
Herschede Providence Stock Co. 
Available in these beautiful pieces pes 3 onl oe 
Heller Simulated Pearls Dunn Bros. Men's Jewelry 
1847 Rogers Bros. Crawford Watches 
Community Plate Golden Wheel Dresserware 
Wm. Rogers & Son Poole Plated Hollowware 
Tudor Plate Webster Baby Goods 
Revere Rolls Razors 
Manning-Bowman Giftware Cory Coffee Makers 
Remington-Rand Electric Shavers Alvin Sterling Flat Ware 
Silver City Glass Anchor Rogers Anchor 
Tiffin Glass Sterling Flat Ware 
Speidel (A Product of International 
Gemex Silver Co.) 
Forstner Rockwell Glass 


J. W. JOHNSON, INC. 


Established in 1869 
15 Maiden Lane New York 7, N. Y. 
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SrerLine FLATWARE 
PATTERN INDEX 





| | i a age In use daily 
| : Here Are All the by leading 
: All Books are sold : Jewelers 
Remittance With Order : ANSWERS everywhere. 
An absolute necessity in tracing patterns to be matched. An excellent means of 
suggesting pattern names to customers. 











| The illustrations are printed exact size on fine coated paper. The pattern names, 0 tT der 
: printed on ledger paper, are arranged alphabetically under one combined index— y ours 
: and again according to companies using them. It is arranged im loose leaf form : 
_ with a durable cowhide leather ring binder. . | 7 0 d a VY 
| THE JEWELERS' CIRCULAR-KEYSTONE : 
100 East 42nd St., New York 17, N. Y. BN ic centiieh dideacedisaincashccanziauecdabee | 
Chestnut and 56th Sts., Philadelphia 39, Pa. 1 
) Send THE STERLING FLATWARE PATTERN INDEX. Remittance $000 is enclosed. | 
We want the complete set with binder a 
We want the complete set without binder [] 
I citi dinde'sien Sicinadick sfninocenemidbsatlenniam aialaadicesiddactee eae 
Without binder, $15.00 
PRICE With binder, $20.00 ADDRESS PRCECREAS SENN ORNS KON oO ROS ONO RDS SOOKE WEEE SEDC EE OKNESN 2800 005bneRoetcdbeneneebe 
) Binder only, $6.00 ie Sacwceeetib Sani neat React ae) ina Bale th ae | 
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A Prewiez at the J eceelers Conventions 


int New York and Chicago 


(Good Reliable Time Pieces 








to retail tor less than Twenty Dollars 
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NO. 1002 
ASSORTMENT 


BUY NOBLE FINDINGS... 
FROM YOUR MATERIAL DEALER 
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JEWEL BOX with the 
NEW LOOK... gs 
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This will sell more boxes a 
and there is no extra cost to you = —s racing xsxx2%" 


$4995 costs you 
TORY; aways HOPS IN VALUE 


aS an 
...and the proof is listed in the following features: 








+ ap & costs you. 


retail $00 





Genuine Leather Covering 

Solid Brass Lock (not plated steel) 
Wood Frame Lift Up Tray (not cardboard) 
Velveteen Lined Throughout 





Your choice of nine colors — 


red ivory med. blue | 
rose green navy blue © 
wine brown baby blue 4 


BE THE FIRST TO SHOW AND ADVERTISE 
THIS NEW FAST SELLING NUMBER 
Phone WAtkins 4-0220 or Wire Your Order TODAY 





TORY MANUFACTURING COMPANY, INC. 


150 West 22nd Street, New York 11, N. Y. 

















THE WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES AND OVERNIGHT CASES 








No. 5990 
Cocktail Set 








Quality chrome and fine hand-made holders protect the glass, snap off-on for easy 
glass — that’s the striking Krome-Kraft combina- cleaning. Krome-Kraft is nationally advertised 
tion that is sweeping the country as the very year-round to help you sell. Write today for de- 
smartest in hospitality sets! More than mere scriptions and prices of complete line, including 
services, Krome-Kraft Sets offer lasting beauty table accessories) FARBER BROTHERS, 15 
with utmost utility . . . non-tarnishing patented Crosby St., New York City. 


No. 5792 ws F No. 5301 
Cordial Set ye se. . fe Cocktail 
4 7 | E. Shaker 





























..+ she'll be at the convention, too! 
















Yes, be sure you meet Miss Pat McElroy in person! She'll be at the 
Art-Carved Ring convention exhibits ... this month at the N. A. C. J. 


convention in Chicago, next month at the A. N. R. J. A. convention in New York. 


This famous Art-Carved “Cover Girl Bride” was chosen the outstanding 
model of the year... and has been featured in the greatest advertising 


and promotion campaign in all diamond ring history! 


At the conventions, Miss McElroy will appear in the original bridal 
gowns created especially for her by outstanding American designers. 
The girl will be there! The gowns will be there! No expense has been 
spared to make this year's Art-Carved exhibition the most beautiful, 


the most spectacular you've ever seen! 


Come to the conventions! Visit the Art-Carved Ring exhibition! 
Find out for yourself how many new, profit-making ideas are available 


to authorized Art-Carved jewelers. 


This fall Art-Carved advertisements will appear in fourteen great 


magazines— including the big four—LIFE, Look, The Saturday Evening 


Post and Collier's. 


And new displays, mailing pieces, and merchandising aids will continue 


to deliver profitable Art-Carved ring sales to you! 


BELOVED BY BRIDES 
FOR ALMOST A HUNDRED YEARS 


WCU cd 


DIAMOND AND WEDDING RINGS ——— 


MEMBER 








J. R. Wood & Sons, Inc., 216 East 45th St., New York 17, N. Y. 


























“who is Me Wobtham’ ys 


Waltham Watches Offers two $1,000 U.S. Savings Bonds and two diamond- 


studded Waltham Watches to retail jewelers and their employees for the correct answer! 


HERE*’S ALL YOU HAVE TO DO TO ENTER THE r CONTEST 


Read the jingle below for clues to 
“Mr. Waltham’s” identity. He is a 
well-known American—of the past or 
present. 





“The year it totalled to sixteen, 
My term was to last four; 
The first American watch was made 
Eleven years before. 
I wore a Waltham Watch myself 
And it kept superb time. 
The shortest speech I ever made 
The world now calls sublime.” 


Decide who you think is “Mr. Waltham”... BUT 
DON’T SEND THE NAME TO THE CON- 
TEST JUDGES! 


Write 100 words, or less, to complete 
this statement: “I believe in featuring 
American-made Waltham Watches 
because...’ Send your completed 
statement on one of your store letter- 


heads—together with your name, your address and 
telephone number—to “Mr. Waltham,” 1 E. 54th 
St., New York 22, N, Y. 





Entries will be judged by the following impartial 
jury: 


Maurice Adelsheim—President, A.N.R.J.A. 

H. A. Goldberg—President, N.A.C.J. 

Peter Fahrendorf—President, Jewelers 
Circular-Keystone 

George Engelhard—Editor, National Jeweler 

Alvin Levine—Editor, Jewelry Magazine 


GM On August 12, at the ANRJA conven. 
|= tion in the Waldorf-Astoria Hotel, 
New York, the best entry in the opin- 
ion of the judges will be selected. The 
writer of this entry will then be called 
on the telephone from the Waldorf-Astoria and 
asked to name “Mr. Waltham.” If he correctly 
identifies “Mr. Waltham,” a Savings Bond in the 
amount of ONE THOUSAND DOLLARS will be 
mailed to him immediately. If the writer of the win- 
ning entry fails to identify “Mr. Waltham,” the 
writer of the entry judged second-best will be tele- 
phoned, and so on until “Mr. Waltham” is correctly 
identified. A second prize of a diamond-studded 
Waltham Watch will be awarded in the same man- 
ner. Even if your letter is judged a winner, you 
must correctly identify “Mr. Waltham’’ to receive 


the $1,000 bond or the diamond-studded watch. 














Special 1000 prize for retailers 
attending the ANRUA Corwention! 


If you plan to attend the ANRJA convention at the Waldorf- 
Astoria in New York, do not mail your entry. Instead, drop it 
in the ‘Mr. Waltham" ballot box at the Waltham Watch ex- 
hibit, Booths 69, 70 and 71 before 5 P.M., August 11. If your 
entry is judged the winner, you will be paged on the main- 
lobby floor of the Waldorf-Astoria between 5 and 5:15 P.M. 
on Thursday, Aug. 12. If you answer the page’s call by 5:15, 
you will be taken before the contest judges and asked to name 
“Mr. Waltham.”’ If you can do so, you will receive a $1,000 
U. S. Savings Bond. If you cannot correctly identify ‘‘Mr. 
Waltham”’ the writer of the entry judged second-best will be 
paged for 15 minutes, and so on until “Mr. Waltham”’ is cor- 
rectly identified. After the $1,000 bond has been won, a 
second prize of a diamond-studded Waltham Watch will be 
awarded in the same manner. You must answer the page-call 
within 15 minutes ...and you must correctly identify ‘‘Mr. 
Waltham" to win a prize. 

















ENTER THE 


CONTEST TODAY! 





This contest is open only to owners or proprietors of recognized retail 
jewelry stores or jewelry departments doing business in the U.S.A., 
and their sales and clerical personnel and watchmakers. All entries 
must be written on store letterheads, and must be postmarked not later 
than midnight, Saturday, August 7. If you attend the ANRJA conven- 
tion, your entry must be deposited in the “ballot box” in the Waltham 
exhibit booths before 5 P.M., August 11, and you must be present at 
the time of the announcement to win. In case of a tie, duplicate prizes 
will be awarded. Decision of the judges is final and all entries become 
the property of the Waltham Watch Company. 


THE NEW 


VALTHA 


AMERICA’S FIRST AND FINEST WATCH 

















These suggestions 
may help you win! 


Read them carefully 


From the column below or from your own 
experience selling Waltham Watches, se- 
lect the selling points you believe to be 
the strongest; then boil them down to a 
100-word selling story and try this sales- 
talk out on your next 5 or 6 watch cus- 
tomers. The selling points that help you 
sell Waltham Watches to the majority of 
these customers may be the ones that will 
help you win this contest. 


1. The new WALTHAM monometallic 
beryllium copper Balance Wheel is made 
in a solid one-piece continuous rim-with- 
arm that is non-magnetic, rust-resistant, 
non-distortional, easier to poise and han- 
die, longer lived, more accurate. In the 
NEW Waltham Balance Wheel are FOUR 
meantime screws...of precious gold...a 
time-adjusting advantage usually found 
only in chronographs and the most pre- 
cise railroad watches. 

2. The new WALTHAM Escape Wheel and 
Pallet has an average tolerance less than 
.0004 inch...new-method jewel settings 
for extreme accuracy and finer adjust- 
ments... milled-type construction pallets 
with one-piece guard pins for greater ease 
of handling and durability...rigid all- 
steel escapement simplifies handling and 
adjustment. 


3. The new WALTHAM Train wheels are 
so perfect that, when magnified 100 times, 
they show no variation from the ideal. 
Pinions are made of finest quality steel 
... leaves and pivots are highly burnished 
...all wheels and pinions are microscopi- 
cally checked for trueness...special tim- 
ing device checks free running of train 
in watch. 


4. The new WALTHAM Mainspring is made 
of a new special formula steel. It is more 
resilient, unitormly stronger, its improved 
coiling insures less breakage. Waltham's 
new and exclusive double-hooking device 
lessens the possibility of unhooking, as- 
sures more uniform delivery of power. 
5. The new WALTHAM Hairspring, made 
of Waltham’'s exclusive a:d patented 
Conel metal, possesses a temperature com- 
pensation that stays exact to better than 
0.4 seconds per day per degree of tem- 
perature. Drawn with diamond dies, this 
super-spring is rust-resistant, not perma- 
nently affected by magnetic fields, accu- 
rate to better than ten-millionths of an 
inch, 

6. The new WALTHAM Balance Staff takes 
up shocks that would bend or break ordi- 
nary staffs. Made of high-carbon sieel, 
heat treated to maximum hardness, i's 
concentricity is checked by scientific, mi- 
croscopic tests. 

7. The new WALTHAM's interchangeable 
parts simplify jeweler's service job. 


8. The new WALTHAM undergoes the most 
rigid tests and inspections for timekeep- 
ing performance. These include special in- 
spection of jewels and mainspring, plus an 
over-all reduction of tolerance throughout. 


9. Thirty-three million Waltham Watches 
have been made in America by American 
craftsmen, to highest American precision 
standards, since 1850. Waltham scientific 
skill, knowledge and experience mean 
finer, more precise time-pieces. 

10. Waltham Watches are nationally ad- 
vertised... known everywhere for their 
beauty, quality and precision performance. 


















See how The BALL Company 
is all dressed up...and going places! 


6 North 
Michigan Avenue 
.-ideal location 

in the heart 

of Chicago 











ile You'll notice a “new look’? and a new “Progressive Spirit” the moment you 
Neziesic step off the elevators on the tenth floor at 6 NoRTH MICHIGAN AVENUE. It’s 
not anes in the modern appearance of the new BALL COMPANY offices, but also 
in the spirit of the people you meet there. The merchandise in the GARLAND 
MODEL STORE is going places too! ... complete, up-to-the-minute, quality lines 


at prices that are exactly right. 

















HERE YOU ENTER the new, modern Ball Company A COMFORTABLE PLACE to talk over market condi- 
Model Store .. . attractive, and inviting. tions and to inspect the latest in watch styles. 





FRIENDLY DOORS are always open at the Ball Com- IMPROVED FACILITIES for better service to Ball cus- 
pany ... Webb C. Ball’s office at far end. tomers. A view of the new shipping department. 


The BALL Company 


6 North Michigan Avenue « Chicago 2, Illinois 
Originators of GARLAND* Diamonds and Watches 


WHOLESALE JEWELERS *e DIAMOND IMPORTERS . Il 

























THE JEWELERS’ 


N OUR May issue (p. 268) we ran 

an article concerning the anti- 
door-to-door peddler advertisements 
sponsored by three leading St. Paul 
jewelers. Anxious to present the cam- 
paign against itinerant merchants in 
a state-by-state manner, the headline 
was written “Minnesota Combats the 
Peddlers’, and captions for the illus- 
trations were handled in the same 
fashion. 


However, unfortunate labor difh- 
culties made it necessary that type 
for this issue be set in a strange city. 
by compositors unfamiliar with this 
publication. Further, one compositor 
was apparently unfamiliar with mid- 
Western geography as well. At any 
rate, he substituted “Minneapolis” 
for “Minnesota” and, in the rush of 
going to press the error was not 
spotted in the proofs. As a result, 
an extremely unfortunate impression 
was created. 


We offer our most sincere apolo- 
gies to Bockstruck’s. Bullard Broth- 
ers & Co.. and O. H. Arosin Co.. for 
the inexcusable mistake of featuring 
them in Minneapolis instead of St. 
Paul where they each have been lo- 
cated since 1883. 1909 and 1917 re- 
spectively. 

We extend to them and to the city 
of St. Paul our most profound apol- 
ogies, 


*% 3¢ 3 


TRAFFIC deaths are conspicuous 
by their absence in the town of 
Seminole, Texas—partly due to the 
efforts of Jeweler Jim Graves. 

The town, with a- population of 
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9.000, has not had a single traffic 
fatality for 26 vears—a total of some 
9,000 deathless days. 

Proud of its safety record, Semi- 
nole has what is known as a Vigilante 


Traffic Committee, headed by Mr. 





CONVENTION COMPLIMENTS .. . 
The punctuality with which all sessions 
of the Canadian Jewellers Association con- 
vention at Vancouver. were opened and at- 
tended and the extreme courtesy extended 
to the speakers, was most noticeable. Every- 
body was on time, and no one of the 400 
at the luncheon left before the speakers 
had finished. It was truly an inspiration. 
Their discussions centered on taxes, can- 
teen selling, watch guarantees, free engrav- 
ing, and the many other similar problems 
that face the industry in the U. S. They 
spoke with more of a voice of authority 
because the Canadian Jewellers Associa- 
tion is all-inclusive—made up of retailers. 
wholesalers and manufacturers—a splendid 
example that we could well emulate. 

The National Wholesale Jewelers Asso- 
ciation held their annual convention, in 
Atlantic City, on June 3 and 4. The ease 
and smoothness with which it was again 
conducted was most noticeable. Sessions 
were well attended and followed through 
promptly and on schedule. Membership 
is made up of active members and associ- 
ate members—wholesalers and manufactur- 
ers all interested in common problems. The 
unity and cooperation were impressive. 

At both conventions there was no eco- 
nomic waste of time or money. The mem- 
bers of each association—the CJA as well 
as the NWJA, pay annual dues and regis- 
tration fees which are adequate to finance 
the association activities, enabling them 
to do a really constructive over-all job. 





President 
THE JEWELERS’ CIRCULAR-KEYSTONE 


July 


Graves. The jeweler, a husky, strap- 
ping fellow, spends much of his time 
lecturing and working with civic 
clubs and school heads on the prob- 
lem of traffic safety and, in addition. 
he and his fellow Vigilantes cruise 
around looking for “blind spots’. 
removing shrubbery, trees, etc. 


% 2 *% 


| gn PURE speculation, of course. 
but we rather imagine we ve come 
across the world’s most fastidious 
jewelry store burglar. This assump- 
tion is based on the intelligence that 
ia) he specializes in cracking safes 
with a blowtorch, (b) he has been 
frightened away from several jobs 
before they were completed, and (c) 
a brand-new pair of trousers, size 34. 
has invariably been found at the 
scene of the attempted crime. 

The attempted robberies all took 
place in the vicinity of Spokane. 
Wash., and we think we can see the 
whole thing quite clearly. Arriving 
at the scene of his would-be crime. 
the burglar sets down his blow torch. 
carefully takes off his trousers, hangs 
them up neatly and then proceeds to 
attempt entry into the safe or vault. 
He removes his trousers, you see, be- 
cause he doesn’t wish to burn them 
with flying sparks, ete. 

Some arm-chair detectives may the- 
orize that the fellow removes his 
trousers and then dons a pair of 
overalls. This. we think, is an un- 
tenable position. In each case a pair 
of new trousers was found at the 
scene. indicating that the burglar. 
after fleeing, had found it necessary 
to replenish his wardrobe. Had he 
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DON'T BLAME ANYONE BUT YOURSELF IF YOU'RE 
NOT MAKING ENOUGH PROFIT— 
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Concentrate On Your 
3 Biggest PROFIT MAKERS 








been operating in overalls, he prob- 
ably wouldn’t have brought his trous- 
ers along in the first place. Or, as- 
suming that he did have both trous- 
ers and overalls, after being surprised 
once. he would have smartened up 
and merely worn the working clothes. 
It seems only logical that he had to 
cet new trousers for each job. having 
ft others about. 

We devoutly hope they catch the 
fellow and find out why he left his 
trousers behind. Frankly, the suspense 
is getting us. 


4 3$ 3 


S FAR as the jewelry industry 
A is concerned this tax situation 
‘s. to be sure, a thorny problem. But 
t could be worse. according to some 
data provided by the Tax Founda- 
tion, Inc., publishers of a little mag- 
azine called Tax Outlook. 

For instance, a 100 per cent Fed- 
eral tax on brass knuckles. imposed 
in 1919, was in effect until 1924. And 
for seven years, from 1920 to 1926, 
Uncle Sam slapped a tax of $100 per 
vear on riding academies, and $20 
per year on shooting galleries. Away 
hack in 1814 the first tax was levied 
on umbrellas. the rate from 1919 
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“Yes, madam, all our diamonds are fresh cut daily.’ 
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through 1922 being 10 per cent on 
the retail price of bumbershoots re- 
tailing for $4 or more. They're tax- 
free now, though. 


Municipal tax-devisers have their 
whimsical moments, too. Little Rock, 
Ark., for example, has levied a $25 
per year tax on establishments sell- 
ing sliced watermelon which is to 
be consumed on the premises (Let’s 
watch those seeds in the doorway. 
men!) Operators of bagatelle tables. 
street pianos and hand organs are 
taxed in Trenton, N. J. And in Hood 
River. Ore.. there is probably the 
world’s most discriminatory and fan- 
tastic levy. Jugglers. operating there. 
must pav a tax of $20 per week. 


3 $ 3 


ELIEVE it or not (as Mr. Rip- 
ley is so fond of saying), un- 
unemployment in the Swiss watch 
industry increased 750 per cent for 
March, 1948. as compared with the 
same month of the previous year. 





However. it’s nothing to get alarm- 
ed about. 

In March 1947 only two persons 
were unemployed in the Swiss watch 
manufacturing plants. while in March 
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1948 fifteen people were out of work. 

Since the watch manufacturing 
business in Switzerland employs ap- 
proximately 50,000 people, this rise 
in unemployment is not by any means 
significant. 
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HEN one of the leading pen 

manufacturers raised the price 
of their special ink, recently, the 
firm received many a letter from re- 
tailers and consumers commenting 
on the price hike. By and large the 
letters were approving — people ap- 
parently felt the product was well 
worth 25 cents a bottle. 

One writer, however, took the firm 
to task rather severely. 

“To my astonishment”, he wrote. 
“IT realize that you are now getting 25 
cents for a two ounce bottle of ink. 
That means you’re getting just twice 
as much as you can buy good Cali- 
fornia wine for, out here in the East.” 

Tut-tutting a bit, the ink company 
pointed out, in reply, that the writer's 
arithmetic was faulty. Actually, they 
said, the ink was selling for more 
than twice the price of wine. 

Not having a taste for wine, how- 
ever, the ink-cum-pen men switched to 
whiskey as an analogy. “A quart of 
our ink,” they admitted, “costs about 
$6. A quart of Old Grand Dad would 
he $8.96 (based on a fifth). 

“The results of using (the way 
they are intended) a mere two ounces 
of either are vastly different, how- 
ever. You get what you want from 
the whiskey for the period of, say, a 
half hour—less if your host is con- 
yenial and generous. With a_ two 
ounce bottle of our ink, however. 
vou get the purpose it serves for a 
period of weeks or months. 

“Another angle not to be over- 
looked is that you’re not done with 
ink once you use it, as most people 
are with whiskey. The words on pa- 
per become documents with which 
you can sue people, collect debts— 
or buy more ink. With whiskey . . . 
you can usually end up being sued 
or paying money.” 


+3 xt % 


HO says conventions aren’t im- 
portant? 

When the Canadian Jeweler’s As- 
sociation met in Vancouver, B. C.. 
on May 1, Gerald F. Levenston and 
Ruth Koenigsberg, both delegates, 
met for the first time. Four davs 
later they were married. 
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“State Days’ Feature of NACJ Fair 





Jewelers from Illinois and bordering states specially invited 
to attend National Jewelry Fair, Over 280 firms scheduled to 


exhibit under one roof at Stevens Hotel, Chicago, July 26-29. 
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HE third National Jewelry Fair, to be held in Chi- 

cago at the Hotel Stevens on July 26, 27, 28 and 29 

under the sponsorship of the National Association of 

Credit Jewelers, bids fair to break all existing records for 

jewelry trade shows. More than 280 firms, leading names 

in the jewelry industry and allied trades, have been as- 

signed space at the Fair, and, in view of the newly-insti- 

| tuted advance registration for all retailers—members and 
| nonmembers alike—attendance promises to surpass that 


According to H. A. Goldberg. NACJ president, “Every 
line of jewelry store merchandise will be represented at 
Chicago. It is a privilege and pleasure, as president of the 
NACI, to extend to every jewelry retailer in the United 
States a cordial invitation to visit the National Jewelry 
Fair.” 

With the opening of the Fair on Monday July 26, hun- 
dreds of leading jewelry lines will be presented for in- 
spection in 400 exhibit spaces. Exhibit areas in the Stevens 

(Please turn to page 222) 
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F. BEAMAN TODD 
Credit Jewelry Statistics 


JOSEPH L. ARONSON 
Conducts PX Forum 





ARTHUR G. WARNER 


Trade Diversion 


A. B. BUCKERIDGE 


Collections and Credits 


List of Exhibitors 


E. H. B.—EXHIBITION HALL BOOTHS, LOWER LEVEL LOBBY. 


P. D. R.—PRIVATE DINING ROOMS, EITHER THIRD OR FOURTH 
FLOOR, AS MARKED. 


-A-= 


Abar Manufacturing Company, Cleveland, Ohio—Room 658. 

Acco Manufacturing Company, Inc., Central Falls, R. I.—Room 
611 A. 

Ace Watch Company, Inc., New York, N. Y.—Room 659. 

Adels, Louis Company, New York, N. Y.—Rooms 604 A & 605 A. 

Adels, M. Company, New York, N. Y.—Room 609 A. 

Aisenstein, Louis & Bros., New York, N. Y.—Room 539 A. 

Allen, Robert Company, St. Paul, Minn.—2nd Fl. B. 246. 

Althemer & Baer, Inc., Chicago, Ill._—2nd Fl). B. 214 & 215. 

American Safety Razor Corp., Brooklyn, N. Y.—2nd Fl. B. 232 & 
233. 

American Time Products, Inc., New York, N. Y.—2nd Fl. B. 242- 
P.D.R. 19 (4th FI.) 

Apollo Electric Company, Chicago, IIl.—2nd Fl. B. ‘B”. 

Arnstein Bros. & Co., New York, N. Y.—Elevator Lobby Lower 
Level. 

Ascherman, Chas. & Company, Cleveland, Ohio—Room 524 A. 

Atlas Novelty Co. of Chicago, Ill—2nd Fl. B. 282. 

Automatic Radio Mig. Co.. Inc., Boston, Mass.—Room 655. 

Axel Brothers, Inc., Long Island City, N. Y.—Ex. H. B. 149 & 150. 


B & O Chain Company, Providence, R. I.—2nd Fl. B. 244. 

Babroff, Emanuel, Chicago, Ill.—2nd Fl. B. 208. 

Baker & Company, New York, N. Y.—Ex. H. B. 20. 

Bardach Brothers, Inc., Indianapolis, Ind.—Room 556. 

Barnett, Charles Company, Inc., New York, N. Y.—2nd Fl. B. 219. 

Belco Silver Company, Chicago, Ill.—2nd Fl. B. 203. 

Bel-Cor, Inc., Chicago, Ill.—2nd Fl. B. “E”. 

Bell Lamp Mfg. Company, Chicago, Ill.—2nd Fl. B. 265. 

Benedict, T. N. Mfg. Company, East Syracuse, N. Y.—2nd Fl. B. 
249, 

—_ Watch Company, Inc., New York, N. Y.—Ex. H. B. 37-38- 
9-40-41. 

Bergsman, Leon A., Chicago, Ill.—Room 657. 

Berman Watch Company, Inc., New York, N. Y.—Suite. 

Bieler-Levine, Chicago, Ill.—2nd Fl. B. 273 & 274. 

Blancard & Company, Inc., New York, N. Y.—Suite. 

Bojar Company, Providence, R. 1.—Room 553. 

Breitling Watch Corporation, New York, N. Y.—2nd FI. B. 248. 

Bristol Seamless Ring Company, New York, N. Y.—Ex. H. B. 121. 

Bromley Ring Company, Inc., New York, N. Y.—2nd Fl. B. “F”. 

Bron-Shoe Company, Columbus, Ohio—2nd FI. B. 304. 


Brown & Gravenson, Inc., New York, N. Y.—2nd Fl. B. 277 & 278. 


Bruner-Ritter, Inc., New York, N. Y.—Ex. H. B. 119 & 120. 

Bulova Watch Company, New York, N. Y.—Ex. H. B. 1-3-4-5-134- 
158-159-160-161. 

Busch, S. J. Inc., New York, N. Y.—2nd Fl. B. 237 & 238. 

Buss-Linthicum-Thorson, Inc., Chicago, Ill.—Room 534. 
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2nd FL. B.—SECOND FLOOR BOOTHS (GRAND BALLROOM, NOR- 
MANDIE LOUNGE AND WRITING ROOM). 


ROOMS ON FIFTH AND SIXTH FLOORS AS MARKED. 


== 


Camera Corp. of America, Chicago, Ill.—2nd Fl. B. 216. 

Camfield Mfg. Company, Grand Haven, Mich.—2nd Fl. B. 279 & 
280. 

Caplen Jewelry Displays, Buffalo, N. Y.—Room 512 A. 

Carmody Products Ltd.. New York, N. ¥Y.—2nd Fi. B. 222. 

Chase Jewelry Company, Chicago, Ill—Room 657A & 2nd FI. 
B. 287. 

China Overseas, New York, N. Y.—2nd Fl. B. 236. 

Churchill Products Company, Chicago, Ill—Room 656. 

Cohen, A. & Sons Corp., New York, N. Y.—Ex. H. B. 94 & P.D.R. 
1-2-5 (3rd_ Fi.) 

Columbia Diamond Rings, Long Island City, N. ¥Y.—Ex. H. B. 149 
& 150. 

Continental Silver Company, New York, N. Y.—Ex. H. B. 100. 

Cory Corporation, Chicago, IllL—Ex. H. B. 26. 

Cranley Silver Mfg. Co., Rockville Center, N. Y.—2nd Fi. B. 275. 

Crawford Watch Corp... New York. N. Y.—Ex. H. B. 146. 

Croton Watch Company, Inc., New York, N. Y.—-Ex. H. B. 151 & 
152. 

Cyma Watch Company. New York, N. Y.—Ex. H. B. 118. 


Davidson & Sons Jewelry Company. New York, N. Y.—Ex. H. B. 
75 & 76. 

Davis. Barnett. Inc., Pittsburgh, Pa.—Ex. H. B. 154 & P. D. R. 
3-4 (3rd FI.) 

Denberg, J. J.. New York, N. Y.—Room 548 A. 

Dennison Mfg. Company, Framingham, Mass.—Ex. H. B. 6 & 7. 

Diamond Trading Company, Inc., New York, N. Y.—2nd Fl. B. 258. 

Dodge. Inc., Newark, N. J.—2nd Fl. B. 266. 

Doner, W. B. & Company, Detroit, Mich.—2nd Fl. B. 234. 

Doxa Watch Agency, Inc., New York, N. ¥Y.—2nd Fl. B. 267. 


aK= 


Edwards, Lawrence Company, Chicago, Ill.—2nd Fl. B. 213. 

Electric City Box Company, Buffalo, N. Y.—Ex. H. B. 25. 

Elgin American, Elgin, [l—Rooms 542A & 544 A—Ex. H. B. 
66-67-86-87. 

Elgin National Watch Company, Elgin, Ill.—Ex. H. B. 92-93-104-105. 

Elrex Watch Company, Inc., New York, N. Y.—Room 504 A—Ex. 
H. B. 122. 

Eversharp, Inc., Chicago, Ill.—Ex. H. B. 112 & 113. 


(Please turn to next page) 
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and for you! 


Every week, 52 weeks a year, your silverware business is 


being promoted with a popular, hard-selling radio show. 


Ozzie and Harriet have worked hard for you all year. 
Now, while they take a well-deserved vacation, their fans 
(your customers) are tuning in to a bright, original mu- 


sical show. “The Silver Summer Review.” 


Same time .. . same stations . . . same strong selling. 
Bringing you the benefit of continuous, uninterrupted 
radio support for 1847 Rogers Bros., the only silverplate 
advertised on a national network! 


TUNE IN: 


“THE SILVER SUMMER REVIEW” 
Friday, 9:30 p.m., E.D.S.T., CBS 
June 18th through September 10th 


1847 ROGERS BROS. 


FOR OVER 100 YEARS AMERICA’S FINEST SILVERPLATE 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 











Exhibitors at National Jewelry Fair 


(Continued from page 157) 


= I's 
Fairfax Distributing Co.. Inc., Washington, D. C.. New York, N. Y.— 
B. “TT”. 
i teeth. New York, N. Y.—Ex. H. B. 19. 
Farber, S. W.. Inc., Brooklyn, N. Y.—Ex. H. B. 44 & 61. 
Federation of Swiss Watch Manufacturers, New York, N. Y.— 
ond Fl. B. 307-308-309. 
Feinstein, E. S. & Company, New York, N. Y.—Room 611. 
Fiddelman, J. & Son, New York, N. Y.—Suite. ae 
Firman Leather Goods Corp.. New York, N. Y.—2nd Fl. B. “A”. 
Fisher, A. Edward & Company. New York, N. Y.—Ex. H. B. 98 
Moe Expansion Products, Providence, R. I.—Ex. H. B. 143 & 144. 
Florn Company, The, New York, N. Y.—2nd Fl. B. 272. 
Forman Family, Brooklyn, N. Y.—Ex. H. B. 147 & 148. : 
Freed, Edwin Inc., New York, N. Y.—2nd Fl. B. 223-224-225-225. 
Freedman, Marvin J. Inc., Buffalo, N. Y.—Ex. H. B. 9. 


=G-« 


i ‘Company, The. New York, N. Y.—2nd Fl. B. 241. 

0 Bee coker Guana Chicago, Ill—Rooms 613A & 614A. 
Garne Jewelry. New York, N. Y.—Ex. H. B. 142—Room 546 A. 
General Electric Company, Bridgeport. Conn.—Ex. H. B. 136. 
Glass, Leo & Company. New York, N. Y.—2nd Fl. B. 256 & 257. 
Goodman & Company, Indianapolis, Ind.—Ex. H. B. 24. 

Gotham Watches, New York, N. Y.—Ex. H. B. 116-117-128-129. 
Griffon Cutlery Works, Inc., New York, N. Y.—2nd Fl. B. 211. 
Gross, Benj. and Edw. J., Co. Inc., New York, N. Y.—2nd Fl. B. 200. 
Gross, J. H. & Company. Cleveland, Ohio—Rooms 533 A & 534 A. 


n Watch Company. Lancaster, Pa.—Ex. H. B. 114 & 131. 
semana Chain Corporation, Providence, R. I—Room 535 A. 
Harman Watch Co. Inc., New York, N. Y.—Rooms 601 & 602— 

2nd Fil. B. 212. 
Hart Sales Corporation, Providence, R. I.—Room 536 A. 
Helbros Watch Company. New York. N. Y.—Ex. H. B. 71-72-81-82. 
Helfer & Company, Chicago, Ill.—2nd Fl. B. 281. 
Heller, L. & Son, Inc.. New York, N. Y.—Ex. H. B. 79. 
Hilton Manufacturing Company. Chicago, Ill.—Room 660 A. 
Hirsch, A. Company, Chicago, Ill.—Ex. H. B. 21. 
Howard Ring Company, Chicago, Ill.—2nd Fl. B. 206 & 207. 
Huye Space Saving Box System, New Orleans, La.—2nd FI. B. 285. 


=f. 
Imperial Lamp & Shade Company, Philadelphia, Pa.—2nd Fl. B. 
252. 


Imperial Pearl Syndicate, Chicago, Ill.—Rooms 600-601 A-602 A. 
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mimatinnel Silver Company. Meriden, Conn.—Royal Skyway 
uite. 
Iskin Mig. Company, Philadelphia, Pa.—Ex. H. B. 18. 


alte 


Jelco Trading Corp., Brooklyn, N. Y.—2nd Fl. B. 296. , 
Jewelers, Circular-Keystone, New York. N. Y.—Ex. H. B. 64. 
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Kagan, J. J. & Co., North Hollywood, Calif.—2nd Fl. B. 210. 

Kahn, L. & M. Company, New York, N. Y.—Suite. 

Karp, David Company, Inc., New York, N. Y.—Rooms 519 A & 
520 A. 

Karpeles Rosary Company, Ltd., Providence, R. I.—Ex. H. B. 22. 

Kaspar & Esh, Inc., New York, N. Y.—Rooms 618 & 619. 

Kaufman, Bert L. Company, New York, N. Y.—2nd Fl. B. 305. 

Kaufman, Jack L. Inc., New York, N. Y.—P. D. R. 21 (4th FL) 

Keen Displays, Cincinnati, Ohio—Room 529. 

Keg-O Products Corporation, New York, N. Y.—2nd Fi. B 218. 

Keystone Silver Inc., New York, N. Y.—2nd Fl. B. 293 & 294. 

Kinsley Jewelry Mfg. Co., St. Louis, Mo.—2nd Fl. B. 227. 

Korn, William & Company, Buffalo. N. Y.—2nd Fl. B. 300-301-202- 
303. 

Kramer Jewelry Creations, Inc., New York. N. Y.—Rooms 560 A & 
561 A—2nd Fi. B. 209. 

Kreisler, Jacques Mfg. Corp., North Bergen, N. J.—Rooms 504 & 
S0S5S—Ex. H. B. 88-89-108-109. 


=f = 
Lampl, Walter Inc., New York, N. Y.—Ex. H. B. 124 & 125. 
Landau, Max & Company, New York. N. Y.—Room 553 A. 
Lay & Borges, New York, N. Y.—2nd Fl. B. “H”. 
Lasko Strap Company. New York. N. Y.—Room 530 A. 
Lehman Bros. Silverware Corp., New York. N. Y.—Ex. H. B. 123. 
Leif Brothers, New York, N. Y.—Ex. H. B. 47 & 48. 


(Please turn to page 227) 





CLARENCE S. MOSES 


Watchmaker Licensing 
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All windows of the store 
during the promotion were 
keyed to silver. Displays 
were beautifully arranged 
and a blown-up copy of ad 
was prominently featured. 


Standing is Richard Jessop, 
manager of the silver de- 
partment, watching custom- 
er choose a pattern. Many 
of these customers continue 
to buy place settings as sale 
stimulated buying incentive. 
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Customers signed the above rental agree- 
ment specifying that merchandise they were 
taking from store under the club plan re- 
mained store property until all paid for. 
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Silver Lluh Sets 


EWELERS all over the country are beginning to wake 
up and employ progressive and feasible plans with 
which to combat the house-to-house sterling silver sales- 
men. This fast-spreading campaign of national import has 
all the earmarks of becoming a strong means of paving a 
well-beaten path to every jeweler’s door for sterling. 

One of the most outstanding and highly ethical jewelry 
stores in the country, Jessop’s, established in San Diego, 
California, for fifty-eight years, recently presented an 
aggressive sterling silver promotion designed to focus the 
attention of the public on the resources of this home town 
store and the advantages of trading with it. The firm 
achieved such astonishing results that the head of the 
silver department, Richard Jessop, is contemplating a 
similar campaign next year. 

In conjunction with the heads of the firm, the energetic 
and capable Jessop knew that this was the only possible 
way to thwart the alarming growth of the peddlers. 

“The amazing number of new, desirable accounts we 
opened has proved that people are responsive to an intelli- 
gent presentation which offers them sterling at an easy- 
to-pay price,” said Mr. Jessop. ““The retail jeweler is in the 
advantageous position of being able to give the consumer 
not only clean merchandise but also assures them of the 
double protection stemming from a well-known manufac- 
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New Pace for Sales 


Results of aggressive sterling silver 
promotion by J. Jessop & Sons, long- 
established San Diego jewelry firm, 
proves public is responsive to offer 


of sterling at an easy-to-pay price. 


turer’s name, plus the long-standing reputation and relia- 
bility of the jewelry store. Then, too, the customer is 
always assured of being able to fill in her particular pat- 
tern at any time,” he averred. 

The campaign, which ran a full month, offered sterling 
silver flatware at the phenomenal price of 33¢ down and 
33¢ per place setting a week. Under the rules of the Ster- 
ling Silver Club, patrons could buy as many place set- 
tings during that one month as they wished. However, 
their membership card did not entitle them to purchase 
place settings at those terms the following month or there- 
after, 

The patron signed a rent agreement which specified that 
the merchandise she was taking out of the store for 32¢ 


down and 33¢ per week belonged to Jessop’s until all pay- 
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Showcases in Silver Salon of 
Jessop's are attractively ar- 
ranged and provide the patron 
with an easy view of hollow- 
ware. Counter displays house 
sterling flatware patterns. 


by BARBARA LANDIS 


Successful promotion involved a 
major advertising job. Details 
of plan were clearly given and 
total of 37 patterns were shown. 
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ments had been made. Actually this non-transferable 
agreement was a conditional contract of sale giving her 
no title or interest. 

Then, the patron was given a Sterling Silver Club card 


(Please turn to page 206) 
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Exterior of the store showing extent of window display. 
Note picture windows for small items, trophies at right. 








"RNWENTY-SIX years in the jewelry business have 

given Herbert C. Christensen, manager of Herbert 
C. Christensen, Inc., 144 E. Fifth Street, Saint Paul. 
Minnesota, plenty of good ideas about merchandising, 
among them the value of good display. 

A recent remodeling gave him the opportunity to carry 
out this medium of appeal in an artistic manner, making 
use of modern design and authoritative study of methods 
of attraction through dramatic presentation. 

The importance of window display cannot be overesti- 
mated, states Mr. Christensen. They speak in convincing 
manner for the store, drawing in traffic. Link their pull- 
ing-power with quality goods and service and the casual 
customer becomes a steady one with repeat sales which 
spell success for a business. 

A tile and structural glass front in black and cream 
was installed with a window running the entire length 
from one end to the entrance which is at one side. The 
interior of the store serves as background; the window 
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Wuality Merchandise, Well Hisplayed 


Makes Steady Customers of ‘Casuals 





permitting an unobstructed view to make the whole store 
a show case to passersby. 

Because of the size, this window is used for general 
display with merchandise sectionalized in group settings. 
Displays are changed frequently. A central setting is used 
for dramatization, drawing immediate attention and 
bringing other merchandise under notice. Recently a 
large clock face with mechanized moving figurines had 
this center stage position. More than a thousand persons 
stopped to watch the gay moving figures and thus saw 
not only other merchandise in the window but the in- 
terior of the store as well. 

Side walls of the entrance are broken with small pic- 
ture-frame windows, shadowbox style. These are reserved 
for individual piece display changed usually every other 
day. 

Beyond, another window, at present in opaque glass, 
will eventually have clear glass installed and will open 
directly on a trophy room not yet entirely completed. 
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Sale of trophies has been developed until it is now 
important in volume for this store. A large section de- 
voted to this merchandise runs along one side of the 
selling floor. It is planned to continue to display trophies 
‘1 this section with the trophy room as an adjunct for 
aid in their sale. Passersby may look in through the 
window which comprises one wall to shelves lined with 
trophies, well lighted and arranged to show a large se- 
lection, when the room is completed. 

The trophy room will be outfitted with chairs and a 
table. Customers making selection may have _ trophies 
brought to them, displayed on the table to be decided on 
with leisure and in comfort. 

At the rear of the selling floor, directly in front of an 
arcade entrance, customers are greeted by another strik- 





(Above) View of central display 
cases in Christensen store. Note 
canopied central lighting. (Above, 
right) Section of store with cor- 
ner lounge. Tile pattern leads 
customers to the display cases. 


by ETHEL C. PITKIN 


(Right) Wall ledge is used for 
display of trophies and more are 
kept in case at rear. The tro- 
phy room is at the front on this 
side, displays leading toward it. 
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ing display, which while not a window, gives that effect 
with a unit arranged with a series of picture frame set- 
tings harmonizing with those at the entrance. Here, again. 
each framed unit holds individual pieces of merchandise. 

The feeling for dramatic display is carried out on the 
selling floor. A unique central display unit dominates 
the floor. This is arranged with glassed display sections 
on each side with cases surrounding it, island fashion. 
Cases are pedestal type with merchandise brought up to 
easy range of vision. Woodwork is of natural oak, stained. 
waxed and rubbed. Floors are of colorful asphalt tile. 
One wall which separates a complete optical department 
from the jewelry section is splashed with richly colored 
wall paper of large pattern which accents the modern 


(Please turn to page 208) 
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This sketch illustrates how a table setting may be combined with 
other merchandise to advantage. Here the table setting is placed 
low in the foreground while background shows accessory tableware. 





Two Windows for the Coming Month 


Theme: 


REAKING bread together is a very old phrase for a 
very old custom, but its present day equivalent is 
still a symbol of friendship and good fellowship. People 
like to get together—in pairs, in groups, in crowds—and 
the universal pretext for such social occasions is nearly 
always the serving of food and drink in some form or 
other—tea for two. bridge for four with coffee and cake, 
dinner for eight, a gang for cocktails, and so forth. Since 
there is always a certain amount of rivalry among the 
hosts and hostesses on such occasions, the serving of the 
refreshments offers an opportunity for “showing off” and 
—to get to the point at last—for rewarding promotional 
effort on the part of the jeweler. 

The fashion for entertaining in restaurants and night 
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by VIRGINIA DIXON 


clubs may have cut out some of the more pretentious 
home entertaining with a consequent reduction of elabo- 
rate silver and china services, but the average person still 
does most of his entertaining at home and there is plenty 
of business especially in the moderate price brackets. 


The table—whether it is set for dinner a deux or a 
buffet service for twenty—is always the center of attention. 
Table settings and place settings therefore cannot be 
shown too frequently in your store and in your windows. 
If one of your windows is large enough to accomodate 
a full size table top—legs can be cut off to any suitable 
height—you should feature a fully set table at least once 
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Home entertaining during the summer months gives incentive for 


the jeweler to display silverware and other table accessories. 


a promotional effort that holds good promise of being rewarded. 


a month. If your window size will not permit this, then 
place settings should be frequently shown with displays 
of holloware and silver chests. There should always be 
at least one table setting inside the store as near the silver 
department as possible. 

The rules for placing of plates, forks, knives, spoons 
and other pieces are of course well defined and must be 
strictly adhered to, but the variety and combination of 
coloring and patterns in linens, flowers and decorative 
accessories as well as in the silver, china and crystal, are 
almost unlimited. For the most effective table setting pro- 
sram for your store, you should have a working ar- 
rangement with other local stores to supply you with the 
necessary items which you yourself do not carry—flowers. 
linens, etc. In return for credit cards, you will probably 
be able to get a steady supply of these materials at very 
dittle cost. Artificial flowers, if they are of good quality. 
may be used on such exhibition tables and they do save 
considerably in the wear and tear of always keeping 
the fresh flowers unfaded and presentable. Try, however. 
to get as realistic looking blossoms as possible and select 
them in season. Artificial flowers shouldn’t be suggested 
for the home dining table unless of course they are of 








glass. shells or some such material that does not pretend 
at all to be a realistic imitation. Some of this type are very 
lovely and certainly entirely appropriate. 

The time when only white damask was considered a 
fitting table covering has long passed and the variety 
of fabrics, colors and designs in present day table linen 
makes the planning of exhibition tables a simple task. 
You may use the same patterns in china and silver over 
and over with entirely different effects by combining them 
with different types of table linens. If your table has a 
good finish, you can use doilies and runners. If not, you 
will of course have to confine your covering to table 
cloths. Doilies are helpful when you are arranging indi- 
vidual place settings on the window floor. One advan- 
tage of showing a number of such individual settings in 
one window rather than an entire table, is that a variety 
of patterns and combinations may be shown instead of 
just one. One table set with a half dozen different patterns 
would look most peculiar, but if arranged on separate 
mats the effect would be quite acceptable. 

If you are not sure of the correct arrangement of the 
various pieces of silver and china, consult a book of 

(Please turn to page 208) 


Different combinations of table settings or patterns can be shown 
on small table tops of varying heights, each with a single setting. 
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Versatile Merchandising 





Necessary in University otore 








Saleslady shows sterling 
tableware to prospective 
customer in the modern- 
ized silver display niche. 
Hollowware sales spurted 
40 per cent after remodel- 
ing the store reported. 
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Geared for serving a combi. 
nation student and suburban 
traffic, the store recently 
finished a complete moderni- 
zation program. It now has 
900 square feet of selling 
space on the main floor and 
350 square feet on balcony, 















by GRIER LOWRY 











T REQUIRES a versatile merchandising program to campus events, such as homecoming, is another strategy 


please both university students and the local citizenry, that has netted dividends in the form of extra student 
but the Jensen and Nielsen Jewelry, Seattle, Wash., is traffic. 
geared for serving these two types of patrons. “We stage displays of men’s stud sets and women’s 
Doing business in the shadow of the University of Wash- sparkling jewelry a few weeks before a formal university 
ington, the firm uses window displays as an ace card in ball, and schedule a mass display of high-grade watches 
, campaign for University student business. In cultivat- just before graduation. Such timely displays never fail 
ing the perennial crop of student prospects, school colors. to click with the student traffic,” Anchor O. Jensen, a 
emblems, gift wrappings, ribbons, and stickers are gener- partner in the firm, said. 
ously used in displays. Tying in window displays with Perhaps the primary reason why Jensen and Nielsen 


has cornered the university market may be credited to 
the cheerful and alert attitude repair department per- 
sonnel take toward performing a multitude of minor 
services free of charge for students. Prompt and skillful 
treatment is offered on such small jobs as tightening 
chain links, altering bracelets and attachments, tightening 
clips, replacing watch bracelet cords, repairing clasps and 
catches, cementing watch crystals, tightening stones, at- 
taching charms, fastening screws in watches, repairing 
spring bars and securing earring backs. 

“We have strengthened our position with the class- 
room set immeasurably by giving these jobs an ‘emer- 
gency rating in the shop,” declares Mr. Jensen. “The 
average student still goes through school on limited funds. 
Giving small services free goes a long way toward mak- 
ing friends with economy-minded students.” 

Getting on a chummy footing with students also hinges 
greatly on the ability of the clerical staff to supply pa- 
tient, helpful sales attention. 

Many romances blossom on the campus, of course, and 


(Please turn to page 209) 





Fred J. Nielsen, left, and Anchor A. Jensen 
beam approval of newly-remodeled store. Mr. 
Jensen guides retail branch of the business 
while Mr. Nielsen supervises the factory end. 


Jensen and Nielsen advertising in 
both student publications as well 
as metropolitan newspapers carries 
the same mature, informative touch. 





Located in the shadow of the University of Washington, 
Jensen and Nielsen. Seattle jewelers, have geared their 
selling and promotion to attract their large student 


trade as well as that of the local resident customers. 
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Industry-Wide Cooperation 





Urged at NWJA Convention 


Necessity of all factions of jewelry trade to work together to 


maintain high business levels and for relief from excise tax . 


stressed at meeting of National Wholesale Jewelers Association. 


LOSER cooperation between manufacturer, wholesaler, and retailer key- 

noted the 41st Annual Convention of the National Wholesale Jewelers’ 
Association, held at the Ambassador Hotel, Atlantic City, N. J., on June 3 
and 4. This was evidenced not alone in the talks but also in the attendance 
for the first time of the heads of the two national retail jewelry organizations 
at the convention—Maurice Adelsheim, President of the American National 
Retail Jewelers’ Association, and H. A. Goldberg, President of the National 
Association of Credit Jewelers. 

The importance of working together for the maintenance of the present 
high levels of the jewelry business was stressed, with particular emphasis 
placed on the necessity of presenting an industry-wide united front in the 
fight to reduce or eliminate the 20 per cent excise tax. The recent break in 
the solid industry backing of the Jewelry Industry Tax Committee which 
has been fighting for the repeal of this tax was particularly deplored and, 
while not directly affected by the tax themselves, the National Wholesale 
Jewelers’ Association went on record as upholding their part of the united 
jewelry front by passing a resolution that their members do their part in 
urging that all industry groups participate in united action directed toward 
relief from the present excise tax and that the Association’s representative 
on the Tax Committee. Milton B. Freudenheim, do his utmost to bring about 
a united front, keeping in mind the overall industry problems and the best 
method of securing relief. 

All officers of the Association were re-elected. They continue as follows: 
R. Dix Edwards, Edwards & Co., Kansas City, Mo., president; Leon J. Engel. 
J. Engel & Co., Inc.. Baltimore, Md., A. C. Wallenstein, The Wallenstein- 
Mayer Co., Cincinnati, Ohio, and Webb C. Ball, II, The Ball Co., Chicago, 
vice-presidents; F. Clark Bechtel, Jos. B. Bechtel & Co., Inc., Philadelphia. 
treasurer; and Thomas A. Fernley, Jr., secretary, with Robert C. Fernley as 
assistant secretary. 

Elected to the Executive Committee for the terms expiring in 1950 were 
the following: M. A. Callaway, Ewing Bros., Atlanta, Ga.; William H. Ficken. 
A. H. Ficken Co., Cleveland, Ohio; James H. Hetzel, Eisenstadt Mfg. Co., 
St. Louis; Milton B. Freudenheim, Freudenheim Bros., Inc.. New York: 
Charles F. Byrne, J. P. Byrne & Sons Co., Omaha, Neb.; Theodore Gorenflo, 
Jr., The Gorenflo Co.. Detroit, and Rigsby Hammond, B. M. Hammond Co., 


Inc., San Antonio, Texas. 


wards pointed up the necessity of indusiry- | dustry faithfully and well for many years, 
wide cooperation to help the jeweler main- | he said. Currently one of its most im- 
tain his position in competition with all | portant activities is the work of the Tax 
other trades in the fight for his share of | Committee, on which Milton Freudenheim 
the consumer’s spendable dollar. is representing the NWJA. 

The jewelry industry is most fortunate. The Jewelry Industry Council is younger, 
Mr. Edwards pointed out, in having great | he went on, but in its brief life has 
industry-wide organizations. The Jewelers’ | achieved spectacular results and promises 


In his opening address, President Ed- | Vigilance Committee has served the in- 
| 
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to do much in the future in helping the 
jeweler to sell more goods—more often— 
and to more people. 

The recent appointment of a Committee 
on Trade Diversion by the NWJA was 
brought out by Mr. Edwards, its work, to 
cooperate with similar committees of the 
retail jeweler organizations in combatting 
the important problem of post exchange 
and ship service stores and any other ac- 
tivities that take business away from the 
regular manufacturer - wholesaler - retailer 
method of distribution that is the funda- 
mental structure of the system of American 
free enterprise. 


R. DIX EDWARDS 





Realizing the value to the industry of 
these organizations, Mr. Edwards pointed 
out, NWJA members have been urged to 
participate in their support and to con- 
tribute generously so that their work, so 
important to everyone who makes his liv- 
ing in the jewelry business, may be carried 
on. 

Commenting on present business con- 
ditions, Mr. Edwards went on to say that 
this year has been a normal year accord- 
ing to the new rules. We have moved 
from crisis to crisis, local, national and 
international, he explained, with that reg- 
ularity that has become standard of the 
American economy. For more than a gen- 
eration, since the start of the first World 
War in 1914, crisis has been the customary 
state of American business, American 
politics, and American international rela- 
tions. I am convinced, he went on, that 
for many years we must expect to live and 
operate our businesses in a world economy 





THE JEWELERS’ CIRCULAR-KEYSTONE 











that is In a constant state of crisis, and 
therefore should condition our minds to 
that prospect and keep our business as 
flexible as possible so that we can change 
quickly as conditions change. 

Last year there was a great deal of talk 
about the recession that failed to live up 
to its advance press notices, he stated. 
Many jewelry manufacturers were willing 
to accept the spring of 1947 as a reasonable 
facsimile. Then, almost before the fall 
season was well started, the good old 
shortages were with us again, and sold out 
for the year was the usual form of ac- 
knowledgement on re-order. 

In December 1947, Mr. Edwards stated, 
there was entirely too much sweetness and 
light in the business forecast. He quoted 
a Fortune poll of business prospects which 
he saw in January of this year: 

“The latest survey of management’s views 
of business prospects,” the report read, “is 
that a large majority of American busi- 
ness men think that the boom is here to 
stay, at least for a while, and are planning 
accordingly. A change in attitude during 
the last year has been nearly complete. 
A year ago last November, when the ex- 
ecutive forecast was put through its first 
trial run, more than half of the executives 
participating were expecting a downturn 
in 1947. In May they were even more 
pessimistic -- three-quarters expected a 
downturn by the end of the year. The 
1947 downturn did not materialize and, 
whether for that or other reasons, business 
men now have a very different view of 
the future. In November, when this survey 
was made, only a minority counted on a 
downturn in 1948. Nearly two-thirds ex- 
pected business in 1948 to be as good as 
in 1947 or better.” 

In less than a month, Mr. Edwards con- 
tinued, commodity prices registered the 
sharpest break in history. For a while it 
seemed that the most advertised and long 
deferred recession was finally going to 
arrive. In the jewelry business collections 
slowed up a bit, and many retailers began 
to insist that the wholesaler send them 
what they wanted to buy instead of what 
the wholesaler wanted to sell. 


THOMAS A. 
FERNLEY, JR. 





Now, at this time, he stated, the Mar- 
shall Plan with its six billions in foreign 
aid, the reduction of the income tax, a 
new defense program, including an _ ex- 
pansion in the production of military 
aircraft, promises a very considerable shot 
in the arm or series of heroic treatments 
that should do something to our economy. 
Whatever may be the prospect for the 
economic climate in which the wholesale 
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jeweler must operate this fall and next 
year, whether the new crop of shortages 
is to be one of goods or one of orders, 
Mr. Edwards suggested that they take a 
critical look at themselves and the kind 
of a job they are doing or their job of 
distribution. 

Obviously, the wholesaler’s main job is 
selling. If he doesn’t sell, any considera- 
tion of the other operations of wholesaling 
is purely academic. 

He went on to caution wholesalers to 
re-appraise their buying policies. Are they 
based on loyalty to sources of supply?, 
he asked, or do we avoid stocking similar 
or duplicate products with the result of 
diluting our sales effort? Do we plan our 
lines with the intention of carrying a 
well-balanced stock adequate to serve the 
needs of our customers? Do we, in our 
buying, support those manufacturers who 
cooperate with and give protection to the 
wholesaler ? 

He was convinced, Mr. Edwards said, 
that the function of wholesaling is  in- 
dispensable in distribution, but not that 
it necessarily follows that the independent 
wholesaler has a permanent lien on the 
job in the jewelry industry. He does be- 
lieve, however, that the wholesaler has 


A. E. HAASE 





a long lead and a tremendous advantage 
over any competitors for the privilege of 
doing that work. The wholesaler is_ in 
the best financial condition in history. 
Let us, he went on, have the _ intelli- 
gence to avoid dissipating it. We have the 
plants and the advantage that were in the 
main acquired on a price level lower 
than today’s. We have the organizations. 
We have the know-how—the experience. 


He has great confidence, Mr. Edwards 
pointed out, that the wholesalers of jew- 
elry, individually and collectively, can and 
will do such a superlatively good job that 
the position of the wholesaler will be 
even more secure in the future. 


Thomas A. Fernley, Jr., secretary of the 
Association, reported briefly on the work 
of the NWJA during the past year. He was 
followed by John Albright, Chief of the 
Wholesale Division, Bureau of the Census, 
Department of Commerce. Mr. Albright’s 
talk, illustrated with a series of charts, 
pointed up business conditions, past, pres- 
ent and future, of the wholesale and retail 
jewelry business. Of particular interest to 
retailers as well as wholesalers, his talk 
will be published complete in the August 
issue of the JEWELERS’ C1RCULAR-KEYSTONE. 

Harry A. Babcock, attorney with the 
Federal Trade Commission. Washington, 
D. C.. discussed the work of the Commis- 
sion, with reference to the purposes of its 





creation, its organization, anu its methods 
of procedure. 

Outlining the responsibilities of the man- 
ufacturer to the wholesaler, Mr. Babcock 
stated the recent decision of the Supreme 
Court against a large commodity manu- 
facturer, earlier brought out by Mr. Fern- 
ley. The manufacturer must sell the whole- 


G. H. NIEMEYER 





saler at the same price he sells other 
wholesalers, he pointed out. If he (the 
manufacturer) has quantity discounts, they 
must be justified as prescribed in the law. 
He cannot sell cooperative buyers, chain 
and credit retail jewelers as wholesalers. 
He cannot sell retailers at prices cheaper 
than prices charged wholesalers whose 
customers compete with such retailers. He 
can sell them, i.e.. cooperative retail buy- 
ers, chains and credit retail jewelers, as 
retailers and allow them any additional 
price benefits which result from actual 
saving in manufacture, sale or delivery 
incident to the business done. 

This was a good time, Mr. Babcock 
brought out, to speak of that type of whole- 
saler who does a retail business in con- 
nection with his wholesale operations. He 
said that the supplier is obligated by law 
to apply his wholesale price to that per- 
centage of the business which is in fact 
wholesale and his retail price to that 
part which is retail. Look now to your 
own selling, he warned, the law places 
the same obligation on the wholesaler as 
it does on those who supply him. 


JIC’S WORK OUTLINED 


Albert E. Haase, Executive Director of 
the Jewelry Industry Council, reported on 
the work of the Council with special em- 
phasis on plans for forthcoming promo- 
tion programs. 

The Council, he stated, was organized 
in the latter part of 1946 with just one 
simple, but all-imporant objective—to help 
sell more jewelry store merchandise—to 
more people—more often. It’s a simple 
objective, but it is all-inclusive and just 
as important to the supplier as it is to 
the retailer. 

The Council has a program, he went 
on, to help reach this objective and this 
program is sound. It is based, not on wish- 
ful study. This study included not only 
honest, down-to-earth research and care- 
ful study. This sudy included not only 
this industry itself, but something equally 
important—the jewelry and gift buying 
habits of the American people in all parts 
of the country. 

The Council is not operating on any hit- 
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or-miss basis, he said. It isn’t motivated 
by the hunches of any of its Board of 
Directors. On the contrary, the Council is 
moving along a well laid out route to- 
wards its objective of more jewelry store 
sales. 


H. A. GOLDBERG 





Some interesting facts, he continued, 
came out of the research which is now 
behind the program. In order to give an 
illustration of one of the important find- 
ings, he quoted from the Roper report on 
the jewelry store and gift business as fol- 
lows: “The retail jewelry business is far 
from realizing its optimum. This can be 
most clearly seen from the fact that while 
roughly a third of all gifts actually bought 
could have been bought in jewelry stores, 
only 19 per cent actually came from either 
jewelry stores, or the jewelry departments 
of department stores. If the public, there- 
fore, could be convinced that a jewelry 
store is THE place to buy jewelry or jew- 
elry items, the volume of business of jew- 
elry stores could easily amount to nearly 
double what it is at present.” 


Another finding, he brought out, was 
the fact that one out of every three mar- 
ried men in the United States never goes 
near a jewelry store. And people who do 
go from time to time during a year, don’t 
visit our stores very often—-the average is 
twice a year. 


BIG GIFT BUSINESS POTENTIAL 


It was also found, he went on. that the 
jeweler was missing a large share of the 
fixed occasion gift business each year— 
occasions such as Mother’s Day, Father’s 
Day, Valentine’s Day and Graduation. Re- 
search showed that the jeweler scored 
heavily only at Christmas. Other stores 
were getting the gift business on other 
fixed gift-giving occasions. 

Still more startling was the fact brought 
out that the retail jewelers weren't getting 
a worthwhile proportion of year-round 
gift purchases, such as gifts for birthdays 
and wedding anniversaries. 


Both of these are enormous markets. Mr. 
Haase said. The wedding anniversary mar- 
ket is made up of 36,000,000 married 
couples—24,000,000 of them in an eco- 
nomic position to celebrate their anni- 
versaries. As for the birthday gift market. 
barring only those born on February 29, 
there are as many birthdays every year 
as there are people in the country. That 
means something over 145.000.000_ birth- 
days a year. These, and other facts, pointed 
the way toward the program. 

This program, Mr. Haase pointed out. 
seeks to correct the weaknesses revealed 
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by the studies in two ways: One, by pro- 
motion of jewelry store merchandise to 
the public through the retailer, and, two. 
by promotion of jewelry merchandise to 
the public direct. Each of these methods. he 
said, is vitally important to every member 
of the jewelry industry—suppliers as well 
as retailers. and each of the two main 
ways employs a number of different. tech- 
niques. 


The Jewelry Industry Council is now 
carrying on six different activities to in- 
Huence the public through the retailer. 
he said. First. it is promoting year-round 


cift buying through special campaigns. 
Second, it is helping retailers play up 


fixed gift events. Three. it originates and 
puts through special annual drives. Four, 
it maintains a speech manuscript service. 
Five. it carries on market research, such 
as the studies just cited, and, six, it works 
constantly with the industry trade press. 


Mr. Haase called attention to the new 
wedding anniversary gift list brought out 
by the Council this past January, and 
now sweeping the country through retail 
jewelers. 


MAURICE 
ADELSHEIM 





Wedding anniversaries take place every 
day of the year, he said. Wedding an- 
niversary observance, through giit giving, 
has been growing more popular dufing 
the last ten years among an_ increasing 
number of people. People look to the jew- 
eler for information on what to give on 


specific wedding anniversaries, but the 
jeweler. abiding by the old list, had to 
suggest paper. tin. iron, and so forth 


and no jewelry until the later years. 


Obviously, here was an opportunity to 
help the jeweler build an increased year- 
round gift market. After months of care- 
ful study this new list was compiled and 
sent to retail jewelers everywhere in the 
country. whether members of the Council 
or not. 


He called attention to how skillfully this 
new list has worked out to fit in with 
today’s customs and habits. Gifts for the 
home are suggested for the first nine years: 
personal gifts for the next five years: 
then back to the home again. and finally 
to personal gifts. It has been endorsed by 
the American National Retail Jeweler- 
Association, the National Association of 
Credit Jewelers, and the National Whole- 
sale Jewelers Association. 


This wedding anniversary market is 
not the only vear-round market that needs 
cultivating, he pointed out. There’s a big 
birthday market, too. In a matter of days, 














he stated, a booklet of birthda, 
unique in conception, will be made avail. 
able to the public through retail Jewelers 
He described the step-down index of Pe 
booklet which gives the user sugecsiiall 
for gifts for infants, boys and girls a 
different ages. young men and women and 
older men and women. It also contains 
eraduation gift suggestions. 


Zifts, 


Another activity which the Council per. 
lorms through the retailer is to help him 
play up fixed gift events. It is doing this 
through a series of promotion idea hook. 
lets. 

As its first act of public relations as. 
sistance to the jeweler, the Council has 
set up a speech manuscript service and 
has prepared a number of speeches suit. 
able for his use. These are available to 
any member of the Council and have 
proved so popular that more than 4.000 
of them have been used already, 

The first of a proposed series of special 
annual drives, the Silver Parade, was om. 
lined by Mr. Haase. Although in the 
United States, he said, silver has reached 
a new high in popularity and more people 
are buying it, the Jewelry Industry Coun. 
cil, urged by many retail members, be. 
lieved that the time had come to put on 
a special drive to inform the public of 
the benefits it gets in buving silver from 
the jeweler. 

From April 19 to May 1, 1948, he 
~tated, the silver manufacturers and whole- 
salers of the country joined with retailers 
in a nationwide Silver Parade whose pur. 
pose was to promote silver as gifts, to 
promote the purchase of silver, to promote 
the daily use of silver. and. above all, to 
impress on the public the benefits it gets 
in buying its silver from the retail jeweler. 

At the present time, he said, the Coun- 
cil is engaged in the tabulation and an- 
alysis of reports on results of this Silver 
Parade received from more than 900 re- 
tailers. When this report is completed. 
copies will be made available to all mem- 


bers. 


E. B. MORAN 





This silver promotion is only the first 
of a series of special drives the Council 
is planning. It is working now on_ plans 
for a nationwide watch promotion and is 
exploring the possibility for a nationwide 
diamond promotion. 

Another important aspect of the pub- 
licity program is the series of cartoons on 
jewelry and gift-giving occasions called 
“Roots of Culture”. These have had un- 
usual acceptance with newspapers in small 


towns—-a market that needs cultivation 


(Please turn to page 246) 
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T’S NO MYSTERY why the MASTERCASE 


is exactly what so many of your customers want. 
Here, in one fine personal appointment, is the con- 
venience of a handsome Ronson Cigarette Case, 
combined with the efficiency and dependability of 
a Ronson Lighter . . . popular for giving, perfect 


for receiving. 


Ronson dealers will be glad to know that Master- 


cases are now becoming available in increasing 


quantities. 


For increased good will, store traffic and profit- 
able repeat business, sell a 
Ronson Servicer each time 
you sell a Ronson—or any 
other lighter. This Servicer 
contains RONSONOL FUEL, 
3 extra-length RONSON 
REDSKIN ‘FLINTS’... 
RONSON WICK ... Wick In- 
serter, Cleaning Brush and 
Instruction Book... 50¢ 
(Retail). Items also pack- 
aged separately. 




















RONSON MASTERCASE—Chromium plate (combining butler 
and polished finish) with engine turned design and polished 
monogram shield. Holds fourteen cigarettes. Retails at 


66 .. $12.50 
@» Dyaittrns” Tune in to Ronson’s 


“20 Questions” every Saturday night (Sunday 
nights, Pacific Coast), Mutual Network. For time 
and station see your local newspaper. 


RADIO SPOTS. . . « Singing Commercials” for 
Ronson Redskin Lighter Necessities on leading sta- 
tions throughout the country. 


TELEVISION. . . Ronson now on television in 


many principal cities. 


NATIONAL MAGAZINES. . - Barrage of big 


space ads (many in full color) in leading national 
publications. 










Hotel Stevens, Chicago 
Ronson Booths #126, 127 


PRESS, IT’S LIT! RELEASE, IT’S OuT! 
Safely out the instant you lift your finger 


ONSON 


WMLOMJWORLD’S GREATEST LIGHTER 


RONSON ART METAL WORKS, INC., Newark 2, N. J. 




















T WILL be recalled that tourmalines represent a sub- 
division of the trigonal group which is characterized 

by a lack of symmetry at the center. The top and bottom 
of a tourmaline crystal then, may be, and usually is. 
terminated entirely differently. Crystals vary greatly in 
habit and appearance. The large pink California crystals 
have deeply striated prism faces and a plane top, Fig. 1; 


Fig. 1. Typical striated tour- 

maline crystal with curving 

prisms and characteristic cross 
section. 
































the smaller crystals often have a similar flat top at one 
end and a simple rhombohedron at the other. The singly 
terminated Madagascar crystals, on the other hand, are 
usually capped by a rhombohedron, and the growth of 


Fig. 2. Common Madagascar 
type of termination for tour- 
maline. 


























this face in successive stages is responsible for the series 
of colored triangles one sees in slices cut through the 
large crystals. Fig. 2. Some of the common black crystals 
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Crystallography For Jewelers 


Fifth part of a discussion of the crystal systems of gem 
stones, basis of many of the properties of minerals. and 


an important factor in the study and identification of them. 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


are long and slender, yet others, from Ceylon. New York 
State. and a few other localities are almost tabular. Ip 
these crystals the prisms become more plane. smooth, and 
less curving. they are not typical of tourmaline. Fig. 3. 
The one directional growth of an end of a tourmaline 
crystal—or least its dominance over the other—is re- 
sponsible for sequences of color banding which are not 
duplicated at the other end, as it would be if the crystal 
grew equally fast at both ends. Rather rarely we can 
find short prismatic tourmalines that give the impression 
of being distorted dodecahedrons. 


Fig. 3. Flat abnormal tour- —-WN 
maline crystal, hard to rec- f| 
ognize as the same mineral. Ss = 


Another hexagonal jewelry stone mineral and one of 
the commonest of all, quartz, also lacks the full trigonal 
symmetry. It often shows faces which lie to the right or 
left of the center between any two rhombohedral faces. 
Fig. 4. Quartz is a mineral which is peculiarly sensitive 


Fig. 4. "“Quartzoid'"—typi- 
cal high temperature quartz 
crystal. 


to differences in temperature; at high temperatures it 
has a higher hexagonal symmetry but below 575° it 
has the right and left hand characters. Cracks which de- 
velop as the symmetry changes show the student of 
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A movie short on diamonds 
Ise it FREE 


“The Eternal Gem” is a fascinating movie on diamonds, 2 
10-minute professional production. It gives the history of dia- 
monds, the story of famous stones, and shows diamond-cutting 


operations in detail. 


This film is yours FREE, on a short-time basis, for showing 
before clubs, schools, trade associations, business groups, and 
for sales training and other uses. Entertaining, informative, 
this film has already been shown throughout the country in 3900 
theaters, before an audience of 15,000,000 people. It’s an im- 
portant part of the diamond promotion plan that’s stimulating 


interest in the diamonds you sell. 


For details on how you may acquire “The Eternal Gem” 
for your own use, write to Association Films, 347 Madison Ave., 


New York 17, N. Y. 








Diamond promotion promotes your business 














De Beers Consolidated 


YOUR diamond promotion includes . . . 


ADVERTISING supporting the engagement ring tra- 
dition—in Life, Look, The Saturday Evening Post 
and Collier's . . . stressing the fashion significance 
of diamonds —in Vogue and Harper’s Bazaar. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES—‘‘The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


© All are designed to help maintain your diamond 
volume. 


Mines, Lid. 














rocks whether the rock containing the quartz formed 
above or below that temperature. Crystals that form in 
open cavities are commonly small six-sided bipyramids 
without or practically without prism faces when they 
form at high temperatures. Fig. 5. Low temperature 























Fig. 5. Quartz crystal showing low temperature right and left 
modifications. 


quartz, on the other hand, often forms larger crystals, 
and frequently they reveal their lower symmetry, (the 
right and left hand faces) by showing extra faces be- 
tween the terminating rhombohedrons, but not sym- 
metrically between them. 

Large prismatic crystals of colorless quartz, rock crys- 
tal, are abundant: similar crystals of smoky quartz have 
heen found at many localities. Amethyst crystals. on the 
other hand. usually form crusts with simple rhombohe- 
dral tips, prism faces are rare and large prismatic ame- 
thysts of the habit of rock crystals would be treasures 


indeed. 





Fig. 6. Typical simple brown Bra- 
zilian topaz crystal. 

















The orthorhombic system has three important repre- 
sentatives in the jewelry stone group—topaz, chrysobery]. 
and peridot. The first, topaz, has two very contrasting 
habits in the gem groups, and a third in mineralogical 
occurrences. The effect of external influences on topaz 
habit is very apparent in the mineralogically interesting 
types of topaz from the Thomas Range. Utah. The clear 


Fig. 7. Typical white or 
blue pegmatitic topaz 
crystal. 
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crystals which grew in cavities have wonderfully complex 
ends: the cloudy opaque crystals which grew with quartz 
and feldspar inclusions have simple pyramids as _ their 
terminating forms. The terminations of the brown Brazil- 
ian topaz crystals are similar. The prisms are long and 
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striated and extra terminal forms are rare. Fig. 6, Bl 
and colorless topaz, on the other hand, often bes 
prominent base and one or two sets of domes which 
parallel the a-axis. Fig. 7. 

Chrysoberyl occurrences are not nearly so numerous 
as those of topaz. hence. the likely variations in crystal 
habit are not many. Most gem specimens are alluvial 
and so waterworn that gvod. well-formed crystals Bi 
very rare. Single crystals are also uncommon, it is fa; 
more customary to find chrysoberyl in two or more 
symmetrically joined individuals. in a twin relationship, 
The two-individual twin is easily recognized by V-stria. 
tions on the common face, Fig. 8. More often we fing 


Fig. 8. Typical V-striations 
on chrysoberyl twinned with 
a second crystal. 





three penetrating crystals so joined that they create the 
effect of a six-sided crystal. All of the Russian alexap. 
drites are of this type: well-formed sixlings look per. 
fectly hexagonal, Fig. 9. Often, as in the Brazilian crystals, 


Fig. 9. Apparently hexagonal 

Russian alexandrite chrysobery! 

group of three penetrating 
crystals. 














the true character of the twinning is made apparent by 
large or small re-entrant angles at the division betweew 
each of the individuals. Fig. 10. 


Fig. 10. The re-entrant angles 

between the three individuals 

show this to be a twinned un- 
dergrowth. 





Peridot crystals for gem use so far have come almost 
exclusively from St. John’s Island. and because almost 
all have come from a single locality and environment. 
we would not look for much variation in crystal habit. 
We do find some. the smaller ones tend to be thinner 
and more pointed. while the thicker larger ones are 
blunter, Fig. 11. Very complex crystals were found in 
the famous Russian meteorite. but this was, we may feel 
sure, a most unusual occurrence. Fig. 12. 

(Please turn to page 250) 





THE JEWELERS’ CIRCULAR-KEYSTONE 











THE NEW YORK TIMEs, SUNDay, MAY 9, 1948 


DIAMOND CUTTING 
CONTINUES IN U, 


Antwerp and Amsterdam Fail 
- to Recover Trade Sent Here 
“ f a <. During Nazi Occupation 


Predictions that the end of the 
War would See the disappearance 
of business in this count 
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Meet Demands of Times 
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ARISIAN designers are emphasizing practical techniques to meet the needs of \ 





the times for popular priced jewelry. These trends are illustrated in current issues — | 


of L’Officiel, a well known Parisian jewelry design publication. | 


Particularly interesting and indicative of these trends is the attractive brooch 
pin which combines fine tailored simplicity of design with labor and cost saving tech- 
niques. The fine lines of the ladies’ ring illustrated above has a fascinating appeal | 
typical of the modern trend in Parisian style. The skyscraper, with its attached 


breloques in the form of diverse means of locomotion, is one of a group of timely 


; 
ideas for landmark jewelry and tourist mementoes suitable for contemporary civic 
events. 

These designs are reproduced from the current issues of L’Officiel de la Bijouterie 


& Accessoires, a quarterly publication of modern Parisian jewelry designs, available 
to American subscribers through their New York office at 41 Union Sq. West, New 
York 3, N. Y. 
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DETAIL OF DOORWAY 


ENTIRE SPACE OF OUR SIX FLOOR 
BUILDING DEVOTED TO THE CUTTING 
AND POLISHING OF DIAMONDS AND 
THE DESIGNING AND CREATING OF 
FINE JEWELS. 


| 


WINSTON 
INC. 











Int HUUot Ur wARKY WINSTON 


When you cross this famous threshold, you enter an estab- 
lishment that has no counterpart in the four corners of the earth. 

For here in our own building . . . on six full floors... is a 
complete diamond industry under one roof. Skill reaches its highest 
peak as our own staff of diamond cutters and polishers create fine 
gems ... from the smallest melee to the largest sizes. 


While we are famous for our expert cutting of the world’s 


most fabulous diamonds—we also produce quantities of loose 
soods .. . for this is the keystone of our business. 

We obtain our rough at the source. Our tremendous resources 
plus economies effected through the control of each cutting and 
polishing operation makes possible the highest quality diamonds 


at lowest prices. We welcome your inquiry. 


rare jewels of the world 






HARRY WINSTON. 


— 7 EAST Slsrt STREET, NEW YORK 
OWNERS AND CUTTERS OF THE JONKER, VARGAS AND LIBERATOR DIAMOND S 


THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR REQUEST 
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Femininity 


Stressed In 


utars Jewelry 


Myrna Loy, co-starring in the film 
"Mr. Blanding Builds His Dream House,” 
complements her black moire gown 
with black velvet neck band set with 
diamonds; matching earrings and fili- 
gree bracelet add final glamor touch. 


Y REACHING far into the past a year or so ago, 

fashion experts discovered that the rustle of taffeta 
and the old-fashioned bustle was far more feminine and 
intriguing than the tailored suit. Clothes reminiscent of 
the Victorian Age are now familiar sights on the modern 
scene, with the average woman finding the charm of 
these clothes irresistible. With this sudden transforma- 
tion in styles, jewelry began to become a subtle but 
vital part of a woman’s ensemble. 
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At 


six-strand 
shade from white through smoke gray 


left, Miss Loy wears a_ beautiful 


necklace of pearls which 


with her simple but smart black suit. 


The low-cut decollete evening gowns, the high plain 
necklines, the’ frilled blouses, the soft romantic-looking 
dresses emphasized a need for finer jewelry. And whether 
the accent was on elegance or feminity, the graceful lines 
signalled harmonious, lovely, and richer pieces. 

The trend for pretty and charming jewelry has become 
more and more noticeable. Grandmother’s old-fashioned 
brooch set with pearls which could be fastened onto a 
velvet ribbon assumed new importance; diamond neck- 
laces with pretty and dainty designs complemented the 
low-cut evening gowns beautifully; pearl chokers in- 
voked an air of pretty simplicity and lady-like charm; 
long pearl necklaces tied into a knot at the throat or 
neckline offered fresh appeal to street costumes or for 
wear with simply cut evening gowns; gold jewelry be- 
came more delicately fashioned, and heart-shaped semi- 
precious and precious stones which hung from slender 
silver or gold snake chains were graceful and flattering 
pieces. 

Leading Hollywood designers of the stars’ jewelry have 
been careful to lay stress upon this romantic and pretty 
look, oftentimes working hand-in-hand with the wardrobe 
heads in order to achieve coordination of the jewels and 
clothes. The pieces must blend in with the costume and 
not overshadow the lady-like clothes. 

Myrna Loy, who co-stars with Cary Grant in David 

(Please turn to page 211) 
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IN JEWELS 


Available on consignment for your special 





requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds H 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 


















Customer Service Also 


T B. MICHAELSON & CO., 13th and G Streets, 

N.W., in Washington, D. C., an outstanding and 
interesting jewelry repair and service department ac- 
counts for one-third of the business income of the firm. 
The department is carefully promoted. It serves a large 
clientele through such strictly service functions as plat- 
ing, polishing, resetting and special repair work; and 
in so doing helps build confidence and distinction for 
the house by the quality of the Michaelson craftsmanship. 


Friendship and good will are fostered by the personal 
character of the services offered. For example, many 
people are uneasy about letting precious stones be reset, 
or having repairs made on valuable pieces by “just any- 
one.” At Michaelson’s the customer is invited into the 
repair shop and can watch the entire operation with no 
possible chance of doubt as to the honest handling of 
the most valuable gems. 


The Michaelson service department also provides a 
distinctive line of exclusive merchandise for direct sale, 
and also caters to the fastidious individual buyer through 
its craftsmen who will design on order a wide variety of 
special pieces—to match a particular costume, to in- 
terpret personality, to make memorable an anniversary 
or great occasion. Here men and women who wish to own 
pieces in the custom jewelry manner, without the mass 
product look, can select from a wide offering of one-of- 
a-kind items in a retail price range from $15 to $2500. 

This service and repair department is advertised pri- 
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B. Michaelson, Sr., left, and 
his son at right, confer on a 
special ring setting with one 
of the firm's expert craftsmen. 


by MILDRED O. WAUGH 
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Photographs like the above, showing details 
of hand-work operations in service depart- 
ment, are displayed in Michaelson's windows. 


marily in the store’s windows which face on 13th Street, 
at a busy downtown intersection. While waiting for park- 
ing lights to change, potential customers either in auto- 
mobiles or in busses coming into town from outlying 
suburbs, get the full impact of the unusual Michaelson 
displays. Many transients, in this city of many visitors, 
are in this way drawn to the store. 
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A modern service and repair department can prove a real asset to 


a retail jeweler, as it has for Michaelson & Co., Washington, D. C. 


not only in extra business but in building confidence in store. 


This past winter, for example, a series of poster-sized 
enlargements of pictures taken by the expert photographer 
Bob Burchette of the staff of the Washington Post, were 
featured. Each photograph is presented against a white 
background mounting, such as is used in the presenta- 
tion of etchings and valuable prints. Each shows one 
detail of the repair service operation, and each is also 
a personality photograph giving a character portrait of 
one of the Michaelson craftsmen, thus emphasizing the 





master-craftsman idea with a series of studies of the men 
who actually follow today this ancient and honorable 
trade. 

These photographs are an example of the use of “as- 
sociation of ideas”: psychologically to build good will 
and serve the overall interests of the firm. Basically in 
jewelry store promotion it is important to keep the twin 
ideas of reliability and quality always in the public 
mind. These Michaelson “advertising photographs” being 
in their own right quality prints on a par with salon 
offerings, reinforce the quality idea even to the casual 
observer. Again, in small direct-mail enclosure folders, 
these photographs were associated with other carefully 
supervised details—fine paper and the best possible de- 
sign and printing. In the window display, each photo- 
graph bears a card lettered in large legible typewriter 
characters, explaining the process shown; and in the 
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print of the folders these explanations are repeated. These 
same photographs reproduced in newspaper advertising 
become a means of a three-fold continuation of the jp. 
direct quality impression in connection with this alert 
house. 

The success of the Michaelson’s service department lies 
principally in the ability of the staff, as experienced de. 
signers used to handling gems and all types of metals. 

(Please turn to page 211) 


One of the Michaelson services 
is plating and polishing. Pic- 
tures like these, shown in the 
windows, emphasize to the pub- 
lic the care given to this work. 


After a bath in a boiling alka- 
line cleaner, brushing makes a 
customer's ring newly immaculate 
and brings out beauty of stone 
and setting. This is a popular 
Michaelson service, dramatized 
by poster-size photos in windows. 
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Patented 
in the U.S. 
Patent Office 











TO INCREASE DIAMOND SALES WITH 


Magic Circle” Diamonds 


Do your diamond sales need a hypodermic needle! Here’s the answer to lagging business in 





any alert jewelery store! Magic Circle diamonds are the diamonds in demand because they 
are promoted .... they are guaranteed .. .. they have the patented highly polished girdle 
that gives the appearance of greater size—and they are outstanding values that enable you 
to offer your customers better diamonds for less money! It will pay you well to investigate this 
fast selling brand . . . an exclusive franchise for your city may be available if you act promptly! 
And there’s a complete merchandising and promotional package plan for dealers! Magic Circle 
diamonds offer one certain way to build greater customer confidence and added profitable volume. 


If you aren’t familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle 


diamonds in your city. In addition, Magic Circle diamonds may be purchased 
loose or mounted. 





Magic Circle Diamonds are Created and P2Produced ty 


The RUDOLPH DEUTSCH COMPANY 


Diamond Cullers - Manufacturing fewelers 
*Patented in the 
U.S. Patent Office 1258 EUCLID AVENUE ¢ CLEVELAND 15, OHIO 
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Telephone Quiz 
Builds Good Will 





(Above) Typical advertisements used 
by Carson's to publicize their tel- 
ephone quiz. (Right) Newspaper pub- 
licity was received when first con- 
test winner was given diamond ring. 


ARSON JEWELERS INC., owners and operators of 
the local Carson Jewelry Store at 215 E. North 
Street, Decatur, Ill., is sponsoring a radio quiz show to 
be heard on WSOY every Sunday evening at 9 p.m. The 
show was heard for the first time on the evening of 


May 9th. 


“Persons within a 100-mile radius of Decatur are 
called by telephone and grand prizes are awarded to 
those who can give the correct answers to the questions 
we ask,” says A. M. Lieberman, store manager. “No 
difficulty need be experienced in giving the right answers 
to the quiz questions because we publish the right answers 
in our advertisements in the Sunday newspaper. 


“The only catch, if you can call it such, lies in the 
fact that folks must read our ads to get the answers. If 
the individual does not read our ads, and is called on 
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the phone, it is just too bad for that individual if he ot 
she cannot give the right answer. 


“Our program runs for a half hour, and it is an m- 
teresting one,” says Mr. Lieberman. “During our initial 
program, ten calls were made, two of them to persons 


(Please turn to page 222) 
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in these 


magazines 
















Diamond ring customers should now know this 
story by heart... the story of the beauty 
and quality of Cardinal Bonded Diamond wedding 


and engagements rings .. . told again and again 
through Cardinal’s dramatic full-color national ads. 


Each month we plan to create more demand for 
Cardinal Bonded Diamond rings through assurance 
to our customers ...and yours... that Cardinal 
Diamonds are fine diamonds... guaranteed by the 
Cardinal Bond for color, clarity and brilliance. 


the Cardinal principles 
of good selling are yours 


when you buy 











bonded diamond rings 


CARDINAL DIAMOND SYNDICATE...BAUMAN-MASSA JEWELRY CO., ST. LOUIS * J. M. BENNETT CO., MINNEAPOLIS 
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The Ad-Viser 


-.- ype Faces and Their Use 


by IRVING SETTEL 


Seventeenth in a series of articles designed to help retail 


jewelers in doing a better advertising and promotion job, 


ee of the media you decide to use to 
promote your business, the copy will undoubtedly 
be set in type. This type will carry your message to the 
reader and will aid in making the sale. If your copy is 
legible, it is more likely to be seen and acted upon. Con- 
versely, if you choose a type face which is difficult to 
read, chances are that your sales message will be lost by 
the bulk of the readers. Consequently, each advertiser 
should have a basic knowledge of the field of typography. 
Because the subject is too large to cover completely on 
these pages, only information which is considered es- 
sential and helpful to the jewelry retailer will be offered. 


CAPITAL AND LOWER CASE LETTERS 

Capital letters are technically known as “upper case” 
or “caps”, and small letters are known as “lower case”. 
Also, there are smaller capitals known as “small caps”. 
When we require any of these in our copy, we specifically 
indicate the terms on the layouts. The results appear in 
one of the following ways: 

THIS IS SET IN CAPITALS OR UPPER CASE. 

Tuts Is Set 1n Caps AnD SMALL Caps, 

this is set in lower case. 


This Is Set In Upper And Lower Case. 


TYPE FAMILIES 

We should understand the meaning of the term “Type 
Family” or “Type Face”. These terms refer to a group 
of type styles which possess the same design throughout. 
While there may be many variations in size, shape and 
weight, the basic structure never changes. 


There are three broad categories into which all type 
faces fall: type with a “serif” (a small cross stroke at 
the end of the letter), sans-serif type (lacking the serif), 
and script (which imitates handwriting). Examples of 
these broad categories are as follows: 


This type has a serif. 
This is sans-serif type. 


This 4 script. 


Type with a serif, and sans-serif type are further 
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divided into two classifications: “Roman” (straight up 
and down) and “Italic” (slanted), as follows: 

This is Roman type with a serif. 

This is Italic type with a serif. 

Sans-serif Roman looks like this, while 

This is sans-serif Italic. 

Although there are a fairly large number of varieties 
of script type, the number of faces of sans-serif and serif 
type is simply enormous. They are, in fact, far too numer- 
ous to list here. , 
MEASUREMENT 

Type sizes are measured in “points”, one point being 
equal to 1/72nd of an inch. Hence, 8 point type would 
be equal in size to 8/72nds of an inch; 12 point type is 
12/72nds of an inch; 72 point type is exactly one inch 
high, etc. The smallest practical type used is 6 point. 
From 6 point upwards, most type families advance to 
8, 10, 12, 14, 18, 24, 30, 36, 48, 60 and 72 point. Not 
all type families are available in all type sizes. Most 
local newspapers will offer a choice, limited to the family 
most commonly used. 


The width of advertising space in most media is meas- 
ured in “Picas’”. One pica is 1/6th of an inch. Conse- 
quently, an advertisement which is 12 picas wide is 
equal to 2 inches; 36 picas, 6 inches, etc. Newspaper 
columns, generally, are 12 or 13 picas wide. 


The depth of space in which type is set is measured in 
“Agate Lines” which divides the inch into 14 parts. Since 
advertising space is so expensive, it is possible, with 
the agate line, to order space in parts as small as 1/14th 
of an inch. It must be remembered that 14 agate lines 
make up every inch of space regardless of the number 
of lines of type set in that space. Only one line of 72 
point type can be set in 14 agate lines of space. 

In ordering space in a newspaper, it is necessary to 
specify the number of agate lines desired. The width is 
usually predetermined by the width of the column. The 
pica is used when ordering printed matter for direct mail. 


(Please turn to page 221) 
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Modern Jeweler’ 
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J. Lovell Baker, C. G. 
(right center) 


With GIA Student 


Gemologists 
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Birks, Montreal 
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Henry Birks and Sons, Limited 
Calgary, Alberta, Canada 


Movers JEWELERS ARE EVERYWHERE! ... GIA Trained Gem- 
ologists, who know the variety and species of all gemstones . . . know 
how to grade the diamond scientifically and to judge its relative 
merits .. . are able through scientific tests to establish accurately the identity of any gemstone. 
Modern Jewelers attract new customers with the colorful history of gemstones such as the famed 
Cullinan Diamond. They are scientific gem experts who know more about all gemstones... 
they have the trust of their customers because they, themselves, know ... they don’t guess! 


Henry Birks and Sons Limited, world known Jewellers and Silversmiths, have grown with 
Canada since 1879 and have spread across a continent to include sixteen stores from Vancouver 
to Halifax. Birks cherish English tradition of craftsmanship ...fine work on sound materials... 
maintain gem testing laboratories equipped with GIA gem testing instruments in each store. 


Modern Jeweler, J. Lovell Baker, C. G., graduate of the Gemological Institute of America, Vice- 
President of Birks, Montreal, and world gem authority, writes: “Bzrks’ stores throughout Canada 
are increasingly convinced of the singular and immeasurable value of GIA Courses and have 


enrolled more than forty of their employees.” 
Send today for the new GIA brochure, The Story of Gemology, and you will readily see Yuslitute og 
a “Hohn Dark : 


why your enrollment in GIA Correspondence Courses is the best dollars-and-cents 





investment you can make. 
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GEMOLOGICAL INSTITUTE of AMERICA ccs. 


“No. 7 in the Modern Jeweler Series 541 SOUTH ALEXANDRIA AVE., LOS ANGELES 
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Gifts Bring 
Business To 


The Giver 


“—° RATHER put something in someone’s hand any 
day, than spend the same amount of money on 
straight advertising”, says S. M. Stevens, Regional Gen- 
eral Manager of Peter’s Jewelers of Philadelphia, New 
Jersey and New York State. Mr. Stevens naturally enjoys 
the sense of satisfaction in giving, especially when the 
gifts are needed, as in the case of one handicapped boy 
he, and several other merchants he interested, helped to 
find a normal life. In addition, his experience has shown 
that giving merchandise away, when it is done wisely, 
will often pay more than an equal amount spent in ad- 
vertising by more conventional media. Actions speak 
louder than words, in this as in any other business. Tell- 
ing the public about the quality of merchandise is fine. 
but giving some local resident a piece of that merchandise 
is even better because it presents your story dramatically. 
The recipient is glad to tell of its quality, eager for a 
chance to show and talk about his gift. Once a jeweler 
has distributed some merchandise, gratis, about the 
neighborhood, he has established a bond of gratitude, a 
warm glow of good will amongst the wide circle of ac- 
quaintances of the receiver, and those acquainted . with 


188 


by ANNA M. ROBBINS 


Exterior of the Peter's 
store in the Germantown 
district of Philadelphia. 
(Below) Newspaper ad- 
vertisement and the cards 
which were presented to 
persons accosted on the 
street by a _ representa- 
tive of Peter's Jewelers. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: on 
B4 West 48th Street 32/34 Holborn Viaduct 
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oe | We have a large stock of Precious Stones, mounted and unmounted from | 
2 which to make your selection. Let us cooperate with you on your special calls. | 
EROME RICHHEIMER Inc. 
GEMS OF | oe 
| 608 Fifth Avenue = New York 20, IN Y, 
; oe | * Reg. U. S. Pat. Off. ies 
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the deed through advertising, publicity and other means. 
Peter’s Jewelry Stores are neighborhood stores, frequently 
using this principle to meet the competition of the larger, 
and centrally located stores in the big cities. 

The trick is in selecting wise methods of distributing 
these gifts. M. Michael, another regional manager for 
Peter’s, consented to supplying details on a typical pro- 
motion which made good use of the appeal to community 
spirit. One of the stronger motives causing the public to 
buy in the smaller local stores rather than in the much 
advertised, centrally located shops, is that of sharing a 
common bond with those of “our neighborhood”. This 
community spirit is found alike in small towns, suburban 
sections and residential neighborhoods within a larger 
city. Such a residential neighborhood is Germantown in 
Philadelphia, where one of Peter’s stores is located. The 
area brags a movie of its own, a neighborhood news- 
paper, and many organizations of people with special in- 
terests who proudly prefix the name “Germantown” to 
the title of their organization; for instance, the German- 
town Business Men’s Association, organized to improve 
the welfare of the community. Peter’s took advantage of 
this organized loyalty, associated the store with the com- 
munity so that it might share this loyalty, by means of a 
contest which also accomplished many other things. 

“Who has done the most for our community?” the 
contest asked of all residents of the area. Answers were 
in the form of votes accompanied by a brief letter ex- 
plaining the reason this candidate was chosen. The ques- 
tion was posted on a billboard in the lobby of the local 
theatre, along with a list of rules. 

Circulars distributed to those who entered the store, 
and to those leaving the theatre contained a duplicate 
list of rules, plus a copy of the ballot which might be 
used. A facsimile ballot was also permitted. The local 
newspaper carried the same message in a special ad, and 
(Please turn to page 217) 








Interior of the Germantown 
store. Many gift promotions 
have been conducted by this 
firm, primarily on the theory 
that customers will remember 
firm which gave away gifts. 
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Ads which emphasized 
the location of the 
Peter's location 
the Germantown area. 
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More Sales In Your Slow Months 


You can pep up sales during those menths which you have come 


te regard as the inevitable doldrums, Here are some tips on 


how you can institute a year ’round merchandising program. 


eo are accustomed to having booming sales 
in certain seasons, and experiencing sales slumps 
in others. Many have resigned themselves to this con- 
dition; others have done something about it, and have 
proved that jewelry store sales can remain high all through 
the year if you use sales promotion properly. 


Just how effectively concrete action can help over- 
come a seasonal sales slump was demonstrated recently in 
Louisiana. There, dealers in butane gas faced a situa- 
tion many times rougher than that of the jeweler whose 
sales keep at least a certain level all through the twelve 
months. The butane dealers’ sales were close to nil for 
eight months of the year, but boomed during the remain- 
ing four months of cold weather. Smart selling straight- 
ened out their sales curve, proving that jewelry stores, 
which face a many times more favorable situation, can 
do likewise. 


The butane dealers concentrated an advertising cam- 
paign to sell their prospects on the advisability of tanking 
up in the hot months, when butane was plentiful, to 
avoid being short-rationed during cold months when 
demand was high. In other words, they found a customer 
problem and proposed a solution for it. By doing this, 
they made the once laggard eight months almost as pros- 
perous as the profitable four months. 


What they did, many jewelers have also done. You 
can straighten out sales slumps in the slow months, and 
make the low-volume months almost as important to 
your annual profit as the big demand months. Here 
are eight merchandising ideas that have been used suc- 
cessfully to pep up slow jewelry store sales periods: 


1. Pick out the things that people do want in the slow 
months. 


One of the factors that make a slow month slump is 
the decreased desire on the part of customers for many 
things. They want fewer things than they want in the 
good, strong months——but they do not stop buying al- 
together. There are always things people need. In the 
winter, they need certain merchandise. In the summer, 
they want other things. But there is always some thing 
the customer wants or needs. 
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If you go over your stock with a fine tooth comb, 
you'll find that many items are fast sellers during the 
slow season. Make a list of these, and note the compara- 
tive demand for each so you have a good notion as to 
which are the true slow month leaders. Then— 


2. Push these slow-month fast sellers vigorously. 


Every jeweler is familiar with the sound philosopy 
of leader merchandising. It consists of picking an item 
that is “hot” because of strong demand, low price, or 
previous unavailability, and offering this leader to the 
public as a means of bringing a flood of traffic into the 
store. The wise leader merchandiser usually plans his 
promotion with an eye to selling additional items to the 
people who come in for his leader, or up-trading them 
to a higher priced line. 


In the same way, your wanted-in-the-slow-months mer- 
chandise is a good basis for leader merchandising. You 
bring ’em in with items you know they want by advertis- 
ing these strongly. Then you arrange to sell additional 
merchandise, possibly related slow-month lines, to the 
customers when your advertising has pulled them through 
your door. 

One good way to do this is to group the related line 
in a display with your slow-month leader special. Then, 
when customers see the leader displayed in your store, 
they see additional merchandise they also need. Power 
of suggestion, one of the most potent forces in the sales 
promotion tool kit, does the rest (along, possibly, with 
some nudzing from your salespeople). 


3. Try to find ways in which your customers can use 
the slow seasonal merchandise they do not know they 
need. 

You may discover that your customers are accustomed 
to using one item for a certain purpose only, but that 
it has additional uses as well. Often, the customers are 
not familiar with potential uses that might pep up your 
slow season volume—but they can be taught. All you 
need is clever advertising that plays up the new or partly 


(Please turn to page 213) 
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delicately crafted of 10 and 14 karat gold...in creatively 
designed patterns ... to lend an air of lasting beauty 
and performance to pearls. 
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We announce with pleasure that increased production 
permits us to open new accounts. All inquiries will be 
given immediate attention. 
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Accent on Compacts 


Builds Traftfie. Volume 


jewelry customers as well as a sizable 
volume in their own right, was result 


of accenting compacts by Kay Jewelery Co. 


OW that compacts are such an essential part of a 

woman’s wardrobe due to advertising programs 

in fashion magazines, newspapers, and on the radio, we 

have departmentized the normal jewelry accessory section 

of our downtown Los Angeles store into a compact bar. 

Here we feature the top compact lines in both the show 
case and the back bar fixture. 


Compact sales are growing in importance, thus playing 
an ever-increasing part in the store’s volume. Conse- 
quently, this department was installed immediately to 
the right of the store entrance. We have found that this 
location has been the means of increasing our store traffic 
and has also increased our compact volume immeasur- 


ably. 
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Increased store traffic with many new 






A customer brings hic y; 

into Kay's so that ie a 
make her own selection of 
a compact. Rose Haber who 
heads section, presents a 
set of three for his choice, 





Compacts are suggested for 
every gift-giving occasion — 
such as Mother's Day ad, 
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On the other hand, this complete compact bar has] 
proven to be a healthy sales builder for the rest of the 7 
store. Consistent window displays and regular newspa-~ 
per advertising of compacts also play a direct part m7 
making new patrons for our establishment. Compacts ~ 
are highlighted in all of our window displays, and we ~ 
have found that we meet with very little resistance i ~ 
selling the better types. 
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Soon after this new store was opened, considerable 
thought was given to the selection of compact lines. It 1s 
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the management’s endeavor to have a stock so complete 
that any man or woman shopping for a compact—whether 
it be one to go with a business costume, a dressier day- 
time ensemble, or a glamorous one to be worn for formal 
occasions—our selection will be so complete that a 
prospective patron will have no problem in choosing 
from our very representative stock. 

By keeping our stocks complete at all times, we are 
in a position to be able to meet all requirements, such 
as a request for a lodge gift with an insignia on it, or 
one with semi-precious stones as a very special gift. 

The location of this store is right in the heart of Los 
Angeles’ better retail selling section. Here there is a heavy 
street traffic of those interested in the nicer and smarter 
things. 

There is not a gift-giving season that we do not feature 
and prominently display compacts—Mother’s Day, Valen- 
tine’s Day, Easter, and for the June graduations and 
June weddings. And, of course, we never have enough 
during the Christmas holiday season, when there is at 
least one or more compacts on everyone’s Christmas list. 
There are also many daily occasions, such as birthdays, 
prizes, etc., when compacts are given as gifts. 

We find that concentrating on complete lines of com- 
pacts, which have the regular round, square-type, and 
other exclusive styles, has warranted our keeping a 
permanent saleslady, not only for selling compacts but 
also for keeping her department and displays up to the 
minute. Since a good many department stores have ex- 
clusive compact bars which, in time, have taken some 
volume away from the retail jewelry stores, our procedure 
and policy as outlined has kept the compact shopper 
traffic in our store and has reduced the loss of sales to 
other retailers to a minimum. 

I have made many compact sales to people buying 
wedding ring ensembles by suggesting that compacts 
would make ideal gifts for bridesmaids. Our sales person- 
nel make the same suggestion and this has added greatly 
to our compact volume. 
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Harold Glass, manager of Kay's, sells 
@ prospective groom the idea of giv- 
ing compacts as gifts for bridesmaids. 


by HAROLD GLASS 
Manager Kay Jewelry Co. 
Los Angeles, Calif. 


This Mother's Day compact Section of 
Kay's window was the means of stiny 
lating good amount of street traffic 
Newspaper ads always back up windoy 
display for complete promotional iob, 


















Rose Haber, who specializes in compact selling ant 
merchandising, religiously reads fashion magazines t 
obtain ideas and trends of fashion, like choosing th 
right accessories to harmonize with the up-to-the-minute 
costume. I, in turn, receive from Miss Haber such advice 
on fashion trends and from customer reaction which ha 
proved very beneficial to me in selecting our compat 
styles and designs. 

There are so many, many jewelry store items in # 
dition to compacts which have a distinct bearing # 
current fashion trends that I personally do considerable 
research along this line as well as making observatiot 
of what makes a well-dressed woman have that wel 
dressed look. One meets many such persons in soil 
gatherings after store hours, and a great deal of practic 
information on styles may be had right in one’s ow 
circle of acquaintances. 

“Why are some compacts priced higher than others!” 
That is a common question which calls for an intelliget 

(Please turn to page 222) 
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Our stock is complete in every department with the newest and most desirable jew- 
elry store merchandise. This has been carefully selected over the past few weeks by our 
staff of experienced buyers. 
Your buying problem will be an easy one if you select your merchandise from our 
: varied assortment by either a personal visit to our showrooms, from our salesmen or out of 
the our big complete 1948 catalogue which lists and illustrates thousands of items in Diamonds, 
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Two states, Connecticut and Rhode Island, have modified 
sales tax legislation in 1948. Many other states have 


new levies pending; more are planned for 1949 sessions. 


ROPOSALS for new and increased state sales taxes 
will continue to be major future state legislative 
issues, a survey indicates, despite the fact that no such 
measures have been enacted thus far this year and two 
state sales taxes have been modified through 1948 legis- 
lative action. 

In Massachusetts, where the 1948 legislature was still 
in session at this writing, enactment of a 2 per cent sales 
tax was proposed to finance a $28,500,000 program of 
state aid to education. 

Eventual enactment of a Kentucky gross income (sales) 
tax law, similar to Indiana’s, has been advocated by the 
Kentucky Education Association as a means of raising 
revenue to increase state aid for schools and other pur- 
poses. Such a proposal was not pressed at the 1948 Ken- 
tucky legislative session, however. 

A proposal to increase Louisiana’s state sales tax from 
1 to 2 per cent was on the agenda for the 1948 session 
of the Louisiana legislature, which convened May 10. 

Wisconsin’s electorate will vote in November on the 
question of whether a 3 per cent sales tax should be 
enacted to raise revenue for a soldiers’ bonus program. 

Half-way through the Missouri legislature at this writ- 
ing was a proposed state constitutional amendment to 
finance a soldiers’ bonus program through a l-cent in- 
crease in the state sales tax. If given final legislative 
approval, the proposal would be submitted to the voters 
in November. 

Nevada’s legislature next year is expected to consider 
enactment of a sales tax, with the issue currently being 
studied there by the State Legislative Counsel Bureau. A 
sales tax to provide revenue for highway construction 
and other purposes has been suggested in Nebraska, with 
the probability that it will be a 1949 legislative issue. 

Sales tax proposals are looming in a number of other 
states for consideration next year, when the legislatures 
of some 44 states will convene in regular session. Indi- 
cations are that the sales tax trend has by no means been 
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New State Sales Taxes Proposed 
Although None Enacted This Year 





by BETHUNE JONES 


reversed, even though most of the action on the issue in 
the comparatively few legislatures convening this year 
has been favorable from the taxpayers’ viewpoint. 

Connecticut’s sales and use tax was cut from 3 per 
cent to 1 per cent, effective April 1, by a special legislative 
session. The 1 per cent rate will be continued until June 
30, 1949, when it will go to 2 per cent and remain at that 
level until June 30, 1951, expiration date of the present 
law. A number of other changes also were made in the Con- 
necticut levy. Exemptions were broadened to include 
restaurant meals costing less than $1 and materials used 
directly in agricultural and industrial production and by 
public utilities. The use tax was removed from purchases 
of $25 or less made outside Connecticut for personal 
use or consumption inside the state. 


Other modifications in the Connecticut tax included an 
increase in the minimum purchase price affected by the 
levy from 13 to 25 cents. On trade-ins of used cars, the 
tax is placed by the new measure only on the difference 
between the trade-in and the sales price of the new ve- 
hicle. It also was provided that merchants may include 
the tax charge in their advertised selling price. 


Rhode Island’s 1948 legislature enacted a bill exempt 
ing food, medicines, medical supplies, dentures and eye 
glasses from the state’s 1 per cent sales tax, effective 
April 1. In response to the demands of merchants, it 
rejected a proposed change which would have made cok 
lection of the levy by retailers permissive rather than 
mandatory. Representatives of business groups had pro- 
tested that if retailers were given the option of not ad 
ding the tax to their prices, pressure from consumets 
would force retailers to bear the entire tax burden. 

Connecticut and Rhode Island, together with Maryland 
and Tennessee, enacted new state sales taxes last yeal; 
bringing to a total of 27 the number of states now using 





(Please turn to page 215) 
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Model Store 
Is a Feature 
Of Ball Co.'s 


New Loeation 


HEN The Ball Company, Chicago, IIl., wholesale 

jewelers, recently moved to its new location at 6 
North Michigan Ave., a complete modernization of the 
company headquarters was undertaken. A feature of the 
new offices is the fashionably designed model store, which 
is not only a “show place” for Ball Company merchan- 
dise and a buying center for customers, but also an ex- 
ample for jewelers in planning their own store moderni- 
zation. 

The design of this new model store is such that mer- 
chandise is in plain sight everywhere. Effective use of 
display material is made, with uses of various types of 
displays on counters, in display cases and in windows. 
The store is also designed for visitors’ comfort and con- 
venience, with comfortable chairs, air conditioning and 
brilliant fluorescent lighting. 

The entrance of model store is immediately adjacent 
to the reception room of the new Ball Company offices. 
Directly inside the store’s front door is a display room 
outfitted with chairs and desk-type display cases. Here 
visitors can inspect merchandise close at hand, or sit 
back and relax while they view goods on display in win- 

(Please turn to page 251) 

















Counter and shelf displaye ; 
the Ball Co. model am scoalll 
jewelry and appliances just as a 
jeweler might display merchandise 
n his own modern establishment 
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Entrance to the fashionable new Ball Co. model store. 
This shows display windows and a glimpse of interior, 


























Comfortable chairs and desk-type display cases permit 
leisurely inspection of goods in pleasant surroundings 
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1. "Duo-Lite" by Thorens, combination cigarette case and 
lighter of B. bronze. Double action lighter works 
automatically when case is closed, or by itself. $12.95, 
gift boxed, no tax. From Rexon, Inc., 122 5th Ave., N. Y. 


2. New thin model traveling alarm clock has luminous dial 
and is available in brown, tan, maroon and blue simulated 
leather. Priced to retail at $9.95, plus tax. Phinney- 
Walker Div. Semca Clock Co., 30 Irving Place, New York. 


3. A.S.R. lighters are now available in sterling silver 
in two styles, either a plain mirror finish or an engine 
turned design. They list at $20. From American Safety 
Razor Corporation, 315 Jay Street, Brooklyn, New York. 


4. The "Lustre' by Seth Thomas, Div. of General Time In- 
struments Corp., Thomaston, Conn., has prism-cut, clear 
plastic case. Silver dial with white numeral track and 
black numbers and hands. Retails for $25, plus the tax. 


5. In line with the new "bold look" in men's fashions is 
this tie clasp and cuff link set from new "Golden Grid" 
line by Jacques Kreisler Mfg. Corp., North Bergen, N. J. 
1/20 12K gold fill, set retails at $17.95, tax included. 


6. "Cornucopia’ pin and earring set features combination 
of pearls and silver. Pin retails about $13; earrings $7, 
plus tax. DeCortene, 5200 Santa Monica Blvd., Hollywood. 
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1. A real shell cameo features this antique brooch repro- 
duction of hand engraved three-tone 1/20 12K gold fill, 
from the Walter E. Hayward Co., Inc., Attleboro, Mass. 


2. Three-heat electric warming pad by Manning-Bowman & 
Co., Meriden, Conn., has a tailored satin-quilted cover. 
Heating element is sealed against moisture and dampness. 
Attractively packaged, the unit retails for about $9.95. 


3. This new latch tie clip by Anson, Incorporated, 24 Baker 
St., Providence, R. I., is fashioned after well known door 
latch. Gold plated, tie clip retails for $2, plus tax. 


4. The “Regeliter" by Atlantic Jewelry Co., 387 Charles 
St., Providence, R. |., made expressly for women, features 
push-button control, extra fuel capacity, 1/20 12 K gold 
fill case, plain or stone set, it retails for $10 or $11. 


5. This purse or pocket perfume dispenser can be filled 
with milady's favorite perfume which is released drop at 
a time. Plastic Molded Products, Inc., Los Angeles, Cal. 


6. End sections of the "Quartet," a new men's expansion 
watchband by Flex-Let Expansion Products, of Providence, 
R. |., are fashioned of four matching snake chains. It is 
made in 1/20 12K gold filled in yellow, pink or white. 
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Of course NOT. Such a sign would keep practically all of your prospects. 
from coming into your store. Because very few of them speak only Spanish. 
But it’s just as easy to cut off your big bread-and-butter, mass market by 
merchandising that shoots only for a limited group of “class” shoppers. 

In tableware, King Edward Silverplate speaks the language of your important 
wage-earner customers and customers-to-be. King Edward Silverplate is 
expensively styled and finished but is priced for easy buying within the 
most modest budget. 


And for you, King Edward Silverplate offers so many traffic-making, 
sales-making “extras” . . . complete set assortments, unlimited open stock 


selections, magnificent packaging, an “unlimited service guarantee,” ye Y 
powerful national advertising, store-proved promotion support. fl (va 
This year speak the language of most of your customers. Feature ~ 


King Edward Silverplate. 








EXQUISITE 
é 
*only Spanish is spoken in this store | Ue [’ a c 
Visit our exhibit t the Nati 1 Jewel Fair, 
July 26-29, y malig Hotel, Shtemne Fico 512. poevler Priceg sij . 
513) and at the A.N.R.J.4. Convention, August vqgne Yerp; yo® 
8-12, Waldorf-Astoria, New York (Carpenter Suite). ? Gte with the high price? 





NATIONAL SILVER COM PAN Y New York - Chicago - Detroit - Dallas - Miami - Los Angeles - Atlanta - San Francisco - Portland (Ore.) - Seattle. 
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SILVER CLUB SETS NEW PACE FOR SALES 
(From page 161) 














































on which she wrote her name. Her purchases were re. 
corded on a card which listed the pattern, the ‘amaagal 
place settings bought, and a listing was also provided 
for hollowware. For the bride this was especially helpfyl 
as such records prevented her friends from buyin 7 
duplications. ae: 

“Our business increased several hundred per cent dur 
ing the month of the campaign,” Mr. Jessop said, “And 
even though the accounts were figured to be paid up com. 
pletely fourteen months later, we find now that they wil] 
be fylly paid in nine months instead. People wanted to 
pay more on their purchases, with the average amount 
being 514 per cent of the sale. And as time went on, the 
patrons increased their payments.” 


PROMOTION ATTRACTS OLDER GROUP 


Surprisingly enough, the first six people who came in 
to buy were on the average of 45 years old. This, of 
course, has a great deal to do with the anxiety of the 
patrons to pay more than required. Jessop, who had really 
expected more response from young girls and brides-to-be, 
was very much pleased that the promotion attracted this 
forty-year-old group. “We knew that these people were 
mature in their judgment and, consequently, more stable. 
They were also aware of the advantages of buying silver 
in this way. And as proof of this group’s stability, we have 
had to reclaim only one set of silver,” he said. 

Many housewives came into the store saying, “I have 
always wanted sterling silver, but I never felt as though 
I could afford it. I think it is a wonderful opportunity to 
be able to purchase silver at the low terms you are offer- 
ing.” These statements made Jessop’s realize that they 
were also building prestige and making new friends every 
day. 

During the campaign the patron was given her choice 
of 55 active flatware patterns—all arranged attractively 
in the showcases. While some of the 55 patterns moved 
quickly, others were slow. In order to make these slower 
patterns move more quickly, Jessop put p.m.’s on them. 
This, of course, gave the salesforce an incentive, and in 
that way, inventory was controlled. 

In each showcase of flatware. Jessop placed a highly 
polished silver dollar, instructing his salespeople to point 
out the fact that the edge of a sterling fork was much finer. 
The store has always carried the finest nationally adver- 
tised brands of sterling, and the Silver Salon devotes much 
attention to properly displaying it. The sterling is kept 
spotlessly clean and shining by one woman who does 
nothing but clean silver. 






Importers and Cutters of 


Precious and Semi-Precious Stones 
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STIMULATES STORE-WIDE ACTIVITY 


The returns of this spectacular campaign prompted 
hundreds of inquiries from jewelers all over the country 
asking for details and the rudiments of the plan, which 
makes Richard Jessop believe that such promotions will 
become one of the salient features in the jewelers’ attempts 
to keep the business at the jewelry stores. 

The sale not only made the town silver-conscious but 
also it stimulated activity in every department in the 





store. Segregating the sterling promotion volume from 
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; silver business, the heads of the firm found 
ll did enough business from the regular volume 
d overhead for that department during 


the regula 
that they st 
to cover expenses an 


the month. 3 . ae 
The successful promotion involved a major advertising 


job by Barnes-Chase in San Diego, Calif., who developed 
, series of powerful advertisements. The first advertise- 
ments Which covered almost a page were inserted in the 
three San Diego papers at the beginning of the month. 
Window displays were keyed to the promotion, and a 
blown-up copy of the announcement was featured promin- 
ently. Thirty three cents in bright, new coins were scat- 
tered about in the window. 

Richard Jessop knew that publicity of the event was 
important. So, he arranged to have a young unmar- 
ried girl come in and buy the first place setting. Natur- 
ally, the newspapers all carried pictures of the girl buy- 
ing silver flatware and receiving the number-one card. 
(Since that time the young lady has purchased seven 
place settings.) This publicity proved to be an invaluable 
aid in making the community aware of the event. 

A week later smaller announcements were placed in 
the three papers—just as the campaign was beginning to 
gather momentum. At the end of the sale, three small 
advertisements were again placed in the three papers and 
announced the closing date of the Sterling Silver Club. 
The last day of sale there were 24 salespeople on the floor, 
instead of the usual 10. 

The day after the promotion was over, eight people 
came into the store with hopes of becoming members of 
the Club. “The promotion gained in intensity as it went 
along,” Mr. Jessop explained. “It is perhaps the biggest 
thing that I have ever seen happen. The consumer’s posi- 
tive reaction to such a promotion is proof in itself of 
the jeweler’s actual potential power.” 


HOUSE-TO-HOUSE PEDDLERS QUIT JOBS 

“Since we put on that promotion,” said Mr. Jessop, 
“three house-to-house salesmen have quit their jobs. And 
a fourth one has asked me for a job. Of the three who 
quit, | hired one who is a fine salesman.” Mr. Jessop is 
of the opinion that these salesmen are excellent sales- 
people and have a good many concrete and valuable ideas 
on the art of selling people sterling. 

Jessop warns, however, that this kind of promotion 
entails heavy financing. “People come in and buy the 
silver and the jeweler must be prepared to pay the Fed- 
eral Tax immediately on the total value of the sale. I 
would advise every jeweler to consider a promotion of 
this kind from a relative view, taking into consideration 
how much business he can elicit from his community. 
For instance,” he explained, “jewelers in small towns 
with ten to twenty thousand population only must look 
at that aspect and consider how much of a return he 
can expect. The returns of jewelers in large cities could 
not possibly be compared to those in small towns.” 

The more than satisfactory reaction to the Sterling 
Silver Club prompted Richard Jessop to say that most 
of the old-time jewelers are top-heavy with prestige. “This 
is a year for them to really promote and gain new con- 
fidence from the public. And if they are going to keep 
the jewelry business in the jewelry stores, they must be 
more progressive and begin to use department store 
methods. The carriage trade has slipped,” Mr. Jessop 
contended, “and the buying public is vitally concerned 
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with price and merchandise value—not with the prestige In the remodeling, the selling floor was doubled in 


of buying from an exclusive jeweler.” space. An additional workroom was opened on a balcony 
With competition increasing every day, Jessop feels as well as storage space and a lounge for employees, 
that the jeweler must know and feel the pulse of the Through the years Mr. Christensen has been actiye jy 
public. “He must be sensitive to their reactions and to club and association circles. He is a member of th 
their demands. The tempo of business today forces the Masonic Lodge and Past Potentate of the Shriners ang 
the jeweler to either go forward or backward—he can’t belongs to leading civic organizations. He is president 
stand still!” of the local Improvement Association of the district in 


which he lives. Interested in sports, he sponsors three 
bowling teams. All of these activities bring friendshipg 
QUALITY GOODS MAKE STEADY CUSTOMERS which build goodwill for the store. The care taken 1 
present quality merchandise efficiently, following through 
with good service, sustains interest. 

It is a long way from the small one-showcase and one. 
watch repair shop opened in the same location 26 years 





(From page 163) 


effect of the setting. Color is again caught up in the 
upholstery of chairs and settees in a lounge at one side of 


the front set up for the comfort of clients of the optical ago, to the beautiful store of today, which, at its Open 
section. . House in celebration of this latest expansion, drew 7,00) 
Displays in the showcases are changed every month. visitors. The faithful adherence to basic principles of 


In remodeling, the ceiling was lowered and an acoustical 
ceiling set in. A canopy with spotlighting is at the center 
arranged to throw light on the cases. Indirect lighting 
runs around the store concealed by a finishing ledge. TWO WINDOWS FOR THE COMING MONTH 

Mr. Christensen is an optometrist and conducts that 
business in connection with the jewelry store. The optical 


good merchandising has paid off for this jeweler. 





(From page 165) 


department is set apart to permit complete privacy. A etiquette or one of the manufacturer’s books on table set. 

complete service is offered with workrooms at the rear, tings. One fork out of place will bring someone in with 

and the newest in equipment has been installed. chapter and verse from Emily Post to correct you—and 
This department brings many persons to the store you should be the authority on this subject in your 

which in turn is benefited in the jewelry section through community! 

interest awakened by display. One of the accompanying sketches illustrates how a 
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table setting may be combined with other merchandise 
to advantage. The table in the window must frequently 
be placed rather low, leaving the window background 
quite barren. In such a case, a series of shelves or shadow 
boxes against the background can display merchandise 
used for the dining service, but which does not appear 
on the table—pitchers, meat dishes, vegetable dishes, 
cocktail sets and fruit bowls. Gay curtains or drapes at 
either end add color and may conceal any awkward or 
temporary construction supporting the shelves. In the 
sketch, the table is set for a buffet supper, but this ar- 
rangement might be used over and over for all kinds of 
settings. 

The second sketch suggests a way of showing four or 
five different combinations of accessories in one window. 
The small table tops are placed at varying heights to 
add interest to the window arrangement. Small table- 
cloths cover them. These cloths may have to be especially 
made, for even the standard bridge table cover would be 
much too large, but correct sizes can be cut from inex- 
pensive yard goods of some kind and machine hems 
quickly run in. A plain fabric in five different colors 
would give a gay appearance with china patterns selected 
to harmonize. A flower centerpiece, candles and other 
table accessories are used to fill in. Copy appears in a 
narrow picture frame against the background. 





VERSATILE SELLING IN UNIVERSITY STORE 
(From page 167) 


each year there are several thousand new potential en- 
gagement ring prospects. Consequently, the diamond de- 
partment is emphasized. Chairs are stationed along the 
outer rim of two crescent-shaped tables behind the dia- 
mond showcase where nervous young male students, 
either alone, or accompanied by their “steadies”, may 
inspect rings in uninterrupted privacy. 

“The limited budget angle rears its head in personal 
sales relations with students,” says the jeweler. “Because 
the majority of them operate on a pinching budget, they 
usually make purchases only after shopping excursions 
in which they make interminable comparisons of mer- 
chandise. They may visit as many as five jewelry stores 
for a small gift. Only clerks with a great deal of patience 
are able to bring out item after item and answer the 
barrage of questions posed by students.” 


Although the University traffic accounts for the firm’s 
biggest market for inexpensive diamond rings, many non- 
matrimony minded students come seeking gifts. Mascu- 
line students usually select pearls, costume jewelry, cig- 
arette lighters, and compacts for their girl friends. Co-eds 
have a marked preference for selecting lighters, leather 
accessories and identification bracelets for their beaus. 
Girls shopping for gifts for other girls usually give the 
nod to sterling flatware or costume jewelry. Students 
selecting gifts for their fathers usually purchase lighters 
or leather accessories. For mothers, costume jewelry or 
silver holloware is favored. 

“Display ads in campus publications, with copy pre- 
pared with the same mature, informative touch as is given 
in metropolitan newspaper ads, have figured significantly 
in our successful bid for student business,” Mr. Jensen 
points out. He adds, “Often, retailers woo the student 
market with casually written, insipid, institutional ads. 
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In reality, students are as discriminating in their 

isal of ad- ther readers— = 
praisal of ad-copy as other readers—probably more go 
Our school ads are profusely studded with mention “a 
topnotch lines, and we also frequently use lists o 
ideas for students on various occasions.” 

The Jensen & Nielsen firm recently climaxed fifteen 
years of jewelry retailing by opening their modernized 
store. Some $25,000 was allocated by Mr. Jensen and his 
partner, Fred J. Nielsen, for modernizing the University 
District store, located in the suburban business district 
near the institution of learning. 

A highlight area of the 900 square feet of selling room 
on the main floor and 350 square feet in the balcony of 
this modernized store is the sterling silverware display 
niche, equipped with a handsome table-high showcase 
and easy chairs. The case is 91/2 feet long x 114 feet deep 
and is fitted with indirect fluorescent illumination. 

Silver holloware sales alone spurted forty percent after 
the remodeling and sales of other lines are also zooming 
upward in the redecorated store. 

Sales of such sterling silver items as compotes, bon bons, 
sandwich trays, bread trays, salt and pepper shakers, ash 
trays, sugar and creamers—all popular items with gift 
shoppers seeking something “extra nice, yet inexpensive” 
—have improved greatly in the revamped quarters. 

Mr. Jensen, who manages the retail establishment while 
his partner, Mr. Nielsen, supervises the firm’s downtown 
jewelry factory, says the tip in selling silver holloware is 
to push hard on quality names. He says “We try, also, to 
find out the purpose the pieces are intended to serve, and 
then offer helpful suggestions as to design, size and num- 
ber of items.” 


f gift 


SIMPLICITY BASIS OF WINDOW DISPLAY 


Like good taste in so many things, simplicity, Jeweler 
Jensen feels, is the basis of good window display tech- 
nique. A characteristic holloware display at the store bal- 
ances coffee services and ensembles in an exact center ar- 
rangement with smaller units on the sides and trays lean- 
ing in the background. 


Mr. Jensen teams up with Miss Stella Ullestad, a sales- 
lady, in decorating the two windows. 

Both trimmers share the opinion that props, to be used 
effectively, should be unobtrusive, and not detract from 
the merchandise. Velvet, fur cloth, ribbed material, 
myriad-colored crepe paper, and metallic cloth, adorn 
graduated blocks, necklace stands, individual ring boxes, 
vari-shaped pads and satin-lined gift boxes in Jensen & 
Nielsen’s windows. 


A battery of direct spotlights, trained at a slight angle 
from the street side and doorway side, toward the center 
of the windows, provide a striking lighting effect. 

Like artists in any field of endeavor, Mr. Jensen and 
Miss Ullestad have their favorite among all of their win- 
dow creations. 


They single out as their No. 1 window, a display which 
was a hodge-podge of merchandise from almost every 
store department. On the left was a 3-tiered, velvet-cov- 
ered prop displaying a compote, a nut dish and a place 
setting of silver. At the base of the prop was an illustrated 
plaque of American Beauty roses, tied in with the place 
setting. Front and center of the window was an assortment 
of semi-precious stones in individual boxes on a bare 
varnished surface. Behind the stones were staggered rows 
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t diamond rings. In back were two graduated tiers of 
: . moon-shaped blocks containing a mahogany mantle 
wn at the top and a lady’s wrist watch below. Stretched 
re the sides of the window were rows of other watches, 
a anageed arrangement, and men’s accessories in 
ieather-bound, metal-trimmed gift boxes. . . 
“This particular window sold merchandise because it 
had a variety of items ranking high in local consumer 
interest displayed against an artful, colorful background.” 
said Mr. Jensen. . | 

Jewelry, designed to specific tastes, is a specialty of 
the Jensen and Nielsen factory, which had a total 1947 
payroll of $80,000. Serving jewelry retailers throughout 
the Pacific Northwest, Alaska and Hawaii, the shop’s 
custom-jewelry work includes engraving, ring sizing, 
stone setting and other services. 

“It is not unusual for Fred [Nielsen], who directs the 
manufacturing division,” said Mr. Jensen, “to put in an 
appearance at the retail store on a Saturday afternoon and 
sell a handsome diamond ring set which has been pro- 
duced under his guidance in the shop during the week.” 





FEMININITY STRESSED IN STARS' JEWELRY 
(From page 178) 


0. Selznick’s production, “Mr. Blandings Builds His 
Dream House,” wears jewelry in the film that presents 
successful efforts of screen designers in correlating jew- 
elry and clothes with harmonious results. 

One ensemble which Miss Loy wears is a striking Dior 
original of black silk moire with an ankle-length bouffant 


skirt. With this she wears a young fortune of diamond 
jewelry consisting of a black velvet ribbon set with glit- 
tering diamonds. Small matching ear clips and a filigree 
bracelet designed to coordinate with necklace completes 
finishing touches. 

Pearls come in for a lot of attention in the film, with 
Miss Loy using some interesting deviations. Instead of 
the conventional gilet or scarf with her suit of jet black 
broadcloth, Miss Loy wears a six-strand necklace of pearls 
shading from white through smoke-gray. Matching ear- 
rings are fashioned of one large pearl and a smaller one. 

For a dinner dress with simple but expressive Grecian 
lines, Miss Loy uses a large necklace of smoke-gray and 
smoke pearls which is tied at the neckline. The gray dress 
and soft gray-looking pearls create a study in monotones 
and present a striking picture of beauty and harmony. 





SERVICE ALSO MEANS SALE 
(From page 182) 


The great proportion of orders come from customers who 
bring to the firm collections of odds and ends of old-style 
or broken jewelry. A woman may come in for example. 
with an odd earring and a matching pin, some loose 
stones and a little old gold, perhaps in stoneless old ring 
settings. 

First, there is a discussion as to what the potentials in 
the material may happen to be. Then from this general 
basis of agreement, one or more sketched designs are 
made up, in color, so that the customer can get a clear 
idea of what the finished piece will look like, and can also 
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have a basic design before her, on which to base an 
suggested changes. This design, after the order is het 
pleted, is kept in the Michaelson safe, and is not used 
again unless upon specific order from the customer, 


These special orders require infinite ingenuity if the 
customer is to be pleased. The finished work must be 
beautiful both in design and workmanship. Since the 
public which this house serves is largely a cross section 
of this metropolitan city, the price must be within com. 
fortable reach of the average business and professional 
group which appreciates the best. The designers mug 
know period styles, and, in Washington, the character. 
istics of nationality preference in jewels and settings. To 
a degree, these might be acquired skills, but as young 
Mr. Michaelson explains: “There is something which 
cannot be taught. A feeling for this kind of work. Some. 
thing ‘in the blood’ where three generations have beep 
working with metals and fine stones.” 


Significantly the Michaelson service department is on 
the main floor of the establishment, in a walled-off see. 
tion of the main display room, occupying valuable floor 
space which must and does pay its way substantially. The 
entire service shop occupies a space just 12 by 15 feet, 
It is located at the rear right of the store, on the corner, 
so that it does have the advantage of some outside ex. 
posure to daylight. In this small space, as you enter, the 
left wall is filled by a safe and a polishing bench. Beyond, 
along the far wall, are two benches, where the plating and 
cleaning is done; to the right towards the street side of 
the room, four work benches are aligned to take ad- 
vantage of the best light; and against the fourth wall is 
set the engraving machine. In the center open space are 
two rolling mills, where the many miscellaneous frag- 
ments of metal which come into the department can be 


| worked to desired thickness. 


STREAMLINED FOR EFFICIENCY 


In this compact space, the firm’s entire repair service 
and special design work are taken care of. Tools and 
equipment are close at hand. All waste motion is elimi- 
nated. In this busy downtown section of Washington 
space is at a premium; and at the B. Michaelson estab- 
lishment instead of creating limitations, the fact of com- 
pactness is made to serve as an advantage. With small 
overhead, the Michaelson group of creative artists pro- 
duce a constant flow of custom pieces which bring dis- 
tinction to the house, and a substantial return on space 
and time invested. 


In charge of the department is charming B. Michael- 
son, Sr., an experienced gold and silversmith, whose 
handiwork today is the product of 40 years in the jewelry 
business in Cincinnati, Ohio, and in Washington, D. C. 
Part of his training was received from his father, also 


_an able worker in precious metals, who as a young man 


in the fabulous days of the last Tzar of the Russians 
made the hand-hammered table service for the Royal 
Army. As B. Michaelson, Jr., says proudly and fondly: 


,?? 


“Father can do anything! 
With five men working under this expert direction, 


| the routine of plating, polishing, resetting and repairing 


becomes a personal and exclusive type of service con- 
tributing to the prestige, as well as the goodwill asset of 
the business. The customer who comes in first to have 
service work done in connection with valuable old pos- 
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sessions, remains to buy newer settings, modernly cut 
9 


stones, and special gifts. | 
Within the main show room, the physical atmosphere 
n and pleasant. There is no clutter, and no dark 


is ope : . 
ioae Immaculate merchandise radiates with “come- 
orner. : 

hither” as a result of constant care and cleanliness. The 


staff of sufficient but unobtrusive clerks fits into the quiet 
elegance in which customers who appreciate the best, 
fnd themselves feeling at ease. 

It is noteworthy however that while the “atmosphere” 
at Michaelson’s is to some degree consciously created, 
+ js in no wise faked. This is a sincerely quality organi- 
zation. The family, and the staff, are quality people in 
their own right—serious craftsmen who are personally 
aware of the contribution which their work and their 
merchandise makes to gracious living in the nation’s 
capital city. The Michaelson “feeling” is logical and stems 
from three generations of expert craftsmen who have 
loved and chosen to work with precious stones and metals 
__as an avocation, a profession and a business. 


Today a rash of newly-opening jewelry stores seems 
to be appearing across the country. Many newcomers 
with little capital to invest are attracted to the jewelry 
business by its glitter and appeal. Overhead problems, 
advertising costs, packaging, and the training expense 
in connection with sales staffs are not so easily estimated. 
[t does look easy! 

For such businesses a repair and service department, 
functioning as does the one at B. Michaelson & Co.—in 
principles of honest service and good craftsmanship— 
may mean the difference between success and failure. 


Also the established firm which has never launched a 
service department, may well find that here lies the dif- 
ference between large and small returns on time, effort 
and investment. Such a service department is definitely 
not a frill. At Michaelson’s it accounts for one-third of 
the business income; it brings in a grist of new customers; 
it is responsible for sales of new merchandise to old as 
well as new customers; it provides a line of exclusive 
merchandise in addition to the wide selection of regular 
stock; it gives to the advertising department an addi- 
tional and strong service talking point; and by the high 
grade of its craft work, builds good customer relations. 
Conducted along such lines, the modern service and re- 
pair department can prove a real asset in any retail jew- 
elry store. 





MORE SALES IN YOUR SLOW MONTHS 
(From page 192) 


unknown ways in which your merchandise can be of 
benefit to the customer. The last five words of that sen- 
tence—‘‘of benefit to the customer”—are all-important; 
if you wish to sell new merchandise uses, you must to 
show the customer how he can gain. 


How do you dig out new or unrecognized uses? Usu- 
ally, the manufacturers exhaustively unearth every pos- 
sible use for their products. How can a jeweler, with his 
limited facilities, find ways of using a product that the 
manufacturer has not found? 


Many jewelers have discovered that their own informal 
‘research’ into merchandise uses can indeed unearth 
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uew ways in which the customer can use what they sell. 
The manufacturers may look at it from one angle only: 
finding major ways the customers will use their prod- 
ucts. Looking at it from a different angle, that of finding 
slow-season uses, you will be amazed at the number of 
ideas that will crop up. 

One jeweler made a game of this. He and his sales- 
people played it. He awarded a bonus of $1.00 for every 
suggestion that, in his estimation, was worth using to 
promote extra slow-season sales. The employees uncov- 
ered hundreds of usable ideas, until finally the jeweler 
had to call a halt to his informal market research project 
because he had too many selling gimmicks. 

Another went about unearthing ideas by using the 
slow-season lines himself. He tried, in his own employ- 
ment of his merchandise, to think of additional ways 
the merchandise could help him. And, like the jewelry 
store owner who called in his employees to discover 
selling ideas, this jeweler was startled to discover that 
hundreds of sharp, effective selling angles could be built 
around new uses for his established merchandise lines. 


4. If the weather is a factor in making your sales slip 
—and it nearly always is—you can do something about it. 

Perhaps your customers dislike shopping in the sultry 
summer heat. You can install air conditioning equipment 
to make your jewelry store a summer oasis of comfort. 
This costs money, to be sure. But many jewelers have 
found that air conditioning equipment sometimes pays 
for itself in a year or two because it is a powerful cus- 
tomer-puller-inner. 

Failing expensive air conditioning equipment, you can 
air cool your store by installing attic or window fans to 


draw in a constant stream of fresh air. Standing fans 
merely stir up the hot air, but attic or window ventila 
tion brings into your jewelry store the pure, relg 
cooler air and keeps it moving through the building. 
Many jewelers now use year-round comfort condi. 
tioning. One piece of machinery keeps the store coo] in 
summer and warm in winter. Cold months are no longer 
stuffy with a comfort guard that maintains a ste 
temperature throughout seasonal shifts. 


d. Put on special events, sales and contests to create 
customer demand. 

If a jewelry line isn’t selling in a certain season, then 
you can pep up the customer demand for it by using 
the recognized and successful sales promotion tools, 

Special sales always mean extra business. Some re. 
tailers have found that they can increase slump season 
sales figures by putting on combination sales. In other 
words, they lump together something the customer does 
need at the time—a slow season special that enjoys brisk 
demand despite the weather—with something that is not 
selling as fast as the merchandise would like it to sell, A 
special price is offered for the two as a combination. The 
price usually represents a substantial saving over pur: 
chasing them together, but it is important in this sort 
of sale to offer the saving only as a combination offer, 
If you are willing to reduce both prices individually, you 
are likely to find that customers come in packs and droves 
for the item you could sell anyway, but that the seasonal 
slow-mover continues to be a fixture on your shelves. 


tively 


ady 


A contest is a good way to stimulate sales for the slow. 
mover. It need not be either an expensive or an elaborate 
promotion. A good scheme that almost never fails to 
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click for jewelry stores is to give away a prize, making 
entry of the customer’s name into the drawing contingent 
on his buying whatever line you want to move in volume. 

For example, some jewelry store owners give an “entry 
ticket” with every purchase of the slow-mover they want 
to sell. The more tickets the customer accumulates (by 
purchase of jewelry), the more chances he has of winning 
q drawing for a contest prize. 

Another idea is to ask for submissions of selling sen- 
tences, along the lines of “I like to buy from Jones Jew- 
elry Store because . . .” The entry blanks are given with 
each purchase of the item you want to move. The cus- 
tomer enters as many times as he likes. 

6. Train your sales people in the know-how of creating 
slow-season sales. 

It is not enough to dream up new uses for a jewelry 
line—and then keep the knowledge to yourself. Nor is 
it sufficient to pull the customers in for a slow season 
leader—unless your salesmen and saleswomen are able 
to sell that customer additional merchandise. 

Training in the tricks of creating slow-season sales 
must be given to your sales force. You can do it in in- 
formal chats lasting a few minutes to half an hour, after 
hours or before the store opens. Or you can have your 
selling hints mimeographed or typed at very small ex- 
pense, and pass these out to the salespeople. 

7. Feature timely merchandise in your windows. 

Show things people want at each season, and your 
windows will have vastly greater “stopping” value, and 
will pull heavier trafic into your store. Change the win- 
dows regularly, and be sure that they feature merchan- 
dise that customers need. It is a good idea to also— 

8. Do the same with your advertising. 

In your newspaper ads, direct mail letters and folders, 
and radio commercials if any, feature the things that 
people want now. Pick out your slow-season fast movers 
for advertising, rather than any merchandise that pops 
into your head, and you will find that your ads pull 
more sales—and bigger slump season profits. 





NEW STATE SALES TAXES PROPOSED 
(From page 198) 


such taxation. Maryland’s legislature, at a special session 
late last year, raised the exemption level of its sales and 
use tax from 9 to 14 cents. Modification of Tennessee’s 
sales levy may be proposed next year, but sales tax op- 
position there appears to have been less than in the other 
new sales tax states. 

Several bills proposing sales taxes were turned down 
this year by the Virginia legislature, which instead in- 
creased income and several other present state levies. 

Mississippi’s legislature rejected five bills which would 
have broadened sales tax exemptions. 

A measure enacted in Missouri is intended to prevent 
residents of that state from evading the 2 per cent state 
sales tax by buying automobiles outside the state. Under 
the measure, Missouri car owners will have to pay a 2 
per cent “road use tax” when they register their vehicles 
purchased in other states. 

Unsuccessfully introduced in a special session of the 
Utah legislature was a bill to repeal the state sales tax 
and replace it with a severance tax on natural resources. 

California’s legislature continued for another year 
present sales and income tax rates, as reduced in 1943. 
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Watches of Distinction, 


Beauty and Durability. 





Each ALTON Watch 1s 
Beautifully Boxed, 
Cased and Timed in U.S.A. 





SEND FOR OUR LATEST 1948 
ILLUSTRATED PRICE LIST. 


Weksler & Goodman, Ine. 
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Can You Help Me? 


My Display Problem |, 
by VIRGINIA DIXON 


Readers’ questions about window and inside-st . 
answered in this department each month by Mise visvloy will be 
one of America’s topnotch display experts whose calignde TA a tem, 
brought to a focus on the jewelry field. Miss Dixon ig sheaah been 
known to JC-K readers as the author of many stand-out - y well 
jewelry store display. artciles on 














a 
poe’ advise us where ready-made units are avail. 

able for watch and diamond window trims. We 
have plenty of glass shelves and miscellaneous trims 
but need an eye-catcher for diamonds and watches,—S,P 


SMART JEWELERS’ SHOWPIECES Answer—Decorative units which dramatize various 


ae ah seasonal selling events for both diamonds and wate 
 ... _ Tbe Talk of the Trade are being offered by Jo-Mart Displays, 225 Mercer rae 
4 _ ALL 14 KARAT GOLD New York 12, N. Y. These are full-round units which ft 
: over a turntable motor so that motion also adds to the 
attention value of the display. The eight displays in the 
| series which cover a year’s program are gayly and care. 
| fully executed in good quality materials particularly de. 
| 












signed for jewelry store use. Circular will be sent on 
| request. 

' Coronet Displays, 104 Fifth Avenue, New York 1]. 
N. Y., offer a monthly display service which includes 
two three-dimensional display backgrounds processed in 
brilliant colors in addition to various sizes of copy cards 
and price tickets. One background in each set features 
diamonds; the other, watches. 


LEASE give us names of sources in New York for 
artificial autumn foliage and other types of artifi- 
cial flowers.—R.S.P. 

Answer—The following firms all handle complete 
lines of autumn foliage and flowers of all types—Arts 
and Flowers Displays, 43 West 56th Street; L. J. Charrot 
Company, 36 West 37th Street; Colonial Decorative Dis. 
play Company, 70 West 40th Street; Decorative Plant 
Company, 136 West 24th Street—all New York. Bois 
Smith Studios, recently moved to 228 West 39th Street, 
specializes in rather unusual and dramatic flowers and 
foliage. Norton Centerpieces, 119 West 24th Street have 
very attractive and realistic plastic flowers. Natural Crea- 
tions, 450 Seventh Avenue, use natural branches and 
roots preserved and decorated for strikingly lovely floral 
effects. 


SHOPPING NOTES 
It has always seemed strange to me that mirrors are 
not just as much standard equipment in the jewelry store 
as they are in millinery and dress shops. No woman on 
earth would buy a hat without seeing it on her own 
head and there is certainly no more reason for her to 
buy earrings, a brooch or a string of pearls without the 
benefit of a mirrored reflection. A good sized counter 
mirror which milady can twist and turn to suit her fancy 
when inspecting her jewelry purchase is really a must 
for good jewelry merchandising. For a double faced, 
15-inch round mirror on good looking nlastic base, write 
to Carman Displays, 320 S. Franklin St., Chicago 6, Il. 
For a rectangular single-faced, 10-inch by 16-inch tilting 
mirror with sturdy chrome plated base, send to the Fix- 
ture Mart, 314 West Jackson Blvd., also Chicago 6, Ill. 
A versatile three shelf plastic disnlay unit—“The Trip- 
N.Y. 2 UE CMP RE RAR | lex” is being offered by the Amplex Manufacturing Com- 
| , pany, 1106 Arch Street, Philadelohia 7, Pa. The three 
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graduated shelves swing into a variety of positions from 
, center column of plastic. Shelves are eight inches wide. 
The Amplex concern also offers a new cleaner for 
lastic surfaces—“Safe Cleaner’’—quick and easy to use. 
Another plastic cleaner is Lico “Anti-Static”? cleaner and 
jisher available from Lustra-Cite Industries, Inc., 225 
West 28th street, New York 1, N. Y., or their jobbers. 
An addition to the list of good looking and dignified 
price markers are those of the Combination Products 
Company, 64 West 23rd: Street, New York 10, N. Y., now 
hack on the market after the usual war-time interlude. 
The numerals in polished or satin finish chrome come 
as small as 14,” in size up to 1 inch and fit interchange- 
ably in simple matching bases. Numerals are packed in 
convenient compartment boxes in sets of 160 pieces. 


If your store carpeting has faded badly or you just 
want a change of color, but can’t spare the rug off the 
floor to be re-dyed, try Dy-O-Rug of the Helms Chemical 
Company, Brook, Indiana. In fourteen colors, this prep- 
aration will dye rugs without removing them from the 
floor, ready for use the next day! One pint will cover 
108 square feet. 

In striving for unusual display effects have you ever 
wished to paint designs on fabric without knowing just 
how to go about it? Next time try Prang Textile Colors 
from the American Crayon Company, Sandusky, Ohio. 
Designs may be applied with stencil, free brush, hand 
blocking, air brush or silk screen and will not fade or 
run or stiffen the cloth. The Prang Textile Color Kit 
contains everything needed for fabric decoration includ- 
ing color booklet and complete instructions. 


If you are planning any store modernization, try to 
get hold of a copy of the May 1948 issue of the Archi- 
tectural Forum—unfortunately not available in single 
issues from the publishers. This issue contains photo- 
graphs, plans and descriptions of forty recently con- 
structed stores of all types including: four jewelry stores. 
There is a wealth of new ideas and sound comment on 
modern store design here. An estimated $618 million 
dollars was spent in store construction last year and this 
year’s estimate is $850 million as ‘competition makes 
modernization a necessity for every merchant. 





GIFTS BRING BUSINESS TO THE GIVER 
(From page 190) 


an invitation to read this message in the regular ad fea- 
turing merchandise. The ballots could be left at a ballot 
box in the newspaper office, one at the movie, or one in 
the rear of the Peter’s store at 56 W. Chelten Ave., any- 
time within one month. Over twelve thousand votes were 
cast. Two men tied for first place in the men’s class. The 
announced prize, a one hundred dollar man’s watch was 
changed to seventy-five dollar watches. The woman who 
won the first prize was to receive a ladies’ model valued 
at one hundred dollars. The man and woman who wrote 
the best letters telling why their favorite candidate re- 
ceived their vote were also awarded watches valued at 
one hundred dollars each. The Germantown Council of 
Business Men acted as judges. Prizes were awarded at a 
suitably pretentious dinner in a popular local restaurant 








We manufacture gold filled, rolled gold plate and palladium 
filled in all ratios on composition, nickel, phosphor-bronze, 


‘nickel silver and other base metals and in sizes and tempers 


to suit your needs. 


Gold filled and rolled gold plate may be had in all colors. 


BAKER & CO., INC. 


ROLLED GOLD DEPARTMENT 


113 ASTOR STREET 
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with brief speeches by the Peter’s officials and other local 
celebrities. The press and local radio stations received 
advance announcements and were invited to attend. 


This clever use of the distribution of free merchan- 
dise as a means of promoting business thus tied-in with 
community spirit, and also with public sentiment toward 
those who have given of themselves and their talents to 
the good of their fellow men. Unwittingly, a third tie-in 
was supplied which Peter’s could not have planned. It 
was the addition of public good will created by the help- 
ing and praising of those handicapped. The woman who 
won the most votes for the contributions she had made 
to the good of the community was blind and otherwise 
handicapped. Instead of the watch she was scheduled to 
receive, the committee acting as judges, requested that 
she be presented with a radio. Peter’s complied, and the 
public applauded, not only at the dinner table, but after- 
wards with personal visits to the store. 


Stephan M. Stevens tells of another very successful 
use of prize awards sponsored by the store at Upper 
Darby. The contest was introduced with a “teaser cam- 
paign”. One entire single column in the local newspaper 
catering to Upper Darby residents contained nothing but 
“6934” written in various sizes and covering the entire 
ad. The newspaper is printed once a week in this resi- 
dential community with a shopping center adjacent to 
the western boundary-line of the city of Philadelphia. 
Next week the ad, in a similar position, carried the num- 
ber and a brief sentence inviting the reader to see com- 
plete details about the meaning of this number and how 


it could bring them valuable prizes, in another section of 
the paper. “The Secret Is Now Revealed” headlined h 
ad bearing the details. “6934 is the address of Pe 
Jewelers . . . if you are stopped by a Peter’s repeedeaie 
tive anywhere in the 69th St. locality and can tell him the 
store's address, you are entitled to select a free gift.” 


SIDEWALK QUESTIONERS 


Two men and two women were hired by Mr. Stevens for 
the job of questioning. They worked for two weeks from 
10 A.M. to 4 P.M. 6 days a week. Mr. Stevens, himself 
went out with them the first day and trained them. He 
explained that he wanted “solid citizen” types questioned 
and pointed out a few. They were instructed to ask as 
naturally as possible, saying, “Pardon me, but can you 
tell me where Peter’s Jewelry store is located”, or some 
similar phrase. They were not supplied with a routine 
to learn lest the memorized speech become so automatic 
and given in a monotone that it would be a “dead-give. 
away’. Often the person approached did not at first 
catch on, and went into a careful explanation of general 
directions without using the address. In this case, the 
interviewer was taught to give him or her every chance, 
“But do you know the address”, brought home the point 
to those who had read the ad. 


Those who did not recall the exact number of the store 
were given a yellow slip of paper explaining that if they 
had known the answer they would have received a “sur. 
prise package’, and requesting the recipient to present 
this slip at Peter’s store for a consolation gift. These 



















CORNELIAN SHELL CAMEOS 





Lovely Cornelian Shell Cameos are ever 
in style— and demand. Church offers 
this matching pair — earrings and brace- 
let-—in 10 K. gold. 


Also available in Onyx with diamonds and plain Onyx. 
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nd those presented to the prize winners were mime- 


slips, 4 d on heavy art-paper, both inexpensive and at- 


ographe 
tractive. 
Those who knew the address received a blue slip of 


r reading: “Present this card at Peter’s Jewelers, 
6934 Market Street and select a Surprise Package—tree 
of charge—as a reward for knowing our address. Thank 
you! Don’t forget our address . . . you may be stopped 
again!” Both “cards” carried this last sentence, and both 
had Peter’s name and address in capitals near the top. 
The entire inquiry was carried on within a radius of 4 
blocks from the store, almost entirely in the central shop- 
ping district and around the Terminal housing commut- 
ers’ cars, busses and trains to Philadelphia and suburban 


areas. 

3500 slips were given out. Of these about 2700 people 
came in; and 150 of them were carrying blue slips indi- 
cating they had known the answer. Those who did not 
know the address were presented with imitation leather 
memo pads on which appeared the words “Compliments 
of Peter’s” with the store’s name and address. Those who 
had given the address were invited to select a gift from 
q barrel titled the “Five Thousand Dollar Gift Barrel’ 
in the rear of the Peter’s store. This barrel contained 
representative items from just about every type of mer- 
chandise handled. Most of it was filled with slow-moving 
items, and in many of the attractively wrapped “surprise 
packages” was costume jewelry. Near the top, where it 
was sure to be selected the first or second day, lay a beau- 
tifully wrapped diamond ring of a well known make, a 
valuable watch bearing a nationally advertized name, and 
a semi-precious ring. Beneath them lay the costume jew- 
elry and wallets and trinkets. Of course the valuable items 
went out first and while the contest was still running, and 
the ads announcing the details of the contest were still 
in the newspaper and similar announcements in the win- 
dows. This talk of the valuable prizes already received 
gave it tremendous impetus. 


BUILDS STORE MAILING LIST 


Everyone who presented a slip was requested to sign 
his name and address, which, of course, was promptly 
transferred to the Peter’s mailing list. Over two thousand 
new names were added. Each person who turned over a 
slip was presented with a bit of conversation along with 
his gift. “I talk about almost everything from my family 
to the state of the world,” Mr. Stevens explained, “any- 
thing I think will interest the particular customer”. Re- 
sult, they almost all became customers. At least one out 
of ten made a purchase at that time. Those who wanted 
expensive items for later giving were encouraged to de- 
posit $1 and pay for the items at a later date. The doors 
were closed temporarily when the crowds seeking prizes 
became too large to permit this conversation, and those 
waiting outside were admitted, a few at a time, when 
unhurried conversation and showing of merchandise 
could be maintained. The contest more than paid for 
itself in immediate sales, and acquainted over three thou- 


“vm people with the exact location and merchandise of 
eters. 


Not only the giving of merchandise, but the giving of 
special services, costing little or nothing, bear out the 
biblical promise of reward for throwing bread upon the 
waters, claim the divisional managers of Peter’s. Three 
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SPEED IRON is perfectly insulated, light weight— 
large working surface. Retails for $14.95. 
Dealer's price—1 to 5—$10.11 6 or more—$9.54 





* AUTOMATIC IRON has “fabric dial,"’ embedded 
Nichrome heating element, and permanently at- 
tached cord. Retails for $6.95. 
Dealer's price—1 to 5—$4.75 6 or more—$4.75 


* POP-UP TOASTER with positive thermostatic con- 
trol. Mica insulated heating element wound with 
Nichrome wire. Retails for $18.95. 
Dealer's price—1 to 5—$12.816 or more—$12.09 


* TEL-A-MATIC IRON has “Ready” signal light in 
handle. The embedded Nichrome element provides 
quick, even heat. Retails for $10.95. 
Dealer's price—1 to 5—$7.40 6 or more—$6.99 


* JACK FROST DELUXE 12 inch Oscillating Fan has 
a powerful 2 speed motor and self-lubricating 
bearings. Retails for $26.95. 


Dealer's price—1 to 5—$18.226 or more—$17.20 


With these and many more KNAPP-MONARCH APPLIANCES you 
can be assured of a pleasing and profitable sale. Exclusive K-M 
features have a maximum appeal to your customers. 


@ CALL @ WRITE OR WIRE @ 
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Seca, cover. 


Wholesale Jewelers Electrical Distributors 
Lynch Bidg., Jacksonville 2, Fla. 
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Because all Benstock rings (like the diamond 
onyx rings described on our new catalog 
‘olelot-Wmey-10)-S Mmmole-W-> Coll 11h 0-M og -tohi loll Seen colu mmol ls 
designers’ boards to the finished quality pro- 
ducts, Benstock means more profits for you. 
For Benstock has achieved the distinction of 
being the standard in the industry ... ‘Is if 
as profitable as Benstock?’’ has become the 
measuring stick. 

Because Benstock rings are designed for value, 
priced for volume—profitable volume, the cash 
register rings and rings . 

Your wholesaler will be glad to give you the 
story of Benstock—the buy word in men’s rings! 


- - the initial of a profitable friend 


BENSTOCK 
RING MFG. CO. 


INCORPORATED 








times daily, an employee of the Upper Darby store 
checks the parking meters in the L-shaped parkin 

in the major shopping district of this community 
the store is located. When a tiny red indicator says ‘ 
lation”, indicating the car has been parked longer 
the period paid for, he drops a nickel in the slot and 
a card on or in the car explaining to the driver: “Peter’ 
Jewelers have placed 5¢ in your parking meter to an 
the possibility of your getting a fine for illegal parkin 

It is not necessary for you to return this nickel. The — 


Spot 
area 
here 
‘Vio. 
than 
puts 


_time you are in the neighborhood, please drop in and see 
our complete line of nationally advertised brands jp 


jewelry and gifts,” or a similar statement. These cards 
are typed up very inexpensively. Nine times out of ten 
the person does not return the nickel, but those who stop 
in buy more than enough to make this service pay. Since 
this is an exclusively shopping district, those who receive 
this service already buy something in this immediate 
neighborhood and are doubly likely to find buying a 
Peter’s convenient. 


UMBRELLAS LOANED ON RAINY DAYS 


Mr. Michael tells of another service he found profitable 
in Scranton and other Pennsylvania locations. Umbrellas 
were distributed free of charge to those caught in un. 
expected rain. Some days 300 to 400 umbrellas were 
loaned from one store alone. The service was absolutely 
free to anyone requesting it. No account was necessary, 
no down payment required. Each borrower was requested 
to sign his name and address on a card and show identi. 
fication. With the umbrella he received a card explaining 
that the service was maintained so that he (or she) might 
save money by preserving his clothing and suggesting 
that some of this money might wisely be spent in buying 
jewelry to compliment his appearance. The message closed 
with the request to return the umbrella in order that 
others might enjoy its use. Most people did. The loss 
over a substantial period of time was less than 2%. Of 
course some umbrellas were returned in damaged con- 
dition, but these were repaired with little difficulty and 
the entire cost of the service was “quite small”. Its use 
for several years in Scranton brought a regularly re- 
curring stream of people through the store, many of 
whom became regular customers. 


GIVE WHERE IT DOES MOST GOOD 


“The secret of giving wisely, so far as getting return 
value in full is concerned, is giving to local residents, 
or their acquaintances, who are real, potential customers’, 
points out one spokesman for this promotion-minded 
chain. The persons who receive the gifts must be deserv- 
ing in the eyes of the public, for instance the handicapped 
boy Mr. Stevens assisted, the persons who had done the 
most for the community of Germantown, the persons who 
remembered the address of the Upper Darby store. The 
actual presentation must be done with a sense for the 
dramatic, and for the appropriate, as in the case of the 
evala dinner accompanying the award for Germantown'’s 
distinguished citizens, and the individual attention given 
each winner in the address contest. And, of course, the 
more publicity the affair receives, the more people are 








likely to know about it and give business to the store 


| because of it. 


73 CHIPPEWA ST. WA. 7700 BUFFALO 2, N. Y. 
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THE AD-VISER 
(From page 186) 


It is possible (and often desirable) to increase the 
amount of white space between the lines of type. When 
type is set “solid”, there is a minimum of white space 
hetween—lines are jammed one after another. However, 
the space can be increased by inserting thin metal strips 
called “leads” (pronounced “ledz”) between the lines of 
metal type. As a result, in printing, there will be more 
white space between the lines. The leads are measured in 
points just like type and it is necessary merely to specify 
on the layout or copy, “1 pt. leaded” or “2 pt. leaded”. 


This body copy is set 
with 2 pt. leading. This 


This body copy is set 
solid. A minimum amount 


of white space is provided. allows for more white 
space between the lines of 
type. 


HOW TYPE IS SET 


It is important for a retail advertiser to acquire an 
understanding of the various methods of setting type. 
With this knowledge, certain limitations and advantages 
become obvious and the planning of advertising is fa- 
cilitated. 


a. Hand-setting. 

In this method, individual type characters are chosen 
from their respective boxes or “cases”, by the compositor 
who assembles them, to form the necessary words, in a 
metal box called a “stick’’. The type is used on the print- 
ing press, disassembled, and re-distributed by hand to 
the cases. When another job is required, the type pieces 


‘Cathedral Chimes 3 = 











Both cases and movements are made 

completely by Herschede — creators 

of fine chime clocks for over three 
generations. 


Extend a Special 
Invitation 


Everyone quickly senses the 
distinction inherent in the 
chimes, the lines, the crafts- 
manship of Herschede 
Chiming Floor Clocks. It is 
the one quality that im- 
presses leaders in taste. 
Feature these clocks and 
invite, in a special way, the 
\, patronage of these most 
a worthwhile customers. 
Catalog on request. 
THE HERSCHEDE 


HALL CLOCK COMPANY 
CINCINNATI 6, OHIO 


are reassembled. The hand setting method offers a flex- 
ibility which machine set type cannot duplicate. It per- 
mits the setting of words in various shapes and forms, 
something quite popular in certain type of advertise- 
ments. 

b. Machine Setting 

The Linotype machine, as is apparent from its name, 
sets a complete line of type at a time. By means of a 
keyboard, similar in some ways to that of a typewriter, 
the operator causes the assembly of small molds (mat- 
rices), the casting of a complete line of these molds, and 
the hardening and cooling of the “slug” for printing. 
The principal advantage of this machine is the speed 
with which it sets up type matter. Most of the copy in 
the editorial matter and the advertisements of our coun- 
try’s newspapers is set by the Linotype machine, as is 
the text for this publication. 

Other types of machines include, the Monotype (which 
casts and sets one letter at a time) and the Ludlow (which 
employs the principle of hand setting the molds and ma- 
chine casting the lines). Most headlines are made with 
the Ludlow. 

In advertising, hand set type or Ludlow are generally 
used for large type and short copy. The Linotype is used 
for body copy which requires uniform column widths 
and the Monotype is used for long pieces of copy in which 
the lines are irregular in width, or for tabular matter. 


READABILITY OF TYPE 


As has been mentioned in a previous article; in the 
selection of type, there is but one primary consideration 
(Please turn to page 251) 
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Illustrated is Model No. 276. Stands 
78 in. high. Either Westminster, West- 
minster and Canterbury or Westminster, 
Canterbury and Whittington Chimes. 


NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
SAN FRANCISCO SHOWROOM: 566 Western Merchandise Mart 
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A TINY 
SWIVEL 
HOOK IN THE 
WEDDING 
RING... 


LOCKS INTO A 
TINY, INCONSPICUOUS 
EYE IN THE 
SOLITAIRE 






re | | ; he e rings are set 


quality, which means they are 


-— Sruly BLUE-WHITE. Over 50 years 
“ef confidence-inspiring service 
ality have built for us 
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Rings remain firmly 

in ideal position for 
maximum beauty without 
friction or discomfort 
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TELEPHONE QUIZ BUILDS GOOD WILL 
(From page 184) 


outside of Decatur. Out of this number only three perso 

were able to supply the correct answers. This was ial 

surprising as eight of the calls were put through Decates 

— and the local paper is read by most of the families 
ere. 

“Mrs. Russell M. Lorey, 555 East Center Street won 
a diamond ring; Arthur L. Squires, 121 South Nineteenth 
St., and Charles Fitch, Jr., of 740 West Olive St., each 
won a watch. We anticipate that when the next show 
is put on, it will not be necessary to make as many calls 
as on the first program, as people will be more watchful 
of our advertisements.” 

The reason for this viewpoint centers around the Write- 
ups in local papers about the program, the pictures of 
prize winners, and the interest that the program js stir. 
ring up. An idea of this kind, says Mr. Lieberman, keeps 
the firm’s name and nature of business before the public, 
helps to build up greater goodwill and prestige. 





ACCENT ON COMPACTS BUILDS TRAFFIC 
(From page 196) 


answer. In our store meetings practical answers are dis- 
cussed, not only on compacts but also on all the merchan- 
dise we handle. As compacts are under consideration 
now, here are some of the details told to our sales staff: 

The bezelled mirror which is a rim of metal holding 
the mirror permanently in place and also the hinges and 
catches are of the finest precision workmanship. A last- 


ing finish with designs that are machine tooled so deli- 


cately that it is very difficult to distinguish the design 
from actual hand engraving is of prime importance. 
Usually the difference is only a few dollars more, so that 
customers will not object as long as they know that they 
are receiving the finest quality for their dollar. 

We find that by concentrating on a few well-known 
makes of compacts, we are able to turn our compact 
inventory over many times a year, which is a healthy 
condition for any retail store. And we do give complete 
customer satisfaction as well. 





STATE DAYS FEATURE OF NACJ FAIR 
(From page 156) 


include the exhibition hall in the lower level lobby, the 
second floor exhibition area embracing the grand ball- 
room, Normandie Lounge and writing room, and fifth and 
sixth floor sample rooms. Sixty additional booths, over 
and above the 1947 booth total, were added early in the 
year to accomodate the demand for more space. How- 
ever, these were quickly snapped up and this year, for 
the first time, the entire sixth floor has been put into use 
for the Fair. The only remaining space available to pros- 
pective exhibitors is on this sixth floor and many firms 
have already been assigned there. 

Over 2,000 rooms in the Stevens and Congress hotels 
have been assigned to accomodate visitors to the National 
Jewelry Fair. Retailers have been urged to write as early 
as possible for accomodations in these hotels since it is 
reported that there is a heavy demand for reservations 
already. 
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Not only will visiting jewelers be able to view all ex- 
hibits with ease under one roof at the Stevens, but, this 
through the efforts of the NACJ Convention Com- 
mittee, an advance-registration plan has been arranged. 
Now in operation, it provides free retailer badges to all 
‘ewelers registering in advance by mail. mt 

Mechanics of the plan are simple: Each firm exhibiting 
at the Fair is privileged to request as many invitation-to- 
register blanks for his retail accounts as he desires. The 
exhibitor, in turn, sends this invitation blank to his retail 
customers whom he urges to register in advance by mail 
with NACJ headquarters at 545 Fifth Ave., New York. 
After receiving the form, the retailer lists all members of 
his firm who will be in attendance at the Fair in Chi- 
cago, and mails this list to the NACJ headquarters where 
it is processed. Badges good for all areas on all days of 
the Fair are then sent to retailers requesting them. All 
this, of course, is without charge to either exhibitor or 
retailer. The procedure is designed to eliminate delay and 
waiting in line to register. 

Response to this plan has been exceptional, with sev- 
eral thousand retail jewelers already registered. Advance 
registration for both members and non-members of NACJ 
is free of charge. However, a $2 registration fee will be 
charged all non-NACJ members if they do not register in 
advance by mail, or if they lose their advance registra- 
tion badge. Duplicate badges will not be issued at the 
Stevens without charge, except to NACJ members. 

Interest in the National Jewelry Fair has been further 


year ’ 


stimulated by the announcement of special State Days | 


for all jewelers in the states surrounding Chicago. These 
jewelers will be specially invited to attend the Fair, their 
invitations having already been sent out. Under the State 
Day plan, jewelers living in Iowa, Minnesota, Michigan 
and Wisconsin are specially invited to attend the National 
Jewelry Fair on Monday, July 26. Jewelers living in 
Illinois, Ohio and Indiana are invited Tuesday, July 27. 
These two dates will be specifically set aside to welcome 
jewelers from the states mentioned. However, the special 
State Day badges will be good for all days of the Fair, 
July 26, 27, 28 and 29, not alone on the welcoming day 
for those states. It is emphasized that no State Day badges 
will be issued at The Stevens—this entire registration 
will be handled by mail in advance. 


PROGRAM ANNOUNCED 
Clarence Olsen, Chicago, Ill., Chairman of the NACJ 


Convention Committee, together with Irving J. Wolfgang, 
Detroit, Mich.; A. E. Newmark. Chicago, Ill.; Fred B. 
Dreifus, Memphis, Tenn.; Irving N. Chayken, Hammond, 
Ind., and William Wagner, New York, have announced 


the following program for the NACJ convention and 


National Jewelry Fair: 
MONDAY, JULY 26. 
(All sessions in North Ballroom, 3rd Floor, The Stevens) 


2:30 P.M.—President H. A. Goldberg will officially open | 


the convention with an address of welcome. 

3:00 P.M.—The various clinic heads will be introduced, 
each giving a short outline of the work undertaken 
for the Fair. Clinic outlines will be given by the fol- 
lowing: 

F. Beaman Todd of F. B. Todd & Co., who is conduct- 
ing the statistical research project for the NACJ. 
Major Dana C. Beatty, who made the NACJ’s study 


of “Percentage Leases for Credit Jewelry Stores”. (Major 
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Trifold No .28-499 $45.00 
Dozen—Leatherlined—change 











pocket—gold plated frame. In 
red, brown, black and green. 


Tiny Mite No. 15-938 $16.50 
Dozen—Billfold, change purse 
and -key ring. In red, brown, 


Merzpouch 
No.15-928 $33.00 

- Dozen—Lizard covered frame. 
Leather lined with two separate pockets 
for compact and lipstick. Hand shirred 
as only our craftsmen can do it! 


aN F.0.MERZ8. (0. 


QUALITY 






104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK TO, N. Y. 
PARKER HOUSE, BOSTON 7, MASS. 
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Ruby 

Garnet 
Kunzite 
Alexandrite 
Blue Sapphire 
Rose Zircon 
Golden Sapphire 
White Sapphire 
Blue Spinel 
Peridot 
Aquamarine 
Zircon 

Erinite 
Tourmaline 


modern 





SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHI 
has made METROPOLITAN GEM CORP. 
a LEADER in its FIELD! 


ALL SIZES FACETS : BUFF TOPS - CABOCHONS 


Cushions 
Octagons 
Ovals 
Antiques 
Rounds 


Pear shapes 


Navettes 
Barrels 
Shields 
Hexagons 
Triangles 


Fan shapes 
Ruby Rods 


GEM STONE DRILLING 


Stones cut by Metropolitan reflect 
manufacturing methods 
that mean more profits for you. 


ETROPOLITAN 





Sa 


12 JOHN STREET © NEW YORK 7, N.Y. 


Digby 9-1523 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 














Weured 


PEARL NECKLACES IN ALL SIZES 
UNDRILLED ASSORTMENTS 
PEARL EARRINGS IN VARIQUS PRICE RANGES 
ORDERS ACCEPTED, IMMEDIATE DELIVERY 


LEONARD ROSENTHAL, INC. 


Formerly of Paris 


608 FIFTH AVE., NEW YORK 20, N. Y. 
Cable address: LEOROSTHAT, 
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Beatty will again be available at the NACJ convention for 
consultation and advice on percentage leases) ; 

James R. Hawkinson, Chairman of the Department of 
Marketing, School of Commerce, Northwestern Univer- 
sity, who will head the business clinics. These clinics 
will be available to all jewelers registered, without charge, 
in private consultation with recognized authorities in the 
‘nstallment jewelry store fields. | | | 
3.15 P.M.—Clarence Moses, managing director, Ohio 

Retail Jewelers Association, will deliver an address 
on registering watchmakers and licensing the busi- 
ness of watch repairing. An open forum will follow 


the discussion. 


TUESDAY, JULY 27. 


9:30 P.M.—F. Beaman Todd will discuss Statistical Data 
on Credit Jewelry Store Operations, a project under- 
taken by the National Association of Credit Jewelers. 
A question and answer period will follow. 


WEDNESDAY, JULY 28. . 

9:30 P.M.—A summary of the effectiveness of the clinics 
conducted by the NACJ for all retail jewelers, to be 
given by clinic heads. Suggestions will be made for 
improvement in the future. 


3:00 P.M.—Albert G. Warner, NACJ’s consultant on 


connection with Ship’s Service Stores. A panel dis- 
cussion will follow. 


BANQUET AT PALMER HOUSE 


Because the second floor of the Stevens has been con- 
verted into a booth display area for the period of the 
National Jewelry Fair, the annual banquet, usually held 
in the grand ballroom of the Stevens will, this year, be 
held in the ballroom of the Palmer House on Wednesday 
night, July 28, at 7:00 P.M. Tickets and further infor- 
mation may be secured through William Wagner, NACJ 
Executive Secretary, 545 Fifth Ave., New York 17, N. Y. 

The exhibition hall in the lower level lobby of The 
Stevens and the other booth exhibition areas in the hotel 
will remain open from 9:00 A.M. to 9:00 P.M. on Mon- 
day and Tuesday, and from 9:00 A.M. to 6:00 P.M. on 
Wednesday, July 28. On Thursday, July 29, areas will be 
open from 9:00 A.M. until noon, closing time of the 
National Jewelry Fair. 

Of interest to all jewelers registered at the National 
Jewelry Fair will be the “Golden Key” contest. All owners 
of retail stores and bona fide jewelry buyers are eligible 
to enter this contest. They will exchange, in Chicago, a 
coupon sent with the advance registration badge for a 
“Golden Key”. Among the keys issued, 50 will open locks 
located in the second floor exhibition area (grand ball- 





room, Normandie Lounge, and writing room), and on the 
fifth and sixth floors. Fifty United States Savings Bonds 
will be provided by the National Jewelry Fair as prizes 
to the lucky holders of “Golden Keys.” No prizes will be 


solicited or accepted from exhibitors. 


trade diversion will speak on that subject, consider- 
ing it from all angles, from the legal standpoint, 
what the trade can do, etc. He will then introduce 
Joe Aronson, Newport, R. I., retail jeweler who 
successfully came to grips with trade diversion in 

















watches for 
promotion by 
harold solow 
inc importers 
of fine watches 
can be seen 
at jewelers 
conventions 
at the better 
stores and at 
number nine 


maiden lane 


nacj anrja 
at the stevens at the waldorf 
rooms 610-611 room 123 
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Everything Under One Roof 
Means better Serwice for You 








foo 
S. NATHAN & CO., INC. 


Stone Headquarters since 1901 
Precious, semi-precious, synthetic 


VICTORIA PEARL CO.. LTD. 


The finest name in Pearls | 
Simulated, Cultured and START-O-PEARL! Orientals 


NATHAN LAPIDARIES, INC. 


AComplete and Experienced 
Lapidary Service 


550 FIFTH AVENUE 
NEW YORK 19, N. Y. 






































YOU ARE INVITED TO SEE 


Lhe Kou Collection of 








AMERICAN NATIONAL RETAIL 
JEWELERS ASSOCIATION SHOW 


ialel W ileborf-. hs lovta 
NEW YORK 
AUGUST 9th, 10th, 11th, 12th 
BOOTHS NOS. 79 and 83 


The Wadsworth Watch Case Co., Inc., Dayton, Ky. 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Xmas Cards 
Gift Items 


Right in your 
Own sfore 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 
Write for Catalog and Ideas 
on Monogrammed Promotions 


Kings!eg 





EASY TO OPERATE 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 
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PACKAGE IN DISTINCTIVE JEWELRY BOXES 





Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 


We will be pleased to serve you. Our packaging 
designer is always at your service for special problems. 


GENERAL CASE CO., INC. 


WAPPINGERS FALLS, N. Y. 
N. Y. Office—1150 Broadway—Murray Hill 6-4660 
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EXHIBITORS AT NATIONAL JEWELRY FAIR 
(From page 159) 


Lifton, Harold Company. Inc., New York, N. ¥.—2nd Fl. B. 288 & 


ae Products Company, The, New York, N. Y.—Ex. H. B. 55 


Bi J. & Co., Inc., New York, N. ¥.—Room 660. 

LM.D. Jewelry Mfg. Corp., New York, N. Y.—-2nd Fi. B. “C”. 

Longines- Wittnauer Watch Company, New York, N. Y.—Ex. H. B. 
2-63. 

aus aati Company. New York, N. Y.—Room 537. 

Luckoff, Wayburn & Frankel, Detroit, Mich.—2nd Fl. B. 269. 

Luria, L. & Son, Inc., New York, N. Y.—Ex. H. B. 139—South Ball- 


room (3rd Fi.) Me 


Manhattan Novelty Corporation, New York, N. Y.—Rooms 507 & 

on Watch Company, Chicago, Ill.—Ex. H. B. 101. 

Mason, L. E. Company, Boston, Mass.—2nd Fl. B. 276. 

Matsumoto, Ken & Co., Cincinnati, Ohio—2nd Fl. B. 306. 

Mautner Company, The, New York, N. Y.—Ex. H. B. 15 & 16. 

Mead, M. A. & Company, Chicago, Ill.—Ex. H. B. 137 & 138. 

Metalfield, Inc.. New York, N. Y.—2nd Fi. B. 251. 

Metro Jewelry Service, Metro Associated Services, New York. 
N. Y.—2nd FI. B. 245. 

Modern Onyx Mfg. Co. Inc., Brooklyn, N. Y.—2nd Fl. B. 296. 

Monarch Watch Company, New York, N. Y.—Ex. H. B. 141. 


== 


Nardin, Ulysse Watch & Chronometer Corp. of America, New York, 
N. Y.—Ex. H. B. 145. 

Nastrix Watch Company, New York, N. Y.—Room 532 A. 

National Silver Company, Chicago, Ill_—Rooms 512 & 513. 

National Silver Deposit Ware Co., Inc.,. New York, N. Y.—2nd FI. 
B, 297. 

New Haven Clock & Watch Company, New Haven, Conn.—Ex. 
H. B. 53 & 54. 

New Hermes Engraving Machine Corp., New York, N. Y.—2nd FI. 


B. 310. 
=@)= 


Ollendorff Watch Company, Inc., New York. N. Y.—Ex. H. 116-117- 
128-129. 

Oneida Community, Ltd., Oneida, N. Y.—Ex. H. B. 70 & 83. 

Otis ‘Company, Providence, R. I.—2nd Fl. B. 311 


-P. 


P.M Jewelry Creations, New York, N. Y.—2nd Fi. B. 231. 

Pacifc Mills, New York, N. ¥Y.—2nd Fl. B. 229 & 230. 

Pakula & Company, Chicago, Ill.—Room 550 A—2nd FI. B. 260. 

Paramount Wedding Ring Company. Chicago, IIl.—Suite. 

Parker Pen Company, Janesville, Wisc.—Ex. H. B. 96 & 97— 
Room 513 A. 

Parker Watch Company, Inc., New York, N. Y.—Ex. H. B. 13 & 14. 

Paulson, Henry & Company, Chicago, Ill.—2nd Fl. B. 255. 

Personna Blade Company, Inc., New York, N. Y.—2nd FI. B. 261. 

Phillips-Buttrick, Inc., New York, N. Y.—Ex. H. B. 49. 

Phinney Walker 'Co., New York, N. Y.—Ex. H. B. 51. 

Pierce Watch Co., Inc., New York, N. Y.—Room 610 A. 

Pilcher, J. V. Mfg. Company, Louisville, Ky.—2nd Fl. B. 228— 
Room 533. 

Plainville Stock Company, Plainville, Mass.—Room 612. 

= Richard Company, New York, N. Y.—Rooms 507 A 

509 A. 
Pres-To-Lite Electronic Lighter, Inc, Detroit, Mich.—2nd Fl. B. 202. 
Progress Novelty Casting Works, Inc., New York, N. Y.—2nd FI. 


B. 262. 
=i. 


Rand Silver Corporation, Philadelphia, Pa.—Ex. H. B. 17. 

Reich, M. A. & Company, Buffalo, N. Y.—Ex. H. B. 57—Room 501. 
Rememberance Ring Company, New York, N. Y.—Ex. H. B. 153. 
Remington Rand, Inc., Bridgeport, Conn.—Room 557 A. : savuet 

Rensie Watch Company, New York, N. Y.—Ex. H. B. 77 &78. eee , 

Rexon, Inc., New York, N. Y.—Ex. H. B. 140 Sion Aa 

Richie Premium Corp., New York, N. Y.—2nd Fl. B. 277 & 278. ge ed e 0 

Riekes, S. & Sons, Des Moines, lowa—2nd FI. B. “G”. os ows W q qY 

Robbins, J. W. Co., New York, N. Y.—2nd Fl. B. 236. ee gt es vinee-< pees 
Rogers, J. Arthur & Son, Chicago, Ill.—2nd Fl. B. 268. 





Rogers, Wm. A., Ltd., Oneida, N. Y.—Ex. H. B. 68 & 85. aemens 5 39 S.STATE ST.,CHICAGO 3,IL1L. 
Ronson Art Metal Works, Inc., Newark, N. J.—Ex. H. B. 126 & 127. teal 

Ross, Hamilton Industries, Chicago, Ill.—2nd Fl. B. 253 & 254. a ee STYLIST ANDO MAKER 

Royal of Pittsburgh, Inc., Pittsburgh, Pa.—Room 521. ep Piata3 ne 9 1ueowe tpn 6. <eee e 


Rubin, Herman S., New York, N. ¥.—Room 516. 
Ruvelson, Phil G., Inc., St. Paul, Minn.—2nd Fl. B. 247. 
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Visit Our Exhibition 


of 
EMBLEMATIC JEWELRY 
Booth 76 
ANRJA CONVENTION 


WALDORF - ASTORIA HOTEL 
NEW YORK CITY 
AUGUST 9 - 12 





WEFFERLING BERRY & Co. 


8A ROSE ST. NEWARK 8, N. J. 
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OPPORTUNITY 
Unlimited for 
MID-WEST SALESMAN! 


Nationally-known, highly reputed firm of distributors 
offers an extraordinary opportunity for a representa- 
tive in the territory comprising Indiana, Michigan, 
Illinois. This main will have fully protected territorial 
rights. The firm will turn over its present territorial 
number of accounts in the territory to the new repre- 
sentative. The right man for this job will earn a very 
generous financial return—including salary, com- 
mission, a bonus for extra volume, and all expenses 
paid. He must be a man with experience and a fol- 
lowing with retail jewelers, department stores and 
gift shops. He should live in the territory, own a 
motor car. He should be energetic, alert, and capable 
of initiative thinking and acting. This firm will pay 
his expenses for a N. Y. City interview and will send 
an executive to call on him. Write in full detail and 
in strict confidence. 


Box F., 1206 Care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 
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Selection of. 
TBA ENGLISH 
REPRODUCTIONS 


ALSO LARGE VARIETY of 
OLD SHEFFIELD 

VICTORIAN PLATE 
ee a 








English plate i 
cruet with | ! 
fourhandcut "eee : 
glass bottles. Fue ff 


English plate 
sugar and 
creamer on 
stand. 


’ Ne 


12 E. 52nd St., New York, N.Y, 


MADE IN ENGLAND PLaza 9-6900 
18 Leather Lane, London E.C.]. 
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AMAZINGLY 
LOW PRICE 
FOR THIS 


Josca 
RING WATCH 


@ 17 Jewels 


@ Diamond-cut 
rhinestones 


@ Platinum-derived, 
rhodium finish 





@ Original creation 


Write, Wire or Phone for Details 


RING WATCH CO. OF AMERICA, INC. 


220 Fifth Ave., N. Y. 1 * MUrray Hill 6-1744 
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Samuels, Paul H., Chicago, Ill.—Ex. H. B. 80. 

Sarkin, David, Inc.. New York, N. Y.—Room 551 A. 

Savoy Watch Company, New York, N. Y.—Suite. 

Scheffres, Bob Company, Chicago, Ill.—2nd Fl. B. 290. 

Sculler, Joseph & Co., Columbus, Ohio—Room 539. 

Segal, H.. New York, N. Y.—Room 521 A. 

Seltzer, Fred, Company. Chicago, Ill.—Room 609. 

Semca Clock Co. & Semca Watch Co., New York, N. Y.—Ex. 
H. B. 50. 

Seth Thomas Clocks, Thomaston, Conn.—Ex. H. B. 8. 

Schick Incorporated, Stamford, Conn.—2nd Fi. B. 271. 

Schmukler, J. J. & Son, Inc., New York, N. Y.—Room 612 A. 

Sheaffer, W. A. Pen Company, Fort Madison, lowa—Ex. H. B. 


90-107. 
Shiman Brothers & Company, Inc., New York. N. Y.—Rooms 500 


& 501 A. 
Shiman, M. H. & Company, Inc., New York, N. Y.—Ex. H. B. 73. 
Silbermann, Kohn & Wallenstein, Inc., New York. N. Y.—Rooms 
515A & 517 A. 
Simons-Michelson Company, Detroit, Mich.—2nd Fl. B. 239 & 240. 
Skalet Manufacturing Co. Inc., New York, N. Y.—Room 607 A. 
Solow. Harold, Inc., New York, N. Y.—Room 610. 
Spear & Susskind, Providence, R. I.—Rooms 535 A-536 A-537 A. 
Speidel Corporation, Providence, R. I.—Ex. H. B. 155—Rooms 557 
& 560. 
Spreckman, Hy & Company, Chicago, Ill.—2nd Fl. B. 204. 
Standard Company, Inc., Fall River, Mass.—2nd Fl. B. 298. 
Standard Novelty Box Company, Bronx, N. Y.—2nd Fl. B. 295. 
Stein & Ellbogen Company, Chicago, II].—Ex. H. B. 36. 
Stern, Edward L. ‘Company, New York, N. Y.—Ex. H. B. 110-111. 
Stern, Louis Company, Providence, R. I.—Ex. H. B. 95. 
Stern & Stern, Inc.. New York. N. Y.—Ex. H. B. 35. 
Stetson China Company, Inc., Chicago, Ill.—2nd Fi. B. 205. 
Streicher Mig. Company, Newark, N. J.—Room 522. 
Sunbeam Corporation, Chicago, Ill_—Ex. H. B. 10 & 11. 
Surnamer, S. J. Co., New York, N. Y.—2nd Fi. B. 201. 
Swank, Inc., Chicago, Ill._—Room 505 A. 
Swartchild & Company, ‘Chicago, Ill.—2nd Fl. B. 250. 


«T's 
Tanz, The Philip Company, New York, N. Y.—2nd FI. B. 263 & 264. 


Tavannes Watch Company, Inc., New York, N. Y.—Ex. H. B. 118. 
Tele-Tone Radio Corporation, New York, N. ¥Y.—2nd Fl. B. 220. 
Toepfer, S., Inc.. New York, N. Y.—Room 605. 

Turow & Feldman, Chicago, Ill._—Room 561. 


=al)= 


Underwood Corporation, New York, N. Y.—2nd Fl. B. 221. 
United States Time Corp., The, New York. N. Y.—Ex. H. B. 52 & 74. 


=V-= 


V. C. D. Company, The, Chicago, Ill.—2nd Fl. B. 243. 
Van Schyndle, Inc., Chicago, Ill.—2nd Fl. B. 259. 
Vogel, Louis. Chicago, Ill.—2nd Fl. B. 235. 

Volupte, Inc., New York, N. Y.—Ex. H. B. 58. 


-W- 


Wadsworth Watch Case Company, Dayton, Ky.—Ex. H. B. 132 & 
133—Room 502. 

Wakmann Watch Company, New York. N. Y.—Ex. H. B. 12. 

Waltham Watch Company, Waltham, Mass.—Ex. H. B. 46 & 59. 

Warner Jewelry Case Company, Buffalo, N. Y.—Ex. H. B. 102 & 
103. 

Warren Trading Corp.. New York, N. Y.—Ex. H. B. 122—Room 
504 A. 

Wechter Company. The. Chicago, Ill.—2nd Fl. B. 287—-Room 657 A. 

Weiss, Albert & (Company. New York, N. Y.—2nd Fi. B. 312— 
Room 556 A. 

White Rose Jewelry Mfg. Co., New York. N. Y.—2nd Fl. B, 270. 

Whiting, Frank M. Company. Meriden, Conn.—Ex. H. B. 23— 
P. D. R. 9 (3rd FI.) 

Wiesen-Hart, Cincinnati, Ohio—2nd Fil. B. 291 & 292. 

Wiesner, Joseph, New York, N. ¥Y.—2nd FI. B. 286. 

Williams Silverware Company, Chicago, Ill_—2nd Fl. B. 283 & 


284. 
Wilton Merchandise Company. Inc., New York, N. Y.—2nd Fi. B. 


Wood, J. R. & Sons, Inc.. New York, N. Y.—Ex. H. B. “A” & 65. 
Wyler Watch Agency, Inc., New York. N. Y.—Room 526 A. 


Zickerman, Harry & Co., New York. N. Y.—Suite. 
Ziploc Company, The. New York, N. Y.—2nd Fi. B. “D”. 








ADELS COMPANY. 


64 WEST 48th STREET 
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We Wish to Announce the Formation of the 


WINTON Watcu CompPaNY, INC. 
as of June I, 1948 


The Winton Watch Company, Inc. will continue the same 


policies and carry the same merchandise as the former L. 


WINTON WATCH COMPANY, Inc. 


) 
Plaza 7-2830 





— 


-—_ —_ — 
BP EP EEE EE EE EE eh ti li i a a a 
-—_ -_ —_ —_ 


i i 
PB BLP PDP HP 4 ve ea aa ae ae 
a ee SS = 


NEW YORK 19, N. Y. 





ODD LP DP BDI Bi I I BP 





bo 
bo 
se) 



















omg, WALLACE 
STERLING 


THIRD DIMERSITON. BEAU 


) 2 y 
Seauly Ieauly Iseauly 
<7 . > . ) 
an trout (Fl Profile (# ee 











WALLACE SILVERSMITHS 
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ferent fom all other slew 


WALLACE’S “THIRD DIMENSION BEAUTY” designs differ from all 
others you have ever seen. The imagination of a great designer, 
William S. Warren, translated the masterful technique of full- 
formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling, like sculpture, has “Third 
Dimension Beauty”... beauty in front, beauty in profile, beauty 


in back. 


ONLY IN WALLACE STERLING will you find this “Third Dimension 
Beauty”’. .. this loveliness from every possible perspective. Wal- 
lace’s “Third Dimension Beauty” designs include Grand Colonial, 


Stradivari, Sir Christopher, Grande Baroque and Rose Point. 


WALLINGFORD, CONNECTICUT 





FOR JULY, 1948 231 














oW 


\1° Bros 
Ce eo 


— 


S 
as ¥Y 
. eur 


“tT 
Year 
oe 

‘I e 

ga ono” a 

" o 

rx 


a ong 


s = nal 
a 
° 


JIC Reports 







Silver Parade 


Huge Success 








HE Jewelry Industry Council’s first nation-wide 
promotion—the 1948 Silver Parade—was a success 
far beyond all expectations. 







Preliminary examination of reports on the event, which 
was held April 19 through May 1, indicate that coopera- 
tion among retailers, suppliers and manufacturers, helped 
make the American public “silver conscious” as it has 
never been before. Newspaper advertisements, window 
displays and all other avenues of promotion were em- 
ployed to focus the attention of Mr. and Mrs. America 


upon silver. 
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Specimens of advertisements 
featuring silverware run by 
jewelers throughout the U. § 
Many jewelers, on own. initia. 
tive, featured "sterling club". 
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Written requests for supporting material (window dis- 
play ideas and material, advertising mats, etc)., were 
received by the JIC from over 1200 retailers. In addi- 
tion, since suppliers were able to provide further, more 
specific advertising material, it is interesting to note that 
one large supplier received more than 2,000 requests 
from retailers for supplementary material. 
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Additional specimens of 
. typical "Silver Parade" 
v6 10100919 advertisements used by 
i jewelers during the per. 
iod April 19th to May |. 
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The Council’s announcement of the success of the Silver 
Parade was based upon letters and reports from retailers 
and suppliers, hundreds of newspaper silver advertise- 
ments (a few of which are reproduced on this, and the 
preceding page), and over 900 replies to a special ques- 
tionnaire sent to retailers by the JIC. This material is 
now receiving detailed study and, when the analysis has 
been completed, the results will be published in THE 
JEWELERS CRCULAR-KEYSTONE. This report will cover 
such subjects as advertising media used by retailers in 
the promotion, sales increases reported by retailers, and 
suggestions, by retailers, for improving future promo- 
tions. 

“It would appear,” says A. E. Haase, Executive Di- 
rector of the Jewelry Industry Council, “that much credit 
for the success obtained should go to the trade press for 
their splendid cooperation in promoting the Silver Parade. 
Also, much credit is due the salesmen of manufacturers 
and wholesalers. Several weeks before the drive started 
(Please turn to page 257) 



























The Jewelry Industry Counceil’s 






first nation-wide promotion was 






supported beyond all expectations 






by wholesalers, suppliers, 






retailers and the trade press. 
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OF all wedding gifts—silver is most 
_ \\practical—most pleasant to give and 
/ |) to receive. Of all silver—Poole Hollow 
) ware is outstanding. Lasting beauty— 
exquisite workmanship ‘make Poole 
Hollow ware the finest » bridal gifts. 
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POOLE SILVER CO * INC ® TAUNTON ® MASS. 





OX O) Fees 8) RO (ANGLE e® 
ww NATIONALLY ADVERTISED 


Tie-in with this Poole campaign in the leading 
women’s magazine. Write to your Poole distributor 
for tie-in mat ads. 
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Solid with window display space, Newton's is a mer- 
chandising standout on Joplin's main thoroughfare. 


by G. R. LOWEN 


as 
te @E ELBERT ERS { 


Stretching thirty feet in length, 
the silver display niche is high- 
light area of the Newton store. 





Display and Diversification 





Essential in Selling Silver 














HATEVER other requisites there are for mer- of Joplin, with customers regularly arriving from such 
chandising silver, there is a deep-rooted convic- distant points as Rogers, Ark., 75 miles away. 
tion, based on solid performance, at Newton’s Jewelry. The firm has a reputation nurtured by the time-after- 
Joplin, Mo., that display and a diversified selection over- time experience of shoppers who have discovered that 
shadow the field. only at Newton’s are they consistently able to ‘nd a 
Among Southwestern Missouri shoppers, Newton’s has silver item—either sterling or plated holloware and flat- 
built up a reputation for being the outstanding silver ware—in the price range, style and brand desired. 
headquarters of the region. The well-stocked silver de- With the distinction of possessing the widest assort- 
partment attracts steady patronage within a 45-mile radius ment of sterling and plated holloware in the trade area, 
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and C bow 


SOPHISTICATED is the word for these new 
Relda serving pieces. Their incomparable beauty .. . 
their inherent ability to create new and exciting combinations 
with hollow-ware ...is your sales-aid. Designed to attract, 
priced to sell, Relda’s extra quality means extra sales 
to dealers. Relda need only be seen to be sold! 
Catalog on request. 


RELDA STERLING PRODUCTS COMPANY 
43 East Palm Avenue, Burbank, California 


REEDA 
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the store has pieces price-ranged from $1.00 to $1,000, 
trade-marked with names that read like a Who’s Who 
of the industry! 

To illustrate the contrast of the variety in their store 
with other jewelers in the area, Newton’s have 20 dif- 
ferent styles of coffee sets on everyday display, and a 
selection of 50 more in the stockroom. Competitors stock 
only two or three of such sets. 


The store’s silver display niche highlights the smooth 
layout—it is the largest single array of merchandise 
visible. The three-tiered, glass-fronted, glass-shelved wall- 
case is thirty feet long, lacking only ten feet of stretching 
the entire length of the store. Each of three sections of 
the case is fitted with six feet of fluorescent tubing. 





Boasting a corner location at Fifth and Main Sts., a 
one hundred percent business spot, Newton’s has a store 
front “solid” with window display space. The capacious 
windows and an all-glass entrance combine to present 
window-shoppers with an ample and distinct view of the 
interior silver display niche. The store, aglitter with plate 
glass and equipped with bleached mahogany fixtures, is 
a Joplin nighttime showplace. 

A minimum of window display space is devoted to 
silverware since the scintillating, well-lighted interior 
display of this merchandise gives curbstone shoppers a 
complete view of the merchandise offered in this depart- 
ment. 

Mr. L. T. Newton, store manager, and his father, G. H. 
Newton, Sr., hold the opinion that presentation is a para- 
mount influence in selling silver. This dictates the precise 
arrangement of each individual piece displayed in a 
position where it does most to enhance the appearance 
of the entire display. The father and son jewelry team 
have plotted the silver display carefully, allocating each 
item to a permanent place in the well-planned layout. 

Tall pieces in the background, small ones in the fore- 

(Please turn to page 252) 
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Tasteful and appealing, Newton's 
windows, at left, are a magnet 
for window-shoppers. Ads, above 
and below, are typical of New. 
ton's silverware merchandising. 
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.. eee SELL POOLE 


Poole Holloware glittering in your window sure at- 


tracts customers. Nationally advertised in “Vogue”, 


Poole has gained a wide reputation for craftsmanship 
and quality that will mean quantity sales to you. To 


order Poole and other profitable jewelry lines, write, 


phone, or wire Murdock. 
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MINNEAPOLIS, MINN. 


1OO N. SEVENTH STREET 
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by SILVIA SCHUSTER 


Schreiber's publicity 
tie-in, which appeared 
in the lobby of Milwau- 
kee's Palace Theatre. 
Borrowed grandfather 
clock is shown on dis- 
play with contest card. 


People May Have Lots of Time 


But They Can Always Use More 


HEN the owner of the Schreiber Jewelry Store 

at 1612 W. Center Street, in Milwaukee, Wiscon- 
sin, grins and says, “Time is something people have lots 
of but they can always use even more of it!”, he is re- 
ferring to his clocks. For this thirty-five year old firm is 
famous in Milwaukee for having one of the finest collec- 
tion of timepieces in the state of Wisconsin. 

Back in 1913 this store was opened by Elmer’s father, 
Albert Schreiber, and so the present owner grew up in 
the jewelry business. And, when Albert passed on, the 
store kept going under the management of Elmer and 
his wife, Ruth. 

Stepping inside this store gives one the impression of 
being surrounded by time, because on every hand there 
are clocks of every style and size and type. The entire 
east wall of the store is lined with a specially-designed 
cabinet. The two open-front shelves in the upper section 
are devoted to mantel clocks. A few attractive colored 
boxes containing semi-precious costume jewelry are in- 
terspersed among the clocks on the bottom shelf to add 
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a bright touch to the dark colors predominant m thé 
timepiece merchandise. q 
The lower half of this wall setup is made up of dra 
ers and sliding doors in which Mr. Schreiber keeps his 
stock. Thus he has his extra merchandise close at hang 
and doesn’t have to waste too much time running back 
and forth from a storage spot. 4 
Other display fixtures in the store show that 
Schreiber knows variety of style will keep a store lookin 
interesting. So he uses round tables, small end tables 
showcase tops, and the floor itself to highlight his . 
chandise. 4 
Immediately facing the front door is a round, 
fashioned dining room table covered with a heavy 
tablecloth. On this are displayed many types of mania 
clocks. Near both front windows are small tables usual 
found in a living room at the end of a sofa, and on thest 
tiny decorative clocks are shown. 
Two regular glass stands, one containing pen ait 
pencil sets, and the other devoted to showing costuml 
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2 ASCOT Chrome chrome 





2 AVENUE Sweep —same as 
Avenue Plain plus red sweep 
second hand, $7.95 





case, Clear dial with 12 nu 
merals, leather strap, $6.95 








1 ARGUS — 10K rolled gold. 
plate, etched hour markers, 
giltsweep, leather strap, $8.95 





1 ASCOT Gold 10K rolled 
goldplate case, gold etched 
numerals, pigskin strap, $7.95 





2 AVENUE Plain — chrome 
case, Clear dial, leather strap, 
$6.95 





2 AVENUE Sweep with 
Radiolite black dial, radio- 





lite hands and numerals, 
$8.95 











Pocket 
Watches 


10 POCKET Plain — chrome case. 
second hand, silvered dial, $2.50 























10 
Alarm 
Clocks 


40 hr. all-metal move- 
ment, one winding key, clear 
bell alarm, $2.95. Radiolite 
$3.95 





2 Maroon 2 Green 





chrome top, satin finish back, radio- 
lite hands and hour markers, $3.50 





5 POCKET Radiolite bright 
| 2 Blue 





Yow tost..... ... MGR gs 
Your Selling Price . . . . 155.50 
maeeet=«C Your Profit ........46.55 











CORPORATION . 
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BEAUTIFUL SHOWCASE : R F a 
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ORDER FROM YOUR WHOLESALER 













LE AUDY 
Latest Attraction for Boys and Girls 




















STERLING SILVER RINGS 
featuring four fun loving Walt Disney characters, 


embossed in colorful enamel Retail price $1.50 each plus tax 


offer #500 consisting of 36 adjustable rings 


12 Mickey Mouse, 12 Donald Duck, 6 Pluto, 6 Bongo, half in the square style, half round. 
FREE DISPLAY CASE with velvet mounting board, closed top. 


our selling price. ........ $54.00 
your cost ....-+ eseeseee $32.40 
your profit. ....+.+2+e+eeeee $21.60 


ORDER FROM YOUR WHOLESALER 
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Refiners and 
SN anufacturcer 
\ of Diecious Metals 
Since 1875 


THE AMERICAN PLATINUM WORKS 
231 NEW JERSEY R.R. AVE. NEWARK 5, N. J.» 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 
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Back again for the first time since 
the end of the war... the famous 
$-day ORATOR. Precision-tested 
and famed for its aceuraey and 
workmanship the ORATOR is 
welcome news for all 8-day 


enthusiasts. 


Inquiries invited from 
wholesalers or write us direct. 


so) ™ 
20> 
keystone 


TYME WATCH CORPORATION I2 EAST 46th STREET, NEW YORK 


FOR JUL 
Y, 1948 241 














earrings, are made to serve a double purpose. The pen 
and pencil stand ties in small desk clocks with the writing 
implements, while the jewelry stand holds the daintier 
boudoir timepieces that would fit in on a lady’s dressing 
table. 

Large grandfather clocks that Mr. Schreiber is fa- 
mous for, stand in strategic spots throughout the store. 
Despite the fact that this store has many kinds of stands, 
still the over-all effect is one of roominess. One long 
regular counter runs along the rear of the store, and 
these other tables and stands described heretofore, are 
spotted here and there throughout the place. And both 
walls, of course, are lined with double-shelved display 
cases. 

Recently Mr. Schreiber decided to try something new. 





Direct mail folders, such as 
these, are sent out by the 
Schreiber firm at houseclean- 
ing time, pointing out that 
clocks, too, need cleaning. 


The Schreiber firm keeps 
a wide variety of clocks 
on display at all times. 
Here, manager Elmer Sch- 
reiber assists customer 
in choosing night clock. 


although most of the local merchants told him his plan 
might be out of place in the old-fashioned, very con. 
servative neighborhood. But he went ahead and gaye 
the front of his store a “face lifting’, giving it a stun. 
ningly modern look. When the other store-owners saw 
how attractive this store was now, they followed suit, 
and now the whole neighborhood is more attractive, 
thanks to Mr. Schreiber’s initiative. 

His display window is different, too. He had the back 
made of plate glass so passersby could look right into 
the store beyond. This makes the whole roomy store inte 
one large display. In addition, his wife, Ruth, does the 
decorating of the windows and she specializes in what she 
calls “highlighting” and “theme” decorations. 


(Please turn to page 253) 
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Creative, style-wise designs, 
exquisite craftsmanship, 
superior value ... the ACME 

line of colored stone rings 

has EVERYTHING you need to 
push yourringsalestoa 
new ‘‘high.”’ Ask your whole- 
saler. He knows! 


FG. CO. OF NE 


Manufacturers of 10 and 14 Karat Gold Rings | 
Sold Through Wholesale Distributors 


# 
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tROGERSSSTERLING 


These two patterns were created to please 
your customer's demand for fine sterling. 
Write us today. Place setting or complete 
sets. Immediate delivery. Also newspaper 


mats. 


THE GERWE-BROWN CO. 


CINCINNATI NEW ORLEANS 
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Story of Bromberg's big 
increase in_ silverplate 
sales in the past year 
is told by Guerry Denson, 
center, manager of firm's 
silverware department to 
two officials of  Inter- 
national Silver Company, 
President E. C. Stevens, 
left, and Vice-President 
Craig D. Munson, right. 


Silverplated Flatware 





A Profitable Complement to Sterling 





Never having pushed plated flatware for fear that it would detract 
from their sale of sterling, Bromberg & Co. found that it accounted 
for a sizable volume in itself and increased sterling sales as well. 


HE so-called “better” type of jewelry store that re- 

fuses to push plated flatware for fear it will cut 
drastically into its profitable sterling sales is passing up 
an opportunity to substantially augment its overall vol- 
ume ot business. 

That’s the opinion of Guerry Denson, manager of the 
silverware department of Bromberg & Company, Inc., 
Birmingham, Ala. Bromberg’s store is an outstanding 
example of the “better” type of jewelry store and until 
a year ago politely—yet persistently—refused to pro- 
mote its sales of plated flatware. 

“In fact, you might say we even carried our plated 
flatware under the counter so our customers couldn’t 
see it’, declared Mr. Denson. 
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‘Actually, we looked down on the man or woman who 
dared to even ask for plated flatware in our store. When 
this did happen, we tried immediately to sell the cus- 
tomer on the advisability of purchasing sterling. If the 
customer insisted upon seeing some plated flatware— 
well, of course, we eventually got around to showing it. 

“Last year, however, we decided to change our meth- 
ods. We believed we might have been overlooking 4 
wide market. In April, we ran several small advertise- 
ments on plated flatware in the Birmingham newspapers. 
Our sales that month increased to $1,200—<in contrast 
to the $589 of January and $697 of February. 


“In June we really got into the plated flatware bust- 


(Please turn to page 255) 
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PLATINUM - IRIDIUM - GOLD - PALLADIUM 
ACCURACY 


FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A- FULL - LINE - OF - SETTINGS - AND - SHANKS - IN - ALL- METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON ne. 


96 John Street — Phone COrtlandt 7-0360 — NEW YORK, N. Y. 


CJomel nig Ol. 


C> nell und Vow 


No matter how old the watch, we can give 
it that New Look... with our THREE SERVICES 


DIAL REFINISHING e CRYSTAL FITTING 
EXPANSION BAND REPAIR 


You Can't Go Astray... 
Sending Your Work Our Way 
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Finest Workmanship and Service — Since 1926 
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220 W. 5TH ST. SEABOARD BLDG. 1103 GRAND AVE. KIRK DIAL CO. 
LOS ANGELES, CALIF. SEATTLE, WASH. KANSAS CITY, MO. DALLAS, TEXAS 

657 MISSION ST. UNIVERSITY BLDG. 717 LIBERTY AVE. ALAKEA & HOTEL ST. 
SAN FRANCISCO, CALIF. DENVER, COLO. PITTSBURGH, PA. HONOLULU, T. H. 

1440 BROADWAY 29 E. MADISON 15% HOUSTON ST. N. E. VANCOUVER, B. C. 
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(From page 170) 


just as much as large city markets do, he 
reported. Last year, this weekly feature 
appeared in more than 1700 towns of 
50,000 and under. This year, a new series 
of such cartoons, featuring the story of 
birthstones, is being offered not only to 
small town papers but to large city news- 
papers. This series is apppearing in 2,051 
newspapers and in 62 college publications. 

Promotion work in special markets is 
still another function of the Council, Mr. 
Haase said. Work of this nature, now 
under consideration, is concerned with 
home economics classes in our high schools 
—a result of a nationwide research study. 
This project will bring information on 
jewelry, silverware, diamonds, watches and 
other products of the indusry to millions 
of girls in their home economics classes 
of high schools through the United States, 
year after. year. Particular importance is 
attached to this group since the majority 
of girls in these classes become brides a 
few years after leaving high school. They 
represent an important year-after-year mar- 
ket that is just at the door of the retail 
jeweler. 


FASHION SHOW PLANNED 


Fashion shows provide a springboard for 
national publicity and are of special in- 
terest to women, he continued. Two dra- 
matic shows on “What’s New in Jewelry 
and Clothes for Fall and Winter, 1947-48” 
was staged in July and August of last year 
—one in Chicago and one in New York. 
Two nationwide press associations and 
nationwide hookups carried news of jew- 
elry shown at these shows to the women 
of America and increased their interest 
in jewelry. This year’s schedule, he said, 
calls for the Council’s participation in a 
Fashion Show lasting for four weeks 
(August 23 to September 19) that is to be 
an important part of New York City’s of- 
ficial celebration of its 50th anniversary. 


On the matter of the Council’s national 
advertising instituted for the first time 
this year, Mr. Haase pointed out how this 
campaign is built on facts. Facts wrote 
the copy, he said, facts wrote the slogan 
—facts indicated the artwork. It is a cam- 
paign that sells the retail jewelry store 
of America to the American public. 

Mr. Haase closed his talk with an ap- 
peal for those who were not members of 
the Council to join and take part in help- 
ing to put across this industry-wide, one- 
purpose organization—that of keeping re- 
tail jewelry sales at high levels. 

First speaker of the Thursday after- 
noon session was G. H. Niemeyer, Chair- 
man of the Jewelers’ Vigilance Committee. 
He began by relating how he had observed 
the effect of the Jewelry Industry Council’s 
Silver Parade while on a trip to the West 
Coast during that period. He stated that 
he had never seen so many silver displays 
nor heard as much talk about silverware. 
This promotion was largely an experiment, 
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Industry Cooperation Urged at NWJA Convention 


he said, but proved what could be ac- 
complished by expert planning, coopera- 
tive effort and aggressive action. 


The Jewelry Industry Council can mean 
much to the industry in the highly com- 
petitive period already here, he went on, 
but only if the trade gets behind it, be- 
lieves in it, and gets enthusiastic about it. 


Speaking of the work of the Jewelers’ 
Vigilance Committee, Mr. Niemeyer re- 
iterated his oft-spoken statement that the 
jewelry industry, more than any other, 
needs to be protected against itself. In 
addition, he went on, the public deserves 
some protection in the purchase of jew- 
elry and its allied products because there 
isn’t another thing they buy which they 
know less about. 


He went on to point out how the out- 
moded National Stamping Act and _ the 
Commercial Standards regulations, as suc- 
cessful prohibitive measures have been a 
definite failure. The need for a new stamp- 
ing law was not only desirable but neces- 
sary, he stated, and resulted in the forma- 
tion of an over-all Trade Committee which, 
after numerous meetings and group dis- 
cussions, has prepared an outline of a 
proposed new law. 

This proposed law, he pointed out, was 
submitted to all wholesale, retail and man- 
ufacturing trade groups and received in- 
dustry-wide endorsement. Now, he said, 
after two years of consideration, newly- 
appointed members of one of the groups 
have presented objections to some of the 
fundamental provisions of the proposed 
law and these differences now have to be 
ironed out before a united front can be 
presented before a Congressional Com- 
mittee. 


JOHN M. 
MONTGOMERY 





The one point which various elements in 
our trade do not seem to be willing to 
acknowledge, he said, is their joint re- 
sponsibility. For example, he pointed out 
that he could not see why some of the 
manufacturers should insist that their stand- 
ards of quality of manufactured articles 
are primarily their business just as some 
retailers argue that retail excise taxes 
are exclusively theirs. Pointing to his 
own business, he said that as _ refiners, 
they are perhaps further removed from 
the retail sales of the precious metal prod- 
ucts than any other associated industry and 
yet none of their products are sold until 
they are in the hands of the consumer. 









They are, therefore, interested in 
matters that affect their sale. By the : 
token, he said, wholesalers have g Pe 
interest and a voice in what they bebel 
should be the rules of the game sy fiacd 
stamping and quality marking is concern ri 
He asked them for their continued hala ) 
and support of the Jewelers Vigilance Com, 
mittee program, for the enactment of al 
legislation to govern the stamping and i 
of jewelry products. It would seem he 
said, that this is the only way we shall 
be able to maintain the vitally necessa 
standards of our industry as wel] iE 
prosecute the violators thereof. 


BUSINESS OUTLOOK GOOD 


Speaking on the business outlook ahead 
Mr. Niemeyer said, that from the opinions 
of those most competent to judge, it would 
seem that after discounting unforeseen cir. 
cumstances, our chances for doing business 
for the last half of this year should be 
very good. Some of the important reasons 
are that competing lines are still handi- 
capped by scarcity, the spending power of 
the American people has been increased 
by $4,800,000,000 by the reduction in per: 
sonal income taxes, and the huge expen. 
ditures planned by the Government for 
foreign relief and national security, He 
warned, however, that the jewelry industry 
was not going to be able to coast but shall 
have to fight aggressively for their share 
of the consumers spendable dollar in com. 
petition with other industries. 


Right now, he said, our Government is 
stockpiling certain metals and materials, 
If this program is carried through, it will 
inevitably affect us. 


Speaking of taxes, Mr. Niemeyer pointed 
out that the main objective of the indus. 
try is, of course, to work for total relief 
from the 20 per cent retail excise tax. 
The possibility of the attainment of that 
objective must be weighed from time to 
time, depending upon economic or po- 
litical impulses in Congress. The techni- 
cal advisors retained by the Jewelers’ 
Vigilance Committee have kept it well in- 
formed as to the developments in Wash- 
ington, and its over-all policy has, as it 
should, been guided by this advice. 

It is unfortunate, he stated, that the re- 
cent differences of opinion of this tax 
problem should go so far as to divide the 
united effort of the trade for tax reliief. 
He stated that he sincerely hoped that 
every effort would be made by those able 
to influence the situation to bring about @ 
reconciliation of these opinions, because & 
divided front would definitely prejudice 
the industry’s case and might conceivably 
lead to a complete failure of the efforts 
of any group to succeed in getting any 
tax relief, which would be a catastrophe. 


Mr. Niemeyer closed his remarks by i 
troducing the next speaker, the Hon. John 
A. Danaher, Washington counsel of the 
Jewelers’ Vigilance Committee. 


(Please turn to next page) 
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What Jewelers Say 


4 your 








after shipping several lots of 


OLD GOLD 


“Thanks a lot and everything satisfactory. 
Will be sending you more soon". 





pleased with your returns. 
Thanks a million”. 


“We are well 
“Received check and am well pleased. You 
can be sure of my next shipment”. 


“O.K., Thank you .. . very fine service’. 
“O.K. as usual". 


‘Received your check and wish to thank you 
for your VERY PROMPT service”. 


“Thank you for your promptness in sending 
your very satisfactory check"’. 


“Very satisfactory. Will dig you some more”. 


‘| have always found your return on my ship- 
ments to you most satisfactory”. 


‘| thank you for your efficient service’. 


We leave it at that, believing evidence 
like this from the Jewelry Trade will 
convince you that your scrap shipments 
will promptly bring 


A CHECK THAT SATISFIES 


when you ship to 


Llp: 


L v SiON © F 
HANDY & HARMAN 
4,147 \anel a 116 a eee 0 Bt 






REFINERS 
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900 W KINZIE ST 


CHICAGO 22 
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INDUSTRY COOPERATION URGED 


Mr. Danaher, in reviewing the fight of 
the Tax Committee for repeal of the 20 
per cent excise tax, pointed out how the 
tax problems of the United States are in- 
creasingly engaging the attention of 
thoughtful citizens everywhere. The total 
federal taxes for fiscal 1948 cannot be 
known accurately until late in July but 
they will probably amount to at least $45 
billion, he said. He went on to compare 
this figure with the fiscal year which 
closed June 30, 1947 when the total In- 
ternal Revenue receipts were $39,108,385,- 
741. State and local taxes for the current 
fiscal year will aggregate approximately 
$12 billion, he stated, so that the national 
tax burden will be in the neighborhood of 
$57 billion, approximately 28 per cent of 
our national income. 

In addition to the considerable part of 
the corporation net income tax, the Social 
Security taxes and some part of the income 
tax withheld by employers and passed on 
to the consumer, he continued, and are 
thus reflected in the growing high prices, 
the one category of retail excises levied 
in the name of the federal government 
against jewelry, furs, toilet preparations 
and luggage, constitute the equivalent of 
a federal sales tax applicable to only these 
four items and unjustly and unfairly dis- 
criminate against these goods in the com- 
petitive quest for the consumer’s dollar. 


JEWELRY PAYS NEARLY HALF 


How important a special drain upon 
the public they are, he pointed out, can 
be realized from the fact that in fiscal 
1947 this retailers’ excise category yielded 
$415,172,152. From July 1, 1947, through 
March 31, 1948, these four retailers’ excise 
taxes amounted to $374,843,872, of which 
jewelry alone had borne a burden to the 
tune of $173,131,186. The figures for April 
just released, show that jewelry has paid 
$14,650,188 of the total of $31,980,185 col- 
lected in the four categories together. 


The record in the Senate is perfectly 
clear, Mr. Danaher said, when the leading 
members of the committee on finance frank- 
ly disavow the existence of any logical 
basis either in law or as to the category, 
for the levy of a Retail Excise Tax. The 
only suggestion of justification is that the 
country needs the money. 


The record is crystal clear of recog- 
nition of the inequity of the Federal Re- 
tail Excise Tax levy. Indeed, the House 
so far recognized the justification of this 
position that in 1945 it voted outright re- 
peal. But the measured died. 

There are those who have thought that 
the way out was through a manufacturers’ 
excise, he stated. The whole history of 
the Bureau of Internal Revenue is one of 
opposition to that form of tax. It was 
tried in 1932 with an exemption of $3.00 
which in 1934 was increased to the man- 
ufacturers’ level to $25.00. Evasions sur- 
mounted by administrative differences led 
to the repeal of the manufacturers’ jewelry 
tax in 1936. Such a bill will never get 
out of Committee, he predicted. 
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Yet other have thought that a dol- 
lar exemption afforded a possible remedy, 
and have sought support for the elimina- 
tion of a tax on the first $25.00 of a re- 
tail jewelry sale. The Treasury study re- 
ports that exemptions of this character 
generally would lead to tax avoidance and 
involve serious administrative difficulties. 


DUDLEY E. 
SANDERSON 





Quoting from a study of this suggestion, 
Mr. Danaher read, “One of the common 
methods of avoiding the tax is to split 
sales into units. For example, in the 
case of jewelry, precious stones might be 
sold separately from the mountings, or 
silverware may be sold by the piece in- 
stead of sets. Previous administrative ex- 
perience with price exemptions under the 
jewelry tax has been unsatisfactory. 

“An exemption based on the selling price 
of articles may result in competitive in- 
equities. On articles priced above the ex- 
emption level, the sellers may have to ab- 
sorb the tax or even discontinue sale of 
the article. The effect will depend on the 
exact character of the exemption. The 
competitive effect is more serious where 
the tax applies to the total sales price 
of articles placed above the exemption 
level than where the exemption is such 
that the tax applies only to the existence 
of the price over the amount of the ex- 
emption. The latter type of exemption, 
however, results in a larger revenue loss.” 


OPPOSED TO $25 EXEMPTION 


The Treasury, therefore, Mr. Danaher 
pointed out, is opposed to the $25.00 ex- 
emption from the impact of the tax, and 
so is the Bureau of Internal Revenue. 
Since the exemption measure was simply 
a rider on another bill, it has never had 
Committee approval in either House or 
Senate, and in view of the Bureau’s posi- 
tion he predicted that it will not be re- 
peated from the Finance Committee. In 
fact, it is expected that no tax bill of 
whatever class will receive congressional 
attention this session. 

If the risk system of American enter- 
prise is to be able to function, individual 
segments of it should not be penalized 
by our government, for their decision to 
engage in a particular line of business. 
Above all, we must have unity of under- 
standing in our approach to the problem 
with the definition of a principle which 
our case can rest. The target should be 
the complete repeal of the Federal Retail 
Excises on the four items coming within 
this category. To treat all alike, so far as 
tax legislation is concerned, is the in- 
evitable end of common justice, and -fair 









dealing on the part of our government ; 
its relations with its tax paying i “ 
The jewelry manufacturer should be te 
mitted to enter and to continue te i 
ness without having his government Ps 
him a fair and equal Opportunity to . 
pete with the users of free-tax materials 
The unjust and unfair discriminag 
against jewelry retailers should be 
moved in view of the condition of the hi vt 
competitive Ameriican market. The Pec 
can consumer should not be penalized { 
his decision to spend his own money for 
whatever goods may satisfy his wants pee 
desires. 


We can be united in a common Cause 
he concluded, not the cause alone of the 
manufacturers of jewelry, on the whole. 
salers or the retailers’ side, but of al] of 
us. Not merely your business life, oy; 
national life, demands from us an under. 
standing of the principles involved and 
unity of action in their assertion. 


H. A. Goldberg, President of the Ng. 
tional Association of Credit Jewelers, talked 
on how the wholesaler can be of the great. 
est service to the retailer. His talk is the 
basis of his editorial as guest editor op 
page 336 in this issue. 


Maurice Adelsheim, President of the 
American National Retail Jewelers Asso. 
ciation, said that it was necessary for the 
wholesaler to act as retailer’s purchasing 
agents and merchandising counsellors, A 
large part of the country’s twenty thousand 
odd jewelers are small operators, he said, 
They do not have the opportunity to visit 
factories and market centers. The ex. 
pense of such trips would not be justified 
because of their limited capacity to buy 
and because of expense involved. They 
are so busy with the everyday routine 
duties that they do not have time or in- 
clination to study market trends and re. 
sources and to keep in close touch with 
current styles. The wholesaler has the 
obligation of selecting for these retailers 
only the soundest values, the best quality, 
and the most style-right merchandise. It 
is likewise their obligation to advise the 
retailer honestly in the selection of the 
goods that the wholesaler’s knowledge and 
wider experience has shown will be the 
most readily saleable and which will pro- 
vide the most rapid turnover. The whole- 
saler is in a position to help his retailers 
“trade-up” by emphasizing quality against 
low-priced, sub-standard merchandise. He 
is in a unique position to help them build 
a community reputation for reliability and 
fair dealing by urging their promotion 
of trade-marked, nationally - advertised 
goods which build customer confidence in 
th@ir stores. Even though these lines of- 
fer the wholesaler less profit than orphan 
lines, it is to his ultimate advantage to 
urge promotion of the goods which the 
retailer knows best and which their cus- 
tomers will accept with greater confidence. 
This builds stronger jewelry outlets for 
him. 

It is certain that 1948 and the years 
ahead will require us to think more cour- 
ageously and clearly than ever before, he 
continued. It is certain, too, that since 
consumers will have to spend more for 


(Please turn to page 278) 
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CRYSTALLOGRAPHY FOR JEWELERS 
(From page 174) 


Monoclinic and triclinic crystals are rarely seen in the 
gem group. Most kunzite crystals have been g bad} 
corroded by solutions in the ground which attacked them 
before they were recovered, that good sharp crystals are 
almost unknown. The monoclinic character js not ap. 





Fig. 11. Peridot crystal from 
St. John's Island, Egypt. 
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parent, because of the etching. Good crystals are elongated 
parallel to the long axis, and are usually flattened side. 
ways, Fig. 13. Long etch pits which lie slightly askew of 
the crystal are so typical that they can be used for iden. 
tification. 








Fig. 12. Reconstruction of complex periodot 
crystal from the Russian meteorite. 


The feldspar group of stones which rarely find jewelry 
use seldom show any crystal faces, since moonstone, 
amazon stone and labradorite are all in most occurrences 


Fig. 13. Typical corroded kunzite 
crystal, with most of the terminal 
faces gone. 




















a 
*. 


solidly embedded in rock. Madagascar orthoclase forms 
good well-formed crystals, they are often etched by 
straight rulings at several places along the surface, which 


is frosted and dull. Fig. 14. 


Some of the jewelry minerals form no crystals, opal 
for example, is non-crystalline. When free growing Sur 
faces are visible it assumes a knobby surface, called 
“botryoidal”, which means grape-like. Other minerals, 
like jade, have not been found in free-growing crystals, 
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solid masses of coarse or fine crys- 


form only in 
they 10r in nephrite jade, in a fine felted mass 


tallized grains or, 
of interlocking needles. - 
Triclinic turquoise has been found in tiny blue crystals 


only in Virginia. The occurrence has no jewelry sig- 
nificance, the usual economic occurrence is in veins and 
blue masses embedded in rock. 


Fig. 14. Monoclinic crystal 
of orthoclase. 





In summary, we see that crystal shape is a valuable 
guide to the learner for the identification of a mineral 
and that crystal habit often tells both name and address 
to the expert. From a practical standpoint a knowledge 
of crystal form and habit has proved itself of value, the 
theoretical significance of crystal habit variation to the 
scientist is yet to be discovered. 





THE AD-VISER 
(From page 221) 


—readability. This holds true in all cases. If copy is to 
be acted upon, it must be legible. If it is to be legible. 


it must be familiar to the reader. So, choose a type 
family which is commonly used and you will be on the 
safe side. Request advice from your local newspaper 
about this. In addition, if long body copy is to be read- 
able, it should be broken into short, logical units with 
plenty of white space. Captions and subcaptions will add 
to the interest. 

Headlines, too, must be readable but also attention 
getting. When you choose type for a headline, consider 
your body copy. If a combination is desired, the selection 
should make for harmony. It is always safe to use a 
single family of type. There are enough differences within 
that family to add interest. For example, the headline 
may be set in Ultra Bodoni, the subheadline in Bodoni 
Bold and the body copy in Bodoni Regular. 





MODEL STORE FEATURE OF NEW LOCATION 
(From page 200) 


dows and on shelves around them. Beyond this ante-room 
is a second display room with a U-shaped counter show 
case plus attractively arranged shelves, all filled with 
the latest available merchandise. 

Surrounding the centrally located model store are vari- 
ous Ball Company departments devoted to diamonds, 
watches, appliances, etc., and the firm’s executive offices. 
The office space covers the entire tenth floor of the Lucien 
Lelong Building at 6 North Michigan Ave., yet with all 
its spaciousness the floor plan is compact. There is easy 
access from all points to the executive and departmental 
offices and to the model store. The lighting and decorating 
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are completely modern throughout, giving an imme FF 
impression that the Ball Company offices reseasll 
pleasant place to work and to do business. The offic 
arrangement and appearance are also in keeping with 
the friendly atmosphere which has always typified this 
company. 

Accounting, marking and shipping departments 
well as storage facilities, occupy a good share in 
new office space. A large, modern vault, centrally located 
accommodates storage of thousands of diamond rings 
and watches. Additional storage space contains the bal. 
ance of the wide variety of jewelry and appliances offered 
by the firm. 

Service facilities, particularly the shipping department 
have been expanded to speed up order handling ai 
shipments of merchandise to Ball customers. 

Webb C. Ball II, president of the Ball Company ha 
stated that although the firm has not yet issued anything 
resembling a formal invitation for people to visit the 
new Ball Company offices, the welcome mat is definitely 
on display. It is his earnest hope that everyone in the 
jewelry business will visit the new showrooms, and jew. 
elers are especially invited to stop in during the months 
of July and August, when a “semi-official” opening js 
scheduled. “Our doors are always open,” Mr. Ball said, 
“and we will be pleased to show visitors our model store 
and our entire new offices. Come in any time you are 
in Chicago, or whenever you are stopping over in the 
city.” 

The Ball Company are sole distributors of the “Official 
Railroad Standard” Ball watch, and creators of Garland 
diamond rings and watches. Mr. Ball reported that he is 
particularly proud of the new Fall line of diamond rings 
and watches the firm is now presenting, and believes 
jewelers will be most interested in seeing this merchan- 
dise—displayed, of course, in the new model store. 





DISPLAY ESSENTIAL IN SELLING SILVER 
(From page 238) 


ground is a basic principle used on all three shelves. The 
bottom shelf is devoted to coffee and tea services, with 
larger pieces—trays and meat dishes—in the background. 
The middle shelf contains medium-sized items: vegetable 
dishes, candelabra, bread trays, and gravy and mayon- 
naise bowls. In the top row, spotted between twenty silver 
water pitchers, are salt and pepper sets, candlesticks, 
ash trays and cigarette urns. 

Keeping the display immaculate and radiant is a No. 
1 store project. The solution to the problem does not lie 
in assigning one employee to the job of cleaning and 
polishing silverware, because only several pieces ate 
brightened daily by this method, and the entire display 
never presents a clean face at once. Instead, the entire 
store staff forms a smooth-working, ten-member silver 
clean-up team, accomplishing the project by working two 
or three hours a couple of evenings a month. As a result 
the display gets a “new look” as a unit. The store calen- 
dar is marked for punctual performance of these silver 
clean-up clambakes. 

Newton’s customers generally prefer branded met- 
chandise, a predilection particularly obvious in watch 
and silver sales. Since the firm’s inventory is brand- 
studded, not only in watch and silver sections but in all 
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lines, satisfying this customer preference presents no 
? 


problem. 

But the Newtons believe further that the silver prospect 
requires more specialized and expert sales consideration. 
Hence, they have reasoned, the silver buyer is the proper 
‘ndividual to handle sales in this department. His job 
as buyer affords him a certain familiarity with the lines. 
He has learned about this merchandise by seeing it first, 
knows why he selected the various pieces in the first 

lace, knows who makes them, and the reputation of the 
manufacturers, has immediate knowledge of prices, and, 
therefore, is more able to impress the customer and clinch 


sales. 

“There are two types of silver customers,” said Mr. 
Newton. “The ‘price-no-object’ customer, primarily in- 
terested in the style of a piece and the brand name. This 
customer is, perhaps, seeking a coffee set. 


“Then, there is the limited-means buyer who wants an 
item costing around $15.00. Of these, the latter takes 
more concentrated and creative selling. In the case of 
the first type, if you have the item in stock in a brand 
he recognizes, and a style he likes, the sale is 80 per cent 
in the bag. The second customer requires more detailed 
information. Buying silver is more of an occasion for 
him and he wants to be sure he is getting the most for 
his money.” 


Newton’s is one of Joplin’s live-wire advertisers. Copy 
in 1,000 spot announcements, divided between the city’s 
two radio stations, and the year-around newspaper ad 
layouts, is profusely interlarded with mention of manu- 
facturers’ names and prices. 


Silver is tagged for promotion once monthly in large 
Sunday insertions. During gift-buying seasons, ads spot- 
lighting silver products are stepped up because this 
merchandise ranks as a No. 1 choice with many gift 
selectees. 


Newton’s of Joplin, one of a six-store chain, was estab- 
lished in 1940, and blossomed into a profitable operation 
during the war years when sales were accelerated by trade 
generated by Camp Crowder, a nearby Army camp. 


Although this junior metropolis of 48,000 has now 
settled down to post-war normalcy, sales at the store 
continue to be peaked at a high level. Newest addition 
to the six-store system are ultra-modern stores at Water- 
loo, Iowa (introduced in 1947), and Fort Smith, Ark- 
ansas (debut, November 1947). 





PEOPLE CAN ALWAYS USE TIME 
(From page 242) 


The first consists of dramatizing her displays by train- 
ing the ceiling spotlights on certain portions of the mer- 
chandise. Thus she may have several boxes of lovely 
bracelets laid out. But in order to make the whole layout 
more attractive, she trains one or two spotlights on the 
center box. In this way shoppers’ eyes automatically are 
led to this highlighted box. From then on, their glances 
drop to the other merchandise. 


“This highlighting stops passing traffic, and then gets 
attention for the other merchandise, too,” she comments. 
Her “theme” idea is to devote the entire window to one 
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kind of object, such as watch straps, rings, or any oth 
item the Schreibers want to push at the time, k 


“This is the ‘mass display’ idea that works go 
supermarkets,” Mrs. Schreiber continues. “People seem t 
like the idea of seeing a lot of merchandise jn one s 
so that’s what we do here. Then, too, I make it g ~ 
to use a little touch of decoration in each wieding 1. 
don’t use any step ideas to lift our merchandise up : 
we have to do something else to give added life to a 
windows. I find little figurines are perfect for this. Who 
can resist the appeal of a quaint little doll set amoy 
jewelry pieces? I’ve made use of that quite often. They’te 
especially good if they are the kind that can be dressed 
in several different costumes. Then they can match , 
season, occasion, or holiday. Oh, there are endless 
of using these dolls to boost sales!” 


well in 


Ways 


75 PER CENT OF BUSINESS 


And speaking of sales, ever since Mr. Schreiber say 
how big the turnover in clocks was, he has been cop. 
centrating on them, until now, three-fourths of his bys. 
ness evolves around them. 


Recently his fame as a clock seller stood him in good 
stead when a local theater needed a grandfather clock 
to use in a publicity tie-in with the movie it was fea. 
turing. 

Manager Tom Cornfield of the Palace Theater in down. 
town Milwaukee wanted an attractive clock to display in 
his theater lobby, and when he mentioned that fact to a 
local jeweler, that man immediately suggested Mr. Schrei. 
ber. 

So throughout the run of the movie, a grandfather 
clock loaned to Mr. Cornfield stood in the lobby amidst 
much teaser advertising. A printed card saying, “This 
clock courtesy Schreiber Clock Service” plus the address 
of the store was planted in the glass door of the clock, 
In this way Schreiber’s name was seen by the many 
thousands who attended the movie. 

Did this bit of co-operation pay off? “What do you 
think?” grins Mr. Schreiber. “People who never knew 
about my store before began to drop in. Others called 
up to ask if I did clock repair work. My answer to that 
was a most emphatic yes, for clock repairing is my spe- 
cialty. I took my apprenticeship in the Wisconsin School 
of Watchmaking here in Milwaukee. And I do a great 


deal of the work for other city jewelers along this line 


“That’s why I plan to switch even more into this 
timepiece line. Jewelery is a fine line, but any jeweler 
can get the same good stock for his store. The trick is 
to specialize and to make your store famous for one 
certain thing. This will bring in people for the one item, 
and from then on impulse sales will boost total returns 
on other merchandise, too. 


“And how do I build up this specialty? By direct mail, 
mostly. Every time it gets close to housecleaning season, 
I send out printed letters and circulars and illustrated 
brochures reminding housewives that their clocks, too, 
need a good cleaning. In the summer I store many clocks 
for people who travel and want to make sure their time 
pieces are being kept in good condition in their absence. 


“Tied in with that is my selling service for antique 
clocks. Many times people want to sell an antique clock 
they possess, but don’t want to give it to a regular antique 
dealer. So if they prefer, they call me in on it, and | 
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sell it on a regular commission. However, I don’t do too 
much of this. It is more in the way of a favor to people 
who would find it hard to dispose of these clocks other- 
wise. 

Mr. Schreiber has tried radio plugs and newspaper 
ads, too, but he has found that direct mail was by far 
the most effective. “Radio is too broad and hits too 
many people who aren’t interested in what is being talked 
about, he remarks, “and newspaper ads are often skipped 
by people who are searching for the comics. So I stick 
to what has brought me results! 





PLATED WARE COMPLEMENTS STRELING SALE 
(From page 244) 


ness. We began to see big possibilities in this end of our 
silverware department. More small advertisements were 
run. By August, plated flatware sales had increased to 
$1,500. 

“Then came the introduction of the new 1847 Rogers 
Bros. pattern, ‘Remembrance’ in September. We pub- 
lished a large advertisement. Our sales soared to $4,300. 
In October we put on a Parade of Silver which was de- 
signed primarily as a sterling promotion. However, we 
saw to it that silver plated flatware had a good repre- 





sentation. We had 13 window displays on silver, in- | 
cluding plated flatware and holloware. On the third floor | 
we had many attractive table settings in both plated and 


sterling silverware. More than 100 people daily saw the 
International Silver Co. movie, ‘America’s First Silver- 
plate’. This promotion led to plated flatware sales of 
approximately $4,000 in October. 


“We finished with sales of more than $9,000 in Decem- | 


ber, giving us approximately $32,000 in sales for 1947. | 


We were very enthusiastic over this beginning and be- 
lieve it far outdistanced any experience the firm had 
enjoyed in plated flatware in its 111 years of existence. 

“But we did more than increase our plated salés in 
1947. We feel that the promotion of plated flatware 


went hand in hand with the marketing of sterling. This | 
is evidenced by the fact that during the year our sterling | 


volume increased by more than 30 per cent.” 


There were two other major results resulting from | 
Bromberg’s pushing plated flatware. Both were far-reach- | 


ing. 


“Our plated advertising brought many new customers | 


into our store,” stated Mr. Denson. “They not only | 
bought plated flatware but also purchased many other | 
articles. Thus, the silverplate sales helped boost our 


overall business. 

“The promotion also made other jewelry stores in 
Birmingham silverplate conscious. They, too, advertised. 
As a result, the story of silverplated flatware was brought 
home forcibly to all residents of the city. Today more 
women than ever before know the joy they can derive 
from the possession of beautiful silver—whether it be 
plated or sterling. 

“Our future? Just give us the merchandise and our 
sales of plated flatware in 1948 could be expanded to a 
figure between $50,000 and $75,000. 

“Bromberg’s is mighty happy that it finally discovered 
the big silver plated flatware market it had ignored for 
years. Any store which has taken no interest in carrying 
or promoting plated flatware for fear it would hurt 
sterling sales of flatware should profit by our experience.” 


FOR JULY, 1948 


RINGS THAT EMBRACE ONE AN- 


























THE ENGAGEMENT AND WEDDING 


OTHER TO FORM A PERFECT PAIR 


EMBRASET, the newest 
idea in ring ensembles, fit 
perfectly together to form 
one harmonious unit. These 
precision made rings have 
no locking parts to wear 
and still they retain their 
position on the finger. 
Available in GOLD or 
PLATINUM, drilled for 


fnelle or finely engraved. 


PATENT 
APPLIED FOR 
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GIFT-WORTHY SERVING PLATES 
Big, Bright Monograms in Sterling Silver 


Another Sterling Silver Deposit triumph from Nationall We've 
taken our handsomest crystal plates, banded them with thick 
silver borders, and monogrammed them with luxurious, prideful 
silver block letters. And protected their brilliant lustre with a 
Rhodiant Finish that never tarnishes. 
You've never seen serving plates as stunning as these—they’'ll 
sell abundantly for weekend gifts, anniversaries, weddings and 
every other gift occasion. 


NATIONAL SILVER DEPOSIT 
WARE CO., Ine. 


Executive Offices and Showrooms 


44 WEST 18th ST. NEW YORK 11, N. Y. 
BRANCH SHOWROOMS 


Chicago: 1555 Merchandise Mart Los Angeles: 527 W. Seventh St. 
Boston: Parker House, 44 School St. Portland, Ore.: 401 Guardian Bldg. 
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The Book Shelf 


Lapidary Work 


Daniel Willems. The Manual Arts P . 
$3.50. Available from Book Departmen 
100 E. 42nd St., New York 17. » The 


Gem Cutting. By J. 
Illinois. 224 pp. 1948. 
Jewelers’ Circular-Keystone, 


. igen recent astounding growth of popular lapidary 
societies and mineralogical clubs has been marked 
by the development of an increased interest in amateur 


_lapidary work. This has resulted in the publication of 


_ several books upon gem cutting, a development which we 








have not seen in previous history. Up to now lapidary 
work has been largely the profession of a select few 
principally European trained, with ideas about secrecy 
which prevented them from writing and publishing books 
of this nature. Dr. J. Daniel Willems is a succesgfyj 
Chicago doctor who has turned to the hobby of lapidary 
work as a relaxation. To this hobby he has brought a 
novel approach and an inquiring mind. He has developed 
several new gadgets which have eliminated some of the 
long years of practice from the prevailing hand-work 
which is customary among the ordinary lapidaries, With 
his gadgets he turns out facetted stones which are the 
equal of those of professional lapidaries who have 
worked for years to acquire this skill. The book is a fine 
example of a detailed, practical work showing all of the 
steps necessary, all of the cutting shapes which are pos. 
sible, the equipment and the techniques. Dr. Willems is 
to be congratulated upon having done an excellent job, 
It is easy to read and easy to understand. He has sources 
and equipment listed, he has photographs of the various 
types of equipment which are used and excellent draw. 
ings of the steps to be followed in cutting and polishing 


_ stones. At the close of each chapter he has a summary of 


“do’s and don’ts” which will be found most practical. 

The book contains 24 chapters which are divided up 
into different groups of techniques. It commences with a 
short introduction and a description of important gem 
materials. There is a summary of cutting and polishing 
followed with chapters on the technique of sawing, tech- 
nique of rough grinding, dopping, finished grinding, 
sanding, polishing and then undopping and cleaning. 
He then takes up the facet-cut stones and speaks about the 
optical properties of the various gem materials. He gives 
a series of proper angles for the different important jew- 
elry stones. He has described and pictured the various 
types of facet-cuts, and then in a very interesting series 
of drawings shows the successive stages in the develop- 
ment of the facets on a brilliant cut stone. The same is 
followed for some of the other shapes which are common 
and customary. 

His instructions on the study of gem crystals and its 
proper orientation would make excellent reading for 
many professional lapidaries. He then speaks of sawing 
and roughing out the gem stone and the traditional and 
modern dopping devices. He describes his own facetting 
device and the proper methods of attaching the stone to 
the dopping stick, the cutting of facets and the final 
removing and polishing. There are special lapidary 
techniques covered in a succeeding chapter in which he 
touches on such things as the cutting of spheres and the 
cutting of beads. Drilling is another problem not usually 
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described in these popular gem cutting books. There is a 
short chapter on the cutting of the diamonds but this, to 
the users of this work, is largely of academic interest. 
The final section has a listing of the absolute minimum of 
equipment necessary for a beginner’s shop and then there 
is a bibliography. 

The book is a very well made and attractive one on 
coated stock and the illustrations are excellent. It is not 
likely that the professional lapidaries will find it very 
much to interest them in it, but for the amateur and for 
the jeweler who wishes to talk intelligently about the 
cutting of stones it is highly recommended. Dr. Willems 
has done a very creditable job and his publisher has de- 
livered a fine looking product. 





JIC SILVER PARADE HUGE SUCCESS 
(From page 234) 


these firms sent in written requests for 1,084 kits for 
their salesmen. These kits were then used by sales repre- 
sentatives to explain the drive to their retail customers.” 
The returns indicate that a number of jewelers, on 
their own initiative, made use of the “Club Plan” method 
of promotion during the Silver Parade. In this connection, 
it is interesting to cite a letter to this publication from 
Arthur Grunewald of Grunewald & Adams, Tuscon, Ariz.: 
I wish to publicly thank THE JEWELERS’ CrrcULAR KEYSTONE 
for their original article regarding our sterling silver club 
plan which has proved so timely to a tremendous number 
of progressive jewelers throughout the United States. This 
club plan which has become known as the “33c a week 
Sterling Silver Club” has caught the spark and imagination 
of many jewelers and they have cooperated in using this or 
variations of our plan to such an extent that not only has 
their sterling silver volume increased measureably but many 
of us firmly believe that the advances of the house-to-house 
canvassers have been stopped. Moreover, we are proving to 
the public that retail jewelers can offer the same advantages 
in terms that house-to-house canvassers offered plus many 
more local retail services, in addition to the advantage of 
nationally known, first rate sterling silver patterns. 
I attribute the wide acceptance of this plan to the JEWEL- 


ERS CIRCULAR-KEYSTONE. It was your first original article 
that brought scores of responses to us and though we tried 
to answer each one patiently and thoroughly, you put the 
idea cross at one fell swoop. You should be congratulated 
on being able to present to the retail jewelers throughout the 
United States progressive ideas for everyone’s mutual bet- 
terment. 


Statistics on the Club Plan—a plan not included in 
the Council’s promotion book, incidentally—will also be 
included in the JIC’s compilation of results of the Silver 
Parade. 

The Council’s purpose in making a detailed study of 
the 1948 Silver Parade, according to Mr. Haase, is “not 
only to find ways and means of bettering future Silver 
Parades but, also, to learn lessons from that promotion 
which can be applied in conducting sales promotion 
drives for other products of the jewelry industry as they 
are authorized by the Council’s Executive Committee.” 

In this latter connection, C. D. Kaufmann, Chairman 
of the Board, has announced that the JIC has been author- 
ized to make plans for a nation-wide promotion of watches 
later in 1948. Also, preliminary steps in exploring plans 
for a nation-wide promotion of diamonds have been 
authorized. Mr. Kaufmann reported that after the work 
on these new promotions was well under way, considera- 
tion would be given to promotion drives for other prod- 
ucts of the jewelry industry. 
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Temperature at a glance 


NDOOR-OUTDOOR 
THERMOMETER 





The new Marsh Duo-Temp is certainly one of the outstanding 
sales successes of the year—or any year! So right now— 
while the added appeal of something new in indoor-outdoor 
thermometers is giving it extra sales power—is the time to 
cash in with Duo-Temp. 

We have developed a “package” that brings you six Duo- 
Temps, an attractive full color display for window or coun- 
ter showing an actual Duo-Temp in use, and a generous 
supply of descriptive circulars, also in color. 

Duo-Temp is the first and only fully mechanical indoor- 
outdoor thermometer. Outdoor temperature is shown on the 
top scale; indoor, on the bottom scale of Duo-Temp’s big, 
easy-to-read dial—a welcome change from the hard-to-read 
glass tube thermometer. It is attractively different to look at, 
handsomely styled for the finest interior. Because it is entirely 
mechanical, there are no glass tubes to break; none of the 
inaccuracies due to separated columns of mercury or spirits. 
Installation is a pleasant task anyone can perform in a 
few minutes. 

At the retail price of $6.75, Duo-Temp is a truly sensational 
value. Only the large-scale production through Marsh mass- 
precision methods in our new, ultra-modern plant makes 
this possible. 


Your jobber will show you the good profit margin for you in 
Duo-Temp—or write us direct. 


Duo-Temp measures 3'2 in. square, and is $ 715 
equipped with 5 ft. of capillary tubing. Retail 
price, complete with outside bulb, mounting 

bracket and tubing. 
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2 PLASTIC BEADS 2 


FOR EVERY PURPOSE! 


TELL Plastic Beads are preferred by 
leading jewelry manufacturers from coast to 
coast. Expertly made from cellulose acetate 
material, TELL Plastic Beads are produced in 


© 

©) 

@) 

©) 
G. P ‘ LAW R E , © a variety of spheres and shapes. 
122 EAST 42nd ST., MU. 5% €) TELL Plastic Beads are available in the 
NEW YORK 17, f ©) following colors and finishes: 

©) 


® Alabaster base for pearlizing. 

® Chalk white, pink, or blue with waxed finish. 
® Gold, silver or rhodium plated. 

@ Manufactured according to specifications. 


SOLE AGENT FOR U.S. 





©) Sizes: 214 -3-314,-4-414-5-514-6- 
© 7-8-9-10-12- 14- 15 - 18 mms. may be 
© ordered with or without holes. Submit your 
© 

© 

©) 
© 


specifications or write for samples and prices. 


TELL MANUFACTURING CO., INC 


33 Fulton Street * Newark 2, N. J. 
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Sell Locking Ring Sets 
by Using 
C.&G. Dual Ring Clasps 


You can apply the C. & G. 
| Dual Ring Clasp to any 
wedding and engagement 
| rings, locking them to- 
| gether. 
Easily Applied 
| Just Clamps On 
No Soldering 


| @ Holds Engagement and 
Wedding Rings Side by 
Side in Upright Position 

® Comfortable — No 
Rough Edges 

@ Prevents Rings From 
Turning on Finger 

@ Prevents Wear Be- 
tween Rings 

Guaranteed against 


NOW AVAILABLE 
One of the finest 


fifth Avenue 
CORNER LOCATIONS 
All Outside Windows 


~ Second Floor 
Midtown—5th Ave. N. Y. | 
Patent No..2281231 yr th 


Jewelry or Watch Concern Uattanetiee Deokes 
Newspaper mat of the C. & G. Discounts) 


Dual Ring Clasp (as shown) Order Through Your 


Wholesale or Retail finished free, Besertet Meade 


Manufactured by 





















Box HUIS! Care CAMPANA & GOETZ 
JEWELERS’ CIRCULAR-KEYSTONE 704 Market Street San Francisco 2, Calif. 
100 East 42nd St., New York 17, N. Y. M. J. LAMPERT & ite ee ae ees New York 7, N.Y. 
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A compliment to your display. Exquisitely designed 
Lamp and Shade, with Figurine by ‘‘Edwina”™ of hand 
made lace trim and with shade corded to match the 
predominating colors of Turquoise, Dusty Rose or 
Dark Green. 


KATHERINE ZIPPER & COMPANY 
712 SOUTH OLIVE STREET 
LOS ANGELES, CALIFORNIA 


Catalogue on request 














Will Sige DIAMOND RINGS STONERINGS, WEDDINGRINGS _ <<"? 
The ONLY LY SIZER that can do all this for youl 


THE MASTER PRECISION 
on — 


2.ENLARGE DIA- 
MOND-SET EN-~ pice 
GAGEMENT RINGS “**** 
—all kinds, 

3.ENLARGE STONE 
RINGS—all kinds. 

4.ENLARGE 5, 7 & 10- 
STONE WEDDING 
rings. 

WITH COMPLETE 

SAFETY TO THE 

STONES, 
















‘\o 
— < a ee 
1. REDUCE and EN- ee oe ee _ 
LARGE all styles of pe pejny qe rrrers tal srs 


ladies’ and gents’ wed- 


Ss 


In Your 
Establishment! 






J.J. KAGAN & C0. 


220 West 5th Street 
LOS ANGELES 13, CALIFORNIA 





Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped J/£ VIN on 
face. Stocked by lead- 


ing material dealers. 


No. 
No. 
No. 
No. 
No. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people, 


Lowestoft Stone Ching 





Made by | 
W.T. COPELAND & SONS, LTD. 
England 


e 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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lf you haven't already received a copy of Silver City's 
new 1948 Sterling-on-Crystal and Cut Crystal Catalog, 
be sure to send for one today. You'll find hundreds of 
exquisitely decorated items you'll proudly show to your 
best customers. They're modestly priced too. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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|. Simple in design is this cocktail shaker silver-plated 
on copper with goblets to match; 1'/5-qt. shaker has hidden 
strainer, retails for $18; 5!/-0z. goblets retail for $4 
apiece. From Knight Silversmiths, 385 Fifth Ave., New York. 


2. Swedish-made in pale green glass, either crackled or 
plain, these engagingly-modeled bottles retail at $12 and 
$9.50. From Swedish Handicrafts, 153 Lexington Ave., N. Y. 


3. New line of baby items in sterling silver includes this 
dumbell rattle (retail $4) and teething ring ($2) in Piggy 
design. Ring is made of unbreakable plastic in variety of 
colors. Made by the J. W. Robbins Co., 225 Fifth Ave., N. Y. 


4. Five-tube radio set with American walnut cabinet and a 
variety of horse mounts finished in bronze, gold or silver. 
From Trophy-Craft Co., 249 N. Reno St., Los Angeles, Calif. 


5. Decorated with a ship design this cocktail set in crys- 
tal glass, with a 30-ounce shaker and six 3-ounce glasses, 
retails at $12.50. From Imperial Glass Corp., Bellaire, O. 


6. Decorative pieces in German cased glass in garnet red 
and sapphire blue with deep-cut designs. Part of big line, 
10" vase retails at $20; 8'/4,"" bowl at $24. Carried in stock 
by Ebeling & Reuss Co.. 707 Chestnut Street, Philadelphia. 
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It lends an air of colonial hospitality -- 
suggestive of the quiet, sturdy, high-minded 
patriots of the “coach and four’ days. 


There’s a romantic look to these hand- 
made pieces of fine crystal clear glass. 
These are adaptations of the most popular 
styles from the 18th century, designed 
to meet the rapidly growing demand for 
American historical reproductions. 


Many different pieces from which to 
LTT choose. An entire table service, or a 
’ few matching pieces solely for decor- 


ative effect. Moderate in price. 


The Williamsburg is an open stock 
pattern by the makers of Tiffin and 
Glassport ware. 








UNITED STATES GLASS CQO. 
TIFFIN, OHIO 


Makers of Tiffin and Glassport Fine Glassware 
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1. Large, French-type porcelain figurines decorated with 
rows of real lace and hand-painted with natural colors and 
touches of gold—priced at $65 each Keystone. By Heirlooms 
of Tomorrow, 2809 N. Supluveda Blvd., Manhattan Beach, Cal. 


2. A trio of decorative accessories in the Killarney line 
in Tiffin glass, with a rich, deep green combined with clear 
crystal glass. Made by the United States Glass Co. Tiffin, O. 


3. With today's revival of interest in home sewing, this 
pinking shears set makes a desirable gift. Handsomely pack- 
aged in leather, it may be retailed for $12.50. Part of a 
new line from Griffon Cutlery Works, 151 W. 19th St., N. Y. 


4. One of Spode's best-known patterns—the "Billingsley 
Rose'"—a spray hand-painted in natural colors on the Jewel 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


5. New Sailing Ship metal bookends in colorplate etchware 
finished in antique silver, with hardwood blocks. Gift box, 
$10 a pair. From L. F. Grammes & Sons, Inc., Allentown, Pa. 


6. Opulent settings for portraits, these photograph frames 
are made entirely by hand with elaborate carvings on glass 
overlaid with gold or gold panels. Created by the National 
Silver Deposit Ware Co., Inc., 44 West I8th St., New York. 
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Technique for Sparkle 
in Glassware 








1567 Merchandise Mart... Chicago, Illinois—Designed by Harper Richards 


Incandescent is sometimes too hot and fluo- 
rescent too cold for the natural gleam that good 
glassware deserves. After several years of 
consultation with lighting engineers and store 
display specialists, Fostoria comes up with 
Blended Light, a combination of both. This 
partnership seems to solve the problem .. . 
providing proper lighting to bring out the 
sparkle and life inherent in fine glassware. 


How it is done 
As the illustrated showcase points out: (1) 
incandescent spotlighting from above adds 
sparkle and warmth (2) fluorescent tubes 
behind the louvered, paneled ends, and (3) the 
additional fluorescent effect under the table- 
level, frosted plate glass, provide general 
lighting. The combined arrangement achieves a 
blended light that’s practical as well as beautiful. 


WATCH THIS SPACE FOR OTHER DISPLAY SUGGESTIONS 


C_ am 





FOSTORIA GLASS COMPANY - MOUNDSVILLE, WEST VIRGINIA 
Chicago—1567 Merchandise Mart ¢« New York, 200 Fifth Avenue 
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|. Dial contract bridge scorer—compact or cigarette case 
of lacquered brass which gives score with turn of the dial. 


Retail, $5. From Zell Co., Inc., 347 Fifth Ave., New York. 


2. Available again—the Barbara Bates "Midas Mesh" mani- 
cure gift set with the golden mesh covering and gold plated 
manicure implements. The set retails for $17.50 plus tax, 
and is manufactured by J. C. Bates & Son, of Chester, Conn. 


3. Tall, slim decanter and 6 wine glasses in Karhula crys- 
tal from Finland—retail $24 for the set. Immediate deliv- 
ery. From Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 


4. Frigid Digits — shatterproof plastic numbers with water 
sealed in; cool drink, identify glass. Cost $14.26 a dozen 
gift boxes. By Nice Cubes, 8648 A Melrose Avenue, L. A. 


5. Made of highly polished brass with clear enamel finish 
this 11" bowl is priced at $5 Keystone; 5" candleholders, 
$8 a pair. From Pryor & Co., 527 W. 7th St., Los Angeles. 


6. Purity of line features this vase in Orrefors crystal 
glass, designed by Lindstrand, famous Swedish artist. Sold 
in the East by Fisher, Bruce & Co., 219 Market St., Phila.; 
in the West by Axel Zacho, 3157 Wilshire Blvd., Los Angeles. 
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SEE WHAT DICKIE FOUND THIS SUMMER 
AT FARMER BROWN’S COUNTRY FARM... 





A BARNYARD FAM 
APKIN R INGs: 


OF STeRLiNG sILve® 
) 4ND B18 CLIPS’ 





"Oh .. . look at that shiny sleek vi. 
Pussy Cat” cried Dickie. = 

m going to call him q 

Uncle Elizabeth” 









fe 








He's meowing 
so loud at : 
guzzling fat 
Porky Pig” 
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A Peter Rabbit for my special 
_J playmate this summer?” 


“Sister Jane would love to cuddle 
Grizzley Baby Bear, too” 







“and | mustn't forget Butch, he'll have 
so much fun with this saucy-looking Duck” 
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“And won't Mother thrill over those cute 
gy Bib Clips for baby Ann, when she learns they , 
JY also come with the Bunny Bear and Piggy face, too! ®& 


rf 


: pee ¥ |’m going to write Daddy right now and have him start our ~» 


“- » 


££ “own barnyard for us at home.” 
y ROBBINS STERLING <7 





POPULARLY 


oe fs NATIONALLY 
el PRICED 


ADVERTISED 


“pat. pending 


225 FIFTH AVENUE, NEW YORK 10,'°N. Y. FACTORY: ATTLEBORO, MASS. 
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FOR THE LION’S SHARE 
OF GIFT MERCHANDISE! 


Be sure to see this royal selection of gifts, 
artwares and decorative accessories ... 
tested items plus fresh, new stock . . . com- 
pactly assembled, conveniently displayed 
for your swift and accurate appraisal. 


You'll crown your shelves with spoils from 
the choice treasures of the giftwares field 
and enjoy princely sales throughout the 
season. 


* 


SHOW HOURS: 
9 A.M. to 6 P.M. 
August 7th & 13th —9 A.M. to 1 P.M. 
Closed Sunday, August 8th 


CHICAGO GIFT SHOW 


AUGUST 2nd to 13th 
PALMER HOUSE 





Eastern Manufacturers and Importers Exhibit, Inc. 


Samuel Keepnews, President, John Rosetti, Vice Pres. 
George F. Little, Managing Director 
220 Fifth Avenue, New York 1, N. Y. 
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by MADELINE LOVE 


AS the word “gifts” become outmoded in the jp. 

dustry? Is it no longer—if it ever really was— 

an appropriate designation for the type of merchandise 

usually associated with the word by both wholesaler and 
retailer ? 


There are those who think another term should he 
used, and one of those is Jack Orenstein, of Everlast. 
In an open letter to both sides of the industry, he suggests 
that the name “decorative home accessories” be adopted 
generally in place of “gifts.” Mr. Orenstein believes that 
the new term is more accurate and carries more prestige, 
and he hopes that the trade will look favorably on the 
idea. 





H. Leslie Irving, director of Paragon China, Ltd., of Eng- 

land, displays a plate in the "Queen Mary" pattern to 

Viscount Alexander of Tunis, Governor General of Canada, 

on the opening day of the International Trade Fair held early 
in June at Toronto. 


The recently-organized China, Glass and Pottery As- 
sociation of New York will meet July 13 at 7:30 o'clock 
in the Hotel McAlpin, when there will be several talks on 
current problems and plans will be made for the first 
outing, slated for July 27 at Schmidt’s Farm, Scarsdale, 
N. Y. Estelle Schaefer is chairman of the entertainment 
committee. 


The 225 Fifth Avenue Association, New York, will 
hold its semi-annual show August 23 to 27, concurrently 
with the gift show at the New Yorker and Pennsylvania 
Hotels. This was decided on instead of the usual pre- 
season market week, and plans are under way for making 
it a gala week at the giftware building. 


Just off the press is a new booklet issued by Theodore 
Haviland & Co., Inc., New York. for their made-in- 
America china dinnerware. The brochure, bound in 
golden paper, is printed throughout in gray-blue, and it 
gives not only a brief history of the Haviland factory but 
discusses the manufacturing methods and gives a few 
words of suggestion for the proper care of the china. 
Five of the dinnerware shapes are illustrated. 
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| The New York Gift Show for years has been the corner- 
_ stone around which many of the keenest buyers 
have built their merchandising plans. 


This August, at the Hotels New Yorker and 
Pennsylvania, manufacturers and importers will dis- 
play gifts and decorative accessories from all over the 
world for your careful inspection and wise purchase. 


| Show Hours: 
| 9 A.M. to 6 P.M. 
| Friday, August 27th—9 A.M. to 1 P.M. 


New York Gift Show 


: “a g : a | August 23-27 
Hotels New Yorker 


Boatinul Malching Ensembiein and Pennsylvania 


; 
' 
| , 
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See own 2u400"Ub row collection 
of Bethwood Royal China Lamps 
and Gikiwane at all major show's 


In slic af July 5 to!7 and Ar Ble | 
1298 Menchandise “Nant | 


pote York: Jul uly 19 to 23 | 
— a 8/4 | 

In Los Ungeles: Tuly 25 to 30 
de sh Hote “Biltmow 


In San Frameisce: Caugust larhe) | 
Civic Quditeruium 






































Batt Weissmam. ne, Aq Wool 23nd S teal How York | Sponsored by National Gift and Art Association, Incorporated 


Directed by George F. Little Management, 220 Fifth Ave., New York ] 
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2 Harvel craftsmanship has 


earned a reputation for making re- 



















markably precise watches...watches 
that are right for accuracy ... right 


q We are afhliated with the 
Henry H. Harteveldt Company. This 
firm, one of the large diamond im- 






for beauty . . . right for price! 












Top 3 WATCHES in 14K white gold, 6 
diamonds $225, 14 diamonds $325, 16 
diamonds $375; bottom watch in plati- 
num, 30 diamonds, $465. These retail 
prices include Federal tax. 


porters in the United States, has 







long been noted for the excellence 
and value of its diamond jewelry. 





eS ae ee 


HARVEL DIAMOND WATCHES are featured by many of America’s 
outstanding jewelers because of their 


e Unsurpassed values ¢ Distinctive styling ¢ Perfection of finish 
e Consumer acceptance built by years of consistent national advertising 


Harvel watches are available to RATED jewelers—write us, One of the World’s Fine Watches 
we have eight salesmen to serve you. 





HARVEL WATCH COMPANY - ROCKEFELLER CENTER «¢ NEW YORK CITY 20 
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Swiss Parts Nightmare 
Soon to be Eliminated 
By New Repair Program 


The Watchmakers of Switzerland are in- 
augurating a completely new and official 
program for the improvement of Swiss 
watch repair service by standardizing ma- 
terials, simplifying the system of parts 
identification and establishing wide-spread 
distribution of genuine Swiss repair parts. 

Paul A. Tschudin, U. S. representative 
of Ebauches, S. A., Neuchatel, Switzer- 
land, gave the details of the program on 
June 11th at the Chicago convention of 
the Watch Material Distributors Associa- 
tion of America. 

When placed in full operation over the 
coming months, the Swiss Watch Parts 
Repair Program will consist of: 

1.) Official Catalogue of Parts Iden- 


tification; 

2.) Official Package for Genuine 
Parts; 

3.) Official Dictionary of Watch Parts 
Terminology. 


“The Watchmakers of Switzerland want 
their fellow craftsmen in America to know 
we share their hope that every require- 
ment for keeping Swiss watches in the 
best running order will be fully met,” Mr. 


Tschudin said. 


EFFECT OF THE PROGRAM 


With reference to the effect of the pro- 
gram on the retail jeweler, he said: “By 
rendering faster, better service tto the 
customer, we believe the retailer will de- 
rive greater customer goodwill and profits 
from his watch repair department.” 

Mr. Tschudin also emphasized that “the 
new official program is intended in no way 
to change the present system of distribu- 
tion of materials and information for the 
repair of Swiss watches. The retailer will 
continue to be serviced by his present sup- 
pliers, as always.” 

Realizing the importance of this an- 
nouncement to every element of the Amer- 
ican jewelry trade, Mr. Tschudin said a 
special effort had been made by the Watch- 
makers of Switzerland to ready it in time 
for presentation to the Convention. He will 
remain in this country for the period nec- 
essary to introduce the new system to 
American watchmakers and to be available 
for consultations, he said, explaining that 
details of the program would be included 
in the Watchmakers of Switzerland’s ex- 

(Please turn to page 280) 
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Survey Reveals One Show a Year Idea 


Is Favored by 83% of Jewelry Industry 








Exhibitors Voted Strongly For Single Trade Show 
As Method They Prefer For Displaying Their Lines; 
Cash Jewelers Show Preference For Regional Shows 


Once more the question of whether the 
jewelry industry wants a unified national 
show raises its head; this time from the 
publicity being given to the results of a 
survey conducted by the Ross Federal Re- 
search Corp., an independent fact-finding 
organization, for the Harman Watch Com- 
pany. 

Results of the survey revealed that 83 
per cent of the firms queried, including 
manufacturers, wholesalers, and cash and 
credit firms, would like to see an annual 
trade show staged jointly by the American 
National Retail Jewelers Association and 
the National Association of Credit Jewel- 
ers, instead of the two shows now held 
by the separate organizations. Greater than 
average support for the single show idea 
was given by manufacturers, wholesalers 
and credit stores; only the cash retailers 
accorded the idea a _ below-average ap- 
proval with 73 per cent for the idea. 

Executives of manufacturing, wholesal- 
ing and retailing firms which participated 
in either or both the ANRJA and NACJ 
shows last year, as well as persons who 
attended either or both shows in 1947, also 
voted heavily in favor of combining the 
two trade showings, with 86 per cent in 
favor of the idea. 


FAVOR STEERING COMMITTEE 


More than three jewelry firms in four, 
or some 78 per cent, favored the creation 
of a steering committee to bring about 
agreement to combine the two annual shows 
under arrangements mutually satisfactory 
and beneficial to both national associations. 

While exhibitors voted strongly for the 





single national trade show as the method 
they would prefer for displaying their 
lines to the trade, cash jewelers showed a 
stronger preference for attending regional 
shows than for attending the national show, 
which reflects for the most part a desire 
to cut down on travel time and expense, 
and time lost from business. 


ADVANTAGES OF SINGLE SHOW 


Savings in time, money, and effort and 
a more complete and better attended show 
are the chief advantages cited by those 
favoring the single show. 


All of this strikes a more than familiar 
«hord as the facts brought out in this sur- 
vey follow close enough to be nearly iden- 
tical with the results of a survey on this 
same question conducted by the JEWELERS’ 
CIRCULAR-KEYSTONE back in 1944 when 
this publication went on record for one 
major national trade show and, in line 
with the then war-time regulations and 
restrictions and scarcity of merchandise, 
the very necessary need for one strong body 
that would represent all retail jewelry in- 
terests and have behind it the power and 
weight of a unified industry. 


Despite the fact that the need for uni- 
fied action was more pressing at that time 
and the fact that the greater majority of 
the industry was firmly in back of the one- 
show idea, nothing was done about it. 
Whether the raising of this question once 
again will ultimately result in the final 
solving of it in favor of the majority de- 
sire of the industry is anyone’s guess at 
this time. 





Wholesalers Sales Show 139% Gain 


April sales of jewelry wholesalers were 
estimated at $43,000,000 by the Office of 
Business Economics of the Department of 
Commerce. This figure represented a 13 
per cent increase over the April, 1947 
level but a seven per cent decrease from 
the March total of $46,000,000. Total sales 
for the year through April were approxi- 
mately nine per cent above the total for 
the first four months of 1947, 

Confidential returns of 167 firms sub- 





mitting reports of their operations to the 
Bureau of the Census indicated sales for 
this group as up an average of ten per 
cent over April, 1947, but off three per 
cent compared with March, 1948. Consider- 
ing geographically and compared with 
April, 1947, sales were up eight, 12 and 
14 per cent respectively in the Middle 
Atlantic, East North Central and Pacific 
regions. Trends in the other regions were 
mixed with four showing increases and 
two indicating decreased sales. 
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Industry Cooperation Urged at NWJA Convention 


(From page 248) 


clothes and food and the necessities of 
life, they will have less to spend for 
jewelry and the jeweler will be compet- 
ing for an ever thinner slice of their dol- 
lar. This means that jewelers won't get 
their share of the consumer business un- 
less they promote more, merchandise more, 
and advertise more. It will take all the 
business skill and ingenuity that can be 
mustered to attract them into the jewelry 
store. To do this, it is just as well to 
throw away the measuring sticks of recent 
years because they can no longer measure 
current needs. 


MORE THAN MERCHANDISE SOURCE 


1948 calls for a newer valuation of the 
wholesaler’s place in the chain of dis- 
tribution. He will have to be more than 
a merchandise resource to his customers. 
It means that he must serve them as a 
clearing house for dissemination of infor- 
mation, as business counsellors, as adver- 
tising counsellors, and as financial coun- 
sellors as well. In short, it means a pro- 
gram of education on merchandising and 
management in all its aspects. In effect, 
it is a short course in modern progressive 
business techniques. 


This kind of friendly personal interest 
in the problems of the retailer is too im- 
portant for the wholesaler to ignore and 
it is needed now as never before. This 
program calls for the selection of rep- 
resentatives who can do more than merely 
dispose of the wholesaler’s goods, for, in 
addition they must have the ability to 
bring intelligent understanding and con- 
structive suggestions to the retailer. They 
must likewise know some of the rudi- 
ments of advertising, of window display, 
and store arrangement. In the last few 
years manufacturers and jobbers have 
been doing a constantly improved job of 
giving jewelers more tools with which to 
work, and in addition, we now have the 
outstanding help of the Jewelry Industry 
Council. But tools were made to use. 
With the wholesaler’s direct “grass roots” 
contacts, he has the unique opportunity of 
selling his retailers on the importance and 
necessity of putting these tools to work 
to their advantage. It must not be for- 
gotten that many of these jewelers are 
newly established and that their experi- 
ence has been limited solely to finding 
goods to sell during the war years. They 
do not have the background of 1921 and 
1929 to guide them from the danger spots. 
They lack not only the background, but 
also the merchandising know-how. Up to 
now, they have had little experience of ex- 
posure to aggressive competition and they 
lack the competitive spirit. Giving these 
retailers not only the goods to sell, but 
the tools with which to de a better job for 
themselves, is the wholesaler’s best insur- 
ance for a healthy and productive future. 
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Concluding the Thursday afternoon pro- 
gram, Casimir A. Sienkiewicz, President 
of the Central Penn National Bank, Phila- 
delphia, gave his views of the business 
outlook for the future. 


DANGER IN BOTH EXTREMES 


Looking at the two extremes, he said, 
there is the danger of the inflationary 
spiral continuing and on the other hand, 
the danger of a depression. For his part, 
he was more inclined to take the middle 
of the road view with the idea that con- 
ditions can be worked around to a more 
normal course, with an orderly readjust- 
ment. 

Current conditions have brought about 
a precarious balance right now with its 
resultant confusion. Costs are high and 
a speedup in efficiency is the only way 
that firms can go on and make a profit. He 
warned that the present situation was one 
to be watched by every business man. 
Trouble signs that have already made 
themselves felt, he said, are the deficit in 
Federal income, the fact that many items 
are getting out of the “scarce” category 
and reaching what is actually a more nor- 
mal market; and increasing price-con- 
sciousness on the part of the public. 

On the other hand, he continued, busi- 
ness prospects for the period ahead are 
good and will continue so, barring un- 
foreseen circumstances. Employment is the 
highest on record; Federal spending is 
growing both in its recent program of 
foreign aid as well as the war-accumulated 
moneys for highways. Business, too, is 
spending for rehabilitation. Housing, 
which will be a continuing need for some 
time to come, will be a strong sustaining 
force for good business. 


CONFIDENT IN FUTURE 


Basis of his long-range confidence in 
business conditions, the speaker stated, was 
the growing population with a predicted 
10 million family unit increase by 1950. 
This will be reflected in a continued need 
for housing and need for household goods. 
Another good sign of a healthy economy 
is that people are saving despite the re- 
cent trend to spend. Another good sign 
is the fact that competition is healthy. 
There are now some 3% million independ- 
ent businesses in this country and a free 
market is indispensable to American econ- 
omy. New products continually making 
their appearance on the market and new 
and improved methods of manufacture are 
other signs that point to a healthy busi- 
ness period ahead. 

America’s capacity to attain stability is 
excellent, the speaker said, basing his views 
on the country’s past performance. The 
character of the American people—their 
willingness to work, to take a risk, and 
the individuality of the people as_a whole 
to lead rather than to follow—all point 
to the ability of the country to weather 
any storms that might arise. 








A plan of action for coordinating sale 
and credits and in facing the problems 
changing business conditions was stressed 
by Edwin B. Moran, well known credit 
authority, author of “The Credit Side of 
Selling,” and Manager of the Central Di. 
vision, National Association of Credit 
Men, who was the first speaker at the Fri. 
day morning session. 

Mr. Moran told the meeting that Ameri- 
can business has undergone a period of 
evolution since Pearl Harbor that changed 
the tone of commercial enterprise here but 
predicted that the next five years wil] 
bring changes that will make the war 
period seem like “child’s play.” 

First evidence of this trend is the return 
to the buyers’ market, Mr. Moran said. 
The buyers’ market, he added, is here in 
many cases, and will make itself felt more 
completely by the end of the year. Euro. 
pean relief may disrupt the full effect of 
the trend, he said, but this will be only 
temporary interruption and management 
must face this reality. 


of 


IMPORTANCE OF DISTRIBUTION 


The most important problem incident to 
this pattern of business development, he 
said, will be one of employment. The crux 
of this problem is rather not who will be 
employed but who will employ the labor 
force, Government or Industry? Between 
55 and 60 million workers will be em. 
ployed. The American system of free en- 
terprise will stand or fall according to who 
employs them, he added. 

To appreciate these conditions he stated 
that it must be realized that the emphasis 
during the last few years has been on pro- 
duction and that this trend has _ reversed 
itself and that now distribution has be- 
come of primary importance. 

The importance of distribution in the 
program of any business gives the credit 
manager an excellent opportunity to tie 
in to the program of distribution. He ad- 
vocated a very close coordination of the 
sales and credit programs. The credit 
manager, he said, should be the _invest- 
ment counselor of his business because it 
is his responsibility to expedite the turn- 
over of working capital. 

In this respect, Mr. Moran continued, 
the credit manager should be _ especially 
alert to dangerous trends of payment. It 
is in such situations that the credit man- 
ager can truly function as a business coun- 
selor and save not only the inventory value 
of his company’s merchandise, but also the 
potential business of the debtor. 


He estimated that if creditors could 
get together, seven out of ten business 
failures could be prevented. This is good 
business, he said. It is good business be- 
cause the average dividend on bankruptcy 
is 6%4 per cent and half of that goes for 
claim representation. This, he added, does 
not take into account the lost work of 
the sales department and the need for 
customer replacement. 
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To do his job well, Mr. Moran urged 
that credit men acquaint themselves with 
all functions of business. Pointing out 
that few were acquainted with insurance 
problems, he noted that 43 per cent of 
businesses Which sustain fire losses . of 
creater than $300 go out of business with- 
ne a year because of financial difficulties 
directly attributable to fire loss. Of the 
remaining 57 per cent, Moran said, one 
half succumb to financial difficulties trace- 
able directly to the fire loss within a three 
year period. Credit men he_ repeated 
should be familiar with insurance tech- 
niques. 

To integrate the credit function with 
top management, Mr. Moran urged close 
cooperation with sales program and long 
range credit analysis policy. He included 
technical proposals on credit handling and 
told credit men to qualify themselves as 
business counselors, familiarize themselves 
with business trends, and spend some time 
in the field. 

To improve their standing within their 
organization, he said that credit men 
should sell themselves on a positive basis. 
“Avoid the mention of smallness of loss, 
he stated, but rather bring up the percent- 
age of collections. Stop trying to sell on 
a negative basis.” 

Following Mr. Moran, Krass Kestin, of 
the Klein Institute for Aptitude Testing, 
New York, provided an interesting feature 
by giving the Institute’s findings on six 
jewelry salesmen who took the aptitude 
test. Without mentioning any names, Mr. 
Kestin told each salesman’s best qualities, 
in what type of selling or management he 
would be best fitted and how his employer 
could best put to use his qualifications. 


TRAINING BUILDS VOLUME 


Concluding the morning session, H. G. 
Kenagy, Vice President of the Mutual 
Benefit Life Insurance Co., talked on the 
possibility of increasing sales volume by 
sales training. 


There’s lots of talk about training sales- 
men but very little effective training is 
done, except in the top companies in a 
comparatively few lines of business, he 
stated. It is still too generally, though 
needlessly true, that the upper 25 per cent 
of the salesmen in most companies pro- 
duce 75 per cent more of the sales volume. 
Sound training enables a much _ higher 
percentage of salesmen to achieve success 
and often doubles the production of the 
entire sales organization. 


A basic trouble in most sales organiza- 
tions, said Mr. Kenagy, is that we do not 
train salesmen; we merely educate them. 
We emphasize product knowledge instead 
of selling skill. We assume that every 
salesman is so different and customers so 
variable that any attempt to use and teach 
standardized sales methods is bound to fail, 
Yet experience in the most successful 
sales organizations proves that the con- 
rary is true, said the speaker. 


It is worth finding out, in any case, the 
extent to which sales methods can be 
standardized so that an intelligent training 
plan can be set up. Even if it should be dis- 
covered that pattern sales talks can’t be 
used, it will undoubtedly be discovered 
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that work patterns can be standardized and 
taught, said Mr. Kenagy. It has been proved, 
for example, that the most efficient sales- 
men in lines where sales are made to re- 
tailers, manage to put in 46 per cent of 
their time in production work, whereas 
only 3114 per cent of the time of aver- 
age salesmen is so employed. How to pre- 
sent the line to the buyer, how to make ef- 
fective store displays, how to discover 
what merchandising help the dealer needs, 
how to allocate selling time in relation to 
potential purchases—these and similar im- 
portant elements of the salesman’s job 
can be rather thoroughly standardized and 
taught. 


ANALYSIS OF JOB 


The starting point for any good training 
plan, said Kenagy, must be an analysis 
of the salesman’s job. The more complex 
the salesman’s job the more necessary the 
analysis. In some cases a_ satisfactory 
analysis, and a good training course, can 
come from a simple description of how 
the best salesmen do their jobs. Success- 
ful experience, observed and _ faithfully 
recorded in terms of what good salesmen 
do and say, also how they do and say 
things, makes the best possible training 
material. 

Once we discover what to teach, said 
Mr. Kenagy, we have to develop effective 
teaching methods. Telling is the most 
common and the least effective method. 
Showing how, by having the new sales- 
men observe a good salesman, is not much 
better, because nobody can acquire a skill 
by merely watching an expert. We learn 
to do only by doing. But the doing should 
go under the watchful eye of a sales coach 
who first demonstrates correct procedure, 
watches the beginner try, corrects mis- 
takes, and keeps up this process until the 
new salesman has the habit of doing and 
saying the right thing in the right way. 
Definitizing training to produce desired 
selling skills has progressed to the point 
where many concerns now have sound 
films which serve as patterns for individual 
coaching. 

The sales manager has not licked the 
sales training problem, said the speaker, 
until he has specified on paper exactly 
what he wants his salesmen to do, par- 


ticularly in the presence ef the buyer, and- 


has a training system which guarantees 
performance according to his 
tions. The more nearly training ap- 
proaches that status, the higher average 
sales results will be. 


MERCHANDISING FORUM 


Friday afternoon’s session was devoted 
to a merchandising forum devoted to 
wholesalers’ merchandising and _ promo- 
tion. 

William H. Ficken, of the A. H. Ficken 
Co., Inc., Cleveland, Ohio, speaking on 
advertising and sales promotion by the 
wholesaler said that if wholesalers would 
promote their goods more to the retailer 
they could do a better job of their selling 
and such a program, properly handled, 
would better convince the manufacturer 
that the wholesaler is essential to his 
merchandising program. 
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Some of the point he brought out where- 
by wholesalers could better promote them- 
selves and their essentiality to jewelry 
distribution was to take a more active 
part in all trade meetings, taking a part 
in the program of such meetings by hav- 
ing leaders in the wholesale trade as 
speakers; also for individual firms to ad- 
dress local retail group meetings. 

John M. Montgomery, sales manager of 
M. A. Mead & Co., said that the question 
of how to get the most out of your sales- 
men is also a question of survival. More 
manufacturers will sell direct unless the 
wholesaler becomes like a sales organiza- 
tion and less like a warehouse and their 
salesmen learn to be salesmen and stop 
being casual “order taking peddlers.” 


Ninety per cent of the wholesaler’s sales 
are made by 20 per cent of his salesmen. 
Salesmen fall into two categories, he said, 
first the ordinary salesman provides the 
retailer with wasted time and makes no 
effort to sell the wholesaler and, the crea- 
tive salesman who 80 per cent of the busi- 
ness and goes out of his way to sell the 
wholesaler is an important factor in the 
jewelry business. 

To obtain the creative salesman calls 
for the education and training of men to 
the art of selling the wholesaler’s prod- 
uct. Also, the wholesaler should have a 
definite program of types of merchandise 
to be sold. He should reduce the number 
of lines carried so that those he does carry 
complement one and another. The whole- 
saler should stop trying to be a _ ware- 
house of all jewelry store items. He should 
insist on territory protection from his man- 
ufacturers for his salesmen and provide 
them incentives to really sell. 


SALES POTENTIAL NEGLECTED 


Dudley E. Sanderson, Director of Sales 
of Oneida Community, Ltd., pointing up 
how the wholesaler can get the maximum 
benefit from the manufacturer’s advertis- 
ing, said that good advertising will always 
provide a good crop of customers—but not 
the crop that is possible if the wholesaler 
does some positive things after the adver- 
tising is “sown”. 

The real problem is one of getting the 
retailer to take advantage of the potential 
business that national advertising creates 
with the newspaper readers,. magazine 
readérs and radio jisteners- in his own 
neighborhood. While manufacturers’ ad- 
vertising aids their business, they fail to 
reach their maximum sales possibilities 
through failure to do something positive 
about it. This has long been a complicated 
problem for the manufacturer, and, in this 
problem, for the wholesaler’s own benefit 
he must be a driving force rather than a 
passive associate, and the harder he drives 
the further he will drive his sales and 
profits up. It means making the selling of 
advertising, and the merchandising of it, 
as important a part of the wholesaler’s 
business as the selling of a product. 

If the wholesaler is willing to make the 
selling of advertising and merchandising 
a strong, integral part of his sales pro- 
gram, if he is willing to make it an es- 
sential part of his salesmen’s duties, he 
will find it will be profitable to him in 
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direct ratio to the amount of time and 
effort he expends on it. Maximum benefit 
from the manufacturers’ advertising comes 
only through getting maximum coopera- 
tion from the retailers he supplies. 


TWO AMENDMENTS 


At the business session which concluded 
the convention two amendments to the 
constitution and by-laws were adopted. 
The first makes eligible for associate mem- 
bership in the Association manufacturers 
of jewelry, watches, clocks, silverware and 
kindred lines who distribute a substartial 
volume through the wholesaler, after ap- 
proval by the executive and membership 
committees; the second makes changes in 
the annual dues of active members ac- 
cording to the sales volume of each firm— 
$100 for firms classified as Class A, hav- 
ing a sales volume of over $250,000 per 
year; $75 for Class B firms, those with a 
sales volume of from $100,000 to $250,000; 
$50 for Class C firms with annual sales 
volume of less than $100,000. Associate 
member dues will be $50. 


RESOLUTIONS ADOPTED 


Three important resolutions were con- 
sidered and adopted: 

The first resolved that the NWJA Com- 
mittee on Trade Diversion be authorized 
to cooperate with other groups who are 
opposing the activities of the Post Ex- 
changes and Ship Service Stores and that 
the secretary of the Association write to 
each member of the Armed Services Com- 
mittees of Congress requesting the hear- 
ing and investigation of Post Exchange 
and Ship Service Store activities asked for 
by the Central Council of National Retail 
Associations. 

The second put the National Wholesale 
Association on record in urging that all 
industry groups participate in united ac- 
tion directed toward relief from the pres- 
ent excise tax and that the Association’s 
member on the Jewelry Industry Tax 
Committee do his utmost to bring about 
a united front, keeping in mind the over- 
all industry problems and the best method 
of securing relief. 

The third urges upon manufacturers the 
reviewing of their sales policies so that 
they extend functional discounts only to 
those who perform the functions repre- 
sented. 

Following the election of new officers, 
Life Magazine presented a showing of 
their documentary film, “The New Amer- 
ica.’ 

On Thursday evening, the Speidel Cor- 
poration was host at a reception and din- 
ner followed by an entertainment program 
based on their radio program “Stop the 
Music.” 

Annual banquet of the National Whole- 
sale Jewelers’ Association was held on Fri- 
day evening. 





Jewelry Store Changes Location 
Michael’s Jewelry store, formerly at 1832 
East Sixth St., Cleveland, Ohio, recently 
moved into larger quarters at 140 Old 
Arcade, that city. The formal opening in 
the new location was held on June 5th. 
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AWAA Urges Renewal of Reciprocal Trade A greements. 
Cites Favorable Effects of U.S. Pact with Swiss 


Stressing that the American Watch As- 
semblers’ Association strongly favor a 
three-year extension of the present recip- 
rocal trade agreements act, James W. 
Bevans of New York, Association counsel, 
declared recently: “To this Association, 
it is unthinkable that we should abandon 
this trade agreements program at the 
present time, when the condition of the 
countries of the world is so deplorable, 
when the leaders of our country have 
given so much thought to the rehabilita- 
tion of those nations and the taxpayers 
have contributed so much to restore those 
countries.” 

Mr. Bevans’ statement was made at the 
people’s hearings on RTA, sponsored by 
the Citizens’ Committee for Reciprocal 
World Trade at the Mayflower Hotel in 
Washington, D. C. on Friday May 14. 
Designed to provide a public forum for 
the expression of opinion on the merits 
of renewing the present trade agreements 
act, the hearings were held to offset the 
closed hearings on this issue conducted 
by a House Ways and Means subcom- 
mittee. The association’s testimony is in- 
cluded in a summary of the hearings 
sent to members of Congress to inform 
them of the views of. the some 60 leading 
business, labor, farm, veteran and public 
service groups represented at the meet- 


ing. 


REPRESENTS BIG INDUSTRY 
The American Watch Assemblers’ As- 


sociation represents a $400 million Amer- 
ican industry, employing many thousand 
people in the production and distribution 
of its products, including the production 
of watch cases, assembling and testing 
and the manufacture of accessories such 
as bracelets and straps, Mr. Bevan pointed 
out. 

Because of the Association’s interest in 
trade with Switzerland, its members have 
carefully watched the effects of the trade 
agreement with that country, negotiated 
in 1936, Mr. Bevans continued. This trade 
agreement was vigorously opposed, he re- 
called, by certain domestic interests which 
predicted that “if tariff rates were re- 
duced, their industry would be destroyed 
within two years.” Their dire predictions 
did not come true, and their business 
showed a very decided improvement, Mr. 
Bevans added. 

Citing United States Tariff Commission 
figures on 1947 world trade, Mr. Bevans 
pointed out that “Switzerland purchased 
products of the United States to the ex- 
tent of $194,496,985. The value of our im- 
ports from that country was $83,380,960. 

“Considering this one trade agreement 
with Switzerland,” Mr. Bevans continued, 
“an examination of a list of exports to 
that country will demonstrate that em- 
ployment was furnished both to farm la- 
bor and industrial labor, and this is only 
one of many trade agreements that have 
been negotiated.” 


Stressing that the Association is not 





opposed to protection to American indus. 
tries where such protection is necessary 
Mr. Bevans declared, that “before the 
people of this country are taxed to sup- 
port an industry, there should be no ques- 
tion but that such industry is properly 
placed and efficiently operated.” 

With regard to the opposition to the 
trade agreements program, he stated: “We 
sincerely hope that this does not indi. 
cate a trend backward to the days when 
tariffs were enacted from cover to cover 
by Congress over a comparatively short 
period of time—increased when one po. 
litical party was in power and decreased 
when another party administered govern. 
mental affairs. It is not difficult to cop. 
ceive the effect upon our entire program 
of aiding in the rehabilitation of the 
devastated war countries if we should dis. 
continue our reciprocal trade agreements 
program at this time. 

“This association has _ heretofore en- 
dorsed our reciprocal trade agreements 
program and it now believes that it should 
be extended for a period of three years 
without change.” 





NEW WATCH REPAIR PROGRAM 
(From page 277) 
hibits planned for the two retail jewelers’ 
conventions this summer. 

It was made clear, during the course of 
his speech, that the new program has been 
worked out in close consultation with all 
elements of the American _horological 
trade, from materials importers and whole- 
salers to watch repair experts in retail 
stores. Over the past three years, he said, 
numerous Swiss officials have visited the 
U. S. to explore the needs and practical 
methods for improving Swiss watch repair 
service. Mr. Tschudin reminded his audi- 
ence that he had consulted with many of 
the members during his past three visits 
here. 

Watch Material Distributors were cau- 
tioned against expecting “this program to 
take effect overnight.” ‘We expect,” he 
said, “to introduce it step by step, in as 
logical and orderly a manner as possible. 
First, ‘Part I of the Official Catalogue of 
Swiss Watch Repair Parts’ will be dis- 
tributed, free of charge, by direct mail in 
the month of August. This 150-page vol- 
ume will be followed by ‘Part II’ in due 
course of time. The remainder of the pro- 
cram will be set into operation with full 
and sufficient advance notice to the trade.” 

Commenting on the new advertising and 
repair programs undertaken by the Watch- 
makers of Switzerland, Mr. Tschudin con- 
cluded: “It is well established that out of 
every dollar spent on Swiss watches, 88 
cents remain in this country, and only 12 
cents return to Switzerland. We are trying 
to do everything possible to make sure 
that we and you earn these returns by urg- 
ing more customers to buy more of every- 
thing in jewelry stores and by assuring 
these customers that the Swiss watch can 
be readily repaired.” 
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New Executive Changes 
Announced by Kreisler 


Jacques Kreisler Manufacturing Corpo- 
ration, North Bergen, N. J., announced on 
July Ist the election of Jacques Kreisler 
as Chairman of the Board of Directors 
and Tobias Stern as President of the 35- 
year-old firm. . 

Because of a succession of new styles 
and because of the merchandising policies 
which they fostered, Mr. Kreisler and Mr. 
Stern have developed an organization of 
1,200 employees among the leaders of the 
watch band industry, a field in which total 
sales approximated 100 million dollars at 


retail in 1947. 


TOBIAS STERN 





Mr. Stern is well known in jewelry in- 
dustry circles having been at various times 
salesman, sales manager, and executive 
vice-president of the company which he 
joined in 1918. 

The firm was founded in 1913 by 
Jacques Kreisler and the late Marcus 
Stern, father of the new President, on 
Maiden Lane, New York City. Originally, 
the company concentrated on the manufac- 
ture of fine jewelry but turned in 1933 to 
the production of popular-priced watch 
bands and men’s jewelry for which it soon 
found a volume market. Kreisler now op- 
erates two factories in North Bergen, N. J., 
as well as plants at Hopewell, N. J., and 
Brooklyn, N. Y. The firm travels 35 sales- 
men and lists 11,000 retail jewelers as cus- 
tomers. In addition, an extensive export 
operation is maintained. 





U. S. Travelers Can Maw Bring Back 
More Goods From Abroad, Duty Free 


American travelers who remain outside 
the United States for 12 days or longer 
are now allowed to bring back, duty-free, 
$300 worth of foreign merchandise for 
personal use in addition to the $100 valu- 
ation formerly allowed, according to an 
article in a recent issue of Foreign Com- 
merce Weekly. The new exemption, which 
became effective May 20 under Public 
Law 540, may be taken every six months. 
The former law, which still remains in 
effect, allows an exemption of $100 every 
90 days to travelers who remain outside 
the country for 48 hours or longer. 

The new exemption is expected to bene- 
ft American commerce by increasing the 
ability of foreign customers to buy Amer- 
ican goods. For many years travel ex- 
penditures have been our biggest com- 
modity import. In the period between 1920 
and 1940 American travelers spent more 


than $8,000,000,000 in foreign nations. It 
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was a most important factor in preserving 
a prosperous trade between the United 
States and other countries. 

The $100 exemption formerly allowed 
was enacted into law in 1897, when the 
per capita consumer expenditure was only 
$185. In the last quarter of 1947 it was 
$1,151—an increase of 621 per cent. The 
new exemption is an adjustment toward 
present-day costs and living standards. It 
should be very helpful in advancing Amer- 
ican travel expenditures abroad to the $1, 
600,000,000 which Commerce Department 
officials believe should be attained when 
normal travel conditions return, if the 
present level of our national income is 
maintained. 





No Excise Tax Relief This Year 
States Grinberg At Convention 


Speaking before the annual convention 
of the Virginia-North Carolina Retail Jew- 
elers Association, held on June 13, 14, and 
15 at Bowling Rock, N. C., P. Irving Grin- 
berg, executive vice chairman of the Jew- 
elers Vigilance Committee, described the 
objectives of the JVC and _ particularly 
emphasized the work of the Jewelry Indus- 
try Tax Committee. 

In discussing the work of the Tax Com- 
mittee and its efforts to abolish the bur- 
densome excise tax, Mr. Grinberg said, “I 
regret that in summing up the tax situa- 
tion, hope cannot be held out for relief 
at the present time. Certainly, the serious 
matters which are before Congress will re- 
ceive attention before further tax revision 
is even thought of. . . . We must recognize 
that the large expenditures for European 
relief, our own defense program, universal 
military training, a 70 unit air force and 
the myriad claims made upon our govern- 
ment make it very unlikely that we will 
receive a reduction in the excise tax rate 
in the immediate future—certainly not 
this year. 

“Experience has shown that where an 
industry faces a problem, such as the jew- 
elry industry, in order to secure the best 
results and frequently any results, unity of 
the particular industry must be maintained. 
The Jewelry Industry Tax Committee and 
its counsel have been alert and have taken 
advantage of every opportunity to present 
the case of the industry, though under 
circumstances far beyond its control, the 
results have not been such as we all wish 
and hope for. The fight must go on so 
that when the time is ripe we are ready to 
forcefully make our case.” 





Santa Barbara Jewelry Store 
Purchased by Durward Howes 


Durward Howes, President of B. D. 
Howes and Son and past president of the 
American National Retail Jewelers Associa- 
tion, recently announced the purchase of 
L. Eaves & Co., 65 year old Santa Barbara 
(Calif.) jewelry store. The Eaves store, 
one of the oldest fine stores in the West, 
was established by Mr. and Mrs. L. Eaves 
in 1883. 

B. D. Howes and Son purchased the 
store from the third generation of the 
Eaves family, the grand-daughter and 
grandson of the original owners. The store 
came under the Howes management on 
May 1, 1948. After alterations had been 
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made, the store was formally opened by 
the new owners on June 2lst. 


The Howes name has been associated 
with fine jewelry for 78 years, the first 
Howes store having been established in 
Clinton, Iowa, in 1870. B. D. Howes and 
Son were located in downtown Los An- 
geles from 1919 to 1939 at which time 
they opened a new store on Wilshire 
Boulevard—in the exclusive shopping sec- 
tion of Metropolitan Los Angeles. 


In 1943, Howes purchased the old estab- 
lished Walton & Co., which store is still 
maintained on Colorado Boulevard in Pasa- 
dena with a branch shop in the Hunting- 
ton Hotel in Pasadena. Last Fall another 
hotel shop was established at the Desert 
Inn in Palm Springs. 


The old established firm of B. D. Howes 
and Son was established by the late B. D. 
Howes and his son, Durward Howes. The 
senior Mr. Howes was nationally known 
as an authority on genuine pearls until 
his death in 1939. 


Since that time Durward Howes has 
been the head of the firm and has built 
the business into the position it now en- 
joys as one of America’s finest jewelry 
establishments. 


Mr. Howes’ son, Durward Howes III, 
has been associated with his father since 
his release from the U. S. Navy. He has 
been in charge of the firm’s Pasadena store, 
and is gradually taking on additional re- 
sponsibility in preparation of eventually 
taking an active part in administering the 
affairs of the five stores. He is a member 
of the board of directors of the Cali- 
fornia Retail Jewelers Association and was 
recently elected to the board of the Pasa- 
dena Junior Chamber of Commerce. 


Paul P. Johnson Heads 
Waltham Watch Co. 


Paul P. Johnson, executive vice presi- 
dent of the Waltham Watch Company since 
last March, was recently named to succeed 
Ira Guilden as president of that firm. Mr. 
Guilden, president and director of the firm 
since the summer of 1944, resigned both 
offices effective June 15th. 





PAUL P. JOHNSON 





Mr. Johnson was associated with the 
Thompson Products Corporation, Cleveland, 
Ohio, manufacturers of automotive and 
aircraft parts, from 1931 until he joined 
Waltham this year. He began work with 
that firm following his graduation from 
Brown University in 1929. Since he joined 
the Waltham Company, Mr. Johnson has 
been in charge of production. 
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Wholesalers, Forced to Move, 
Form Ass'n., Lease Building 


When the White House, a San Fran- 
cisco department store, took over the Jew- 
elers Building at 150 Post St., and a group 
of San Francisco wholesale jewelers were 
faced with the necessity of removal from 
the location where they had been in busi- 
ness for many years, they solved their 
housing problem by promptly organizing 
the San Francisco Wholesale Jewelers As- 
sociation, and leased four and a half floors 
of the six story building at 657 Mission 
St., for a period of six and a half years. 

Officers of the newly formed San Fran- 
cisco Jewelers Association are: Gene A. 
Sickert, E. W. Reynolds Co., president; 
Herbert Friend, S. H. Friend, and William 











Morgan, Morgan & Allen Co., vice presi- | 


dents; Laurence McCune, secretary, and 
Ralph Foster, Morgan & Allen Co., treas- 
urer. The board of directors consists of 
Bert Nordman, Nordman & Aurich; Harry 
Levy, M. Schussler & Co., together with 
Messrs. Sickert, Friend, and Morgan. 
After extensive remodeling of the build- 
ing at 657 Mission St. was completed, a 
housewarming party was held by the as- 
sociation on the afternoon of June 6th at 
their new quarters. Housed in the build- 
ing and hosts for the occasion were: Max 
Abrahams, Inc.; Irving S. Bock; Cali- 
fornia Watch Case Co.; S. H. Friend; 
Mel Harris Co.; Kirk-Rich Dial Corp.; 
Manning Bowman Service Co.; S. M. 
Mickelson Co.; Morgan & Allen Co.; 
Nordman & Aurich, Pacific Goldsmith; E. 
W. Reynolds Co.; M. Schussler & Co., 
Inc., and S. Wurkheim & Brother. 











A NEW KIND OF 








GIBSON WEDDING BOOK 





for Jewelers’ Bridal Business! 
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Another Gibson “Original” — new, com- 
prehensive and, to the bride-to-be, sudis pensible! 

In 150 well-planned pages it gives authentic 
information the bride should have. Highlights 
are listed in panel below. 

In addition, the Bride’s Work Book provides 
for a record of gifts an dgives, the bride’s 
month, home furnishings, telephone numbers 
—and much more. 

Thoroughly practical, this Gibson Book fills 
a real need. Its warm welcome is assured. 

The cover is white leatherette, stamped 
in gold. The number—W-1202. The size— 
1014, x 814” A fair and profitable retail price. 


$5.00 


In individual gift box, of course. 
Include W-1202 in an Open Order for $50 
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The Gibson BABY MEMORY Books 
make perfect gifts for new babies and 
their mothers. About 100 grand numbers 
—retail $1. to $10. Ask us to tell you 
abut them... . 





Some Subjects Covered in 
THE BRIDE’S WORK BOOK 
Bride & Groom 
Wedding Procedure 
Wedding Attendants 
Wedding Attire 
Wedding Plans * Trousseau Notes 
Entertainment for the Bride 
Gifts ¢ Silver Service 
Crystal & Glassware 
China — Linens 
Invitations & Announcements 














to $100 Assortment of Gibson Weddin 
Books to retail from $1 to $10. sa icsnsedleestivean 
C. R. GIBSON & COMPANY 
Publishers for more than 75 Years 
NORWALK CONNECTICUT 


NEW YORK DISPLAY 





Mail Orders to Norwalk 


200 FIFTH AVENUE 
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Other jewelers who found ijt necessary 
to move from the Jewelers Building ; 
150 Post St. include Alvin O. Lang, retail 
jeweler, Marten E. Martenson, manufac 
turing jeweler, and Duval D. Phillips. 
engraver. All these firms have moved to 
the Cordes Building, 126 Post St, J A 
Cresalia Co., also former occupants of 
the Jewelers Building, has moved to 97¢ 
Post St. 


Maiden Lane Historical Socie 
Sponsors Unveiling of Tablet 

A tablet, commemorating the memory of 
John Harpendingh, pre-Revolutionary New 
York tanner and merchant (after whom 
John Street was named), was unveiled 
by Maurice Tishman, president of the 
Maiden Lane Historical Society, at the 
new Bankers Federal Savings & Loan Assn. 
building, 24 John St., on June 9. 

Featured speakers at the event were Mr. 
Tishman and Howard S. Cullman, Chair. 
man of the Port of New York Authority, 

At a luncheon following the unveiling 
ceremony, Mr. Tishman spoke briefly, say- 
ing: 

“The aim of the Maiden Lane Historical 
Society is to keep alive—through the 
written word and the placing of such com- 
memorative tablets as we have placed to- 
day—the history of Maiden Lane and 
John Street, from the days when it was 
but a winding path. 

“Tt is altogether fitting and proper that 
these memories should be kept alive, for 
out of the hopes and struggles of them 
early Americans arose the first concept of 
our future American democracy, founded 
on the competitive system of free enter- 
prise which led to our standard of living 


which is beyond the wildest dreams of the 


peoples of the other nations of the world.” 

The unveiling of the tablet, sponsored 
by the Maiden Lane Historical Society, 
was witnessed by hundreds of persons on 


their way to or from lunch in Manhattan’s 


downtown financial and jewelry district. 





Maurice Tishman, president of the Maiden 
Lane Historical Society, and Howard S. 
Cullman, chairman of the Port of New York 
Authority, at the unveiling of the tablet 
commemorating John WHarpendingh, after 
whom New York's John Street was named. 





Pauline S. Umland, secretary-treasurer 
of Umland & Co., San Francisco, has re- 
turned from Boston and New York, where 
she engaged in a field survey for Umland 
& Company’s client, Samson Diamond En- 
terprises, New York and Los Angeles. 
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s Silver Statuesque Group 


aie d by Meyer Jewelry Co. 


Acquire 
Undoubtedly one of the most outstand- 
ing collector’s items the Meyer Jewelry 
Co., Detroit, Mich., has yet acquired, “The 
ws : 
Crusaders’, 4 famous sterling silver sta- 


tuesque £ 
heen added to the firm’s Treasure Chest 


Collection. 

Valued at $10,000, this excellent produc- 
tion of a scene from the Crusades depict- 
ing the Knights of St. George in conflict 
was sculptured in sterling silver and made 
entirely by hand consuming thousands of 
hours of labor. 

Girardon made miniature models of all 
his works. In the case of “The Crusaders” 
that was all he did. He was unable to 
obtain the necessary financial support to 
produce this in a life size monument. 





roup by Francois Girardon, has | 


The miniature was lost from sight for | 
many years and then discovered by the | 


Duke of Wellington and added to his own 
historic collection. Eventually it was ac- 
quired by a New York antique dealer and 
was there discovered by a Meyer Jewelry 
Company official who recognized its in- 
trinsic value and purchased it. 


The exquisite and highly valued silver mini- 

ature, "The Crusaders''—sculptured in sterl- 

ling silver by Francois Girardon in the 17th 

century—has been added to the Treasure 

Chest Collection of the Meyer Jewelry Co., 
Detroit, Mich. 





Gordon’s Open Thirteenth Store 

Gordon’s Jewelers has opened its newest 
store at Shaw and Main in Pasadena. 
Texas, bringing to 13 the number of stores 
now operated by the company. Another is 
being rushed to completion at Humble and 
Laura Koppe. 

The new Pasadena store will be man- 
aged by Abe Sigerman, associated with the 
retail jewelry business in Houston for 
many years. 

In announcing the formal opening of 
the latest store, M. M. Gordon. president 
of the firm, pointed out that it was an- 
other step in the $1,000,000 suburban ex- 
pansion program announced by the com- 
pany almost a year ago. 

6s 

More new stores will be opened just 
as soon as building and materials permit,” 
Gordon said. “A total of eight stores are 
planned for the Houston area.” 


FOR JULY, 1948 





Answer this question, Homer Snees, 
4ind you'll be living on Easy Street! ; 
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‘“‘How much does it cost, by Air Express 
To ship 10 pounds 1200 miles, no less?”’ 
‘“‘Why didn’t you ask me that before? 
All it costs is $3.84! 


‘“T use it many times each day— 
It’s the fastest possible way to make hay! 
Easy Street’s already my address, 
Thanks to Scheduled Airline Air Express. 


*‘What’s more you get door-to-door service, too 
—And all at no extra cost to you. 
In these days of price inflation 
Air Express rates are cause for elation!” 


en ca r . * . 
Specify Air Express-Worlds Fastest Shipping Service 
a 

e Low rates—special pick-up and delivery in principal U. S. towns and 

cities at no extra cost. 
e Moves on all flights of all Scheduled Airlines. 
e Air-rail between 22,000 off-airline offices. 
True case history: Truck and auto parts comprise big portion of Air 
Express shipments. Keep equipment rolling! Typical 36-lb. shipment 
picked up Detroit late afternoon, delivered Salt Lake City noon next 
day. 1507 miles, Air Express charge $16.58. Any distance similarly 
inexpensive. Phone local Air Express Division, Railway Express Agency, 
for fast shipping action. 












Rates include pick-up and delivery doof. 
to door in all principal towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s. 
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London Letter 


Approximately two million dollars worth 
of gems were used in a recent jewel and 
fashion display here that accentuated the 
new jewel designs as applied to the 1948 
dress silhouette. The new jewelry high- 
lights the fashion trend and features the 
composite piece which breaks down into 
a necklace, brooch, tiara, double clip or 
bracelet. 

The 1948 jewel ensemble embraces clus- 
ter-clips and brooches for the waistline, 
diamond hair-clips, Edwardian “dog col- 
lars”, long, dangling earrings, and clips 
for the top of the shoulder. The long 
earrings are the natural corollary of the 





new sloping shoulder line. To emphasize 
the new narrow waist-line an important 
clip or brooch is worn in the center front 
of the waist. 

An example of the composite jewelry 
is the palladium and diamond necklace 
which separates to form a head-dress, a 
choker necklace, a pair of bracelets, a 
double-clip brooch and a pair of earclips. 

According to the National Jewelers’ As- 
sociation, a novelty this Summer is the 
carved amber and gold parakeet which is 
worn pinned on the top of the shoulder 
seam where it joins the top of the sleeve. 

In the absence of new licenses from 
the Board of Trade, there are no imports 
yet from Amsterdam and Antwerp for 
the United Kingdom jewelry market. 
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' BUILD TRAFFIC 


NOW! when you need store traffic most, Costume 
Accessories of California has secured two real “traffic 


STERLING SILVER 
SALT & PEPPER SHAKERS 


STERLING SILVER 
SUGAR TONGS $7g0° 


Two solid values that your customers can tell at a glance. 
Get in your orders for quick delivery -NOW! 
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4 INCHES TALL 


$qss 
A PAIR wholesale only 


A DOZEN wholesale only 
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728 SOUTH HILL STREET * LOS ANGELES 14, CALIFORNIA 7 
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Backes & Strauss, the diamond mere 
say that the small amount of stones th 
will be available at some future date 
will not go very far and will be ots 
inadequate. Already very scarce, the sho 
age of small-sized diamonds is now . 
centuated. Shipments of all classes if 
melees, smalls and __ particularly 
facets for orders from abroad are 
delayed pending new licenses, 


hants, 


eight 
also 


—_——_—— ___ --___. 


Crowds View Swiss Watches 
At International Trade Fair 


One of the headline attractions at the 
Canadian International Trade Fair, which 
opened at the Exposition Grounds, To. 
ronto, May 29, was the Swiss Watch Pa. 
vilion, with its elaborate display of fine 
watch craftsmanship, including a repro- 
duction of the $20,000 wrist watch given 
as a wedding gift to H. R. H. Princess 
Elizabeth of Great Britain by the people 
of Switzerland. 

Keynote of the Swiss Watch Pavilion 
was the slogan “The World Lives By 
Time.” On display were masterpieces of 
the Swiss watchmakers’ art including the 
world’s smallest watch (less than one. 
fourth inch square); the world’s most 
complicated watch; a collection of rare and 
historic Swiss timepieces, the oldest dat. 
ing back to 1580; official timing devices 
for the 1948 Olympic Games; marine and 
aircraft chronometers; luxury watches: 
large demonstration watch movements, and 
a full range of current Swiss watch styles. 

A highlight of the pavilion was the dis- 
play of Swiss watch “firsts” with time. 
pieces on exhibit that showed the Swiss 
as pioneer creators of automatic watches, 
chronometers, waterproof watches, calen- 
dar watches, intricate watches and wom. 
en’s small watches. 

The Trade Fair which closed June 12th, 
attracted 24,000 buyers from all parts of 
the world. 





The Princess Elizabeth watch was a feature 

of the Swiss Watch Pavilion. This replica 

of the $20,000 gift to Her Royal Highness 

was an elaborate but tiny watch, contained 

in a bracelet case studded with Empire 
diamonds. 


Retail jewelry sales in Texas showed 
an increase in March of 4.6 per cent over 
February, 1948, and of 2.8 per cent in 
March over March of 1947, according to 
the Bureau of Business Research of the 
University of Texas. Sales for the first 
quarter of 1948, however, showed a de- 
cline of 0.2 per cent from sales for the 
same quarter in 1947. 
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Report From So. Africa 


Strong arguments are being advaneed to 
encourage local jewelry retailers to obtain 
more of their requirements from the local 
manufacturing industry, it being stressed 
that money spent on the South African 
product provides employment and increases 
spending power. Unfortunately local man- 
ufacturers are not always competitive in 
quality and price and they cannot provide 
the range and type of goods which must 
still be imported from the United States. 
The difficulty lies in the fact thatthe feel- 
ing is growing that the Union cannot go 
on buying from dollar countries on the 
old scale, so’ that the most effective use 
has to be made of available credits. There 
is as yet no Government control in this 
regard, and it may not be necessary to 
have it in South Africa, but until inter- 
national trade becomes more normal there 
may be attempts to influence the local im- 
porter to use what is called discrimination 


in purchases. 


Earrings to tone have been very popular 
in Johannesburg lately and they are being 
sold with various interchangeable devices, 
thus allowing for a complete transforma- 
tion at different times of the day. In some 
items the stones are interchangeable. 
Among the latest ensembles are alternate 
sets of rubies or sapphires or emeralds to 
be fitted in where diamonds have _ been 
removed temporarily. The demand for cos- 
tume jewelry is so strong that the average 
jeweler finds it desirable to carry large 
stocks in wide range. At the other end of 
the scale there is a good market for cheap 
imitation jewelry. This is always there, 
and as these items are usually stocked 
by non-jewelry establishments this repre- 


Jewelry Division of American Fund 


Raises $10,000 at N. Y. Luncheon 


The Jewelry Division of the American 
Fund for Palestinian Institutions raised 
$10,000 at a luncheon held recently at the 
Park Lane Hotel, New York, according 
to Charles Barnett (Charles Barnett Co.), 
chairman of the Jewelry Division, on be- 
half. of the 89 cultural, educational, re- 
ligious and social welfare institutions main- 
tained in Palestine by the American Fund. 


Among those present at the luncheon 
were Charles Barnett (Charles Barnett 
Co.), chairman; Alexander H. Arnstein 
(Arnstein Bros.) ; Herman Elkon (M. EI- 
kon Co.); Irving Fabrikant (M. Fabri- 
kant & Sons) ; Max Gershberg & Solomon 
Lasko (Lasko Strap Co.); Simon Gershey 
and others (Gruen Watch Co.); Charles 
Gutwirth (Lipshutz & Gutwirth) ; Mendel 
Haber (Mendel Haber); Sam Hittner and 
Max Wolf (Bulova Watch Co.) ; Dave Kay 
(Dave Kay); Benjamin Lazrus (Benrus 
Watch Co.) ; Joseph Lipshutz (J. Lipshutz 
and Co.) ; Jack Podel (Acme Watch Case 
Co.); Jacob H. Schaeffer (Sherman Bros. 
& Co.) ; Jacques and Numa Torczyner (N. 
Torezyner and Sons); Milton Weill, (Ar- 
row Mfg. Co., Inc.); Charles Wolf (C. 
Wolf & Son); Alfred Wyler and Allan 
Tornek (Wyler Watch Agency). 
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sents a form of competition the jeweler 
has always disliked but can do nothing 
about. Watch stocks have generally been 
satisfactory, and while many of the brand- 
ed lines of quality have been in fair sup- 
ply they are not as plentiful as jewelers 
would like. The country seems to be 
flooded with cheap watches, and here again 
many traders who do not have the skilled 
knowledge of the trained jeweler are sell- 
ing such watches. 

Although South African jewelers do not 
often advertise the fact, they are doing 
a fair amount of trade in instalment buy- 


‘ing of jewelry, for without such facilities 


there is no doubt that they would have 
lost a considerable amount of trade. There 
is a growing feeling, however, that this 
form of credit trading could be put ‘on 





a more regular basis in selling high-class 
jewelry, and that American methods in 
this regard could be adopted. At the mo- 
ment many South African jewelers do not 
seem to be too keen on adopting such 
methods, but skilled business experts in- 
sist that they will have to introduce them 
sooner or later or run the risk of going 
under in the keener business competition 
soon to come, 

Many of the lines headed by jewelers are 
still subject to price control, but it is 
felt that now that such goods are in free 
supply the need for such measures is past, 
as normal business competition will act 
as a means of keeping prices reasonable. 
Because of this representations will prob- 
ably he made to the authorities to remove 
this control now. 








Brand new, exclusive—a complement 
to any fine wedding ring is the beau- 
tiful Dennison Wedding Ring Case 
in exquisite Pearl Lustron moulded 
plastic. The original “Satin Pillow” 
shape—the soft satin lining—the dainty 
silk tassel—the pearl-like brilliance— 
all attract customers and serve to 
stage the wedding ring sale. This 
ultra smart Dennison Wedding Ring 
Case is conveniently packaged in 
individual white packers—12 to a 
carton. Order by number—6X. 


The new Satin Pillow case is a typ- 
ical product resulting from 104 years 
of Dennison leadership in the produc- 





FRAMINGHAM, 


tion of jewelry boxes, cases, findings, 
and supplies. All are outstanding in 
style, design and craftsmanship—all 
are conservative in price—for every 
grade of merchandise. 


FOR RETAILERS— 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by whole- 
salers everywhere. 


FOR MANUFACTURERS— 


Dennison also makes a wide range of spe- 
cially designed paper jewelry boxes and 
cases for manufacturing jewelers. Call on 
Dennison to assist you in designing and 
producing attractive jewelry boxes for 
special requirements. 


Dennioon KManufachuing So. 


MASSACHUSETTS ( 


Visit Dennison ct Booths 6 cnd 7 ct NACJ Convention 
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DRESENTS 
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OF PERSONALIZED 


WEDDING RING 
BRIDE «> GROOM 


GIVEN NAMES | 





California has already 
adopted this ring as its own 


Keystone Fair Traded 


Prices Prices—F.T.!. 
No. l $34.00 $49.50 
No. 2 36.00 55.00 


No. 3 38.00 29.50 


These 14K Wedding Rings are 
obtainable in any combination 
of color gold. 


Memeo selection sent for inspection 


GET YOUR FRANCHISE NOW 


CALIFORNIA HOUSE 
OF SCHRAGER 


213 SO. BROADWAY 
Los Angeles 12, Calif. 




















286- 


























SS Ssstteessssisssssssiennssns-ereeneses 





Maiden Laners Gambol at Spring Outing 








The photographer who took this picture had a difficult time prying members of the Ma‘den 

Lane Outing Club away from the various sports events to have their photo snapped. How. 

ever, after obediently obeying his command, they were forced to sit in the hot sun for 

approximately twenty minutes because the revolving mechanism on his panoramic camera 

went "kaput. He finally fixed it, asked oe to "look at ihe birdie", and this’ is the net 
result. 


Wholly unpredictable at all times, New 
York’s weather man was kindly disposed 
towards those attending the annual out- 
ing of the Maiden Lane Outing Club held 
at Pine Grove, Amityville, L. I. on June 
12th. Although rain was _ predicted for 
the day, the old gent supplied a good deal 
of sunshine most of the time. 

The day’s activities commenced in mid- 
morning with the arrival of members, the 
more energetic souls working off excess 
energy with a baseball game. The game 
frequently resembled a contest between two 
major league teams, with members of* both 
sides, although avowed amateurs, doing 
some mighty professional hitting and field- 
ing. Leo Nathan and Dan Williams um- 
pired the game and the team managed 
by Leo Ashe emerged victorious. 

After the noon hour field lunch 
served, members who had not participated 
in the morning’s events energetically en- 
tered into other various competitions. 
Many ‘members contented themselves with 
playing cards and drinking beer in the 
srove, while others engaged in the golf 
putting contest, quoits, darts, etc. 

In mid-afternoon the traditional frank- 
furters appeared and were devoured in 
short order. Apparently members worked 
up a terrific appetite by indulging in out- 
door exercises although the fact that the 
frankfurters were delicious probably ac- 
counted for their rapid disappearance. The 
group photograph was taken in late after- 
noon with the usual number of pranksters 
taking advantage of the panoramic camera 
and appearing at each end of the picture. 

The party was climaxed with the cns- 
tomary dinner, at which an exceptionally 
generous number of door prizes were dis- 
tributed; the more valuable as awards 
for special contests held during the day. 

Winners of contests were 
as follows: 


wa: 


the various 


} 
| 
| 


The darts contest was won -by Walter 
Miller. Gus Kamins took second place and 
Milt Abrams ranked third. 

The golf putting tournament was won 
by Harry Sutlin, with George Backman 
placing second and Jack Gochman third, 

The horseshoe pitching contest was won 
by Walter Uttrich and Henry G. Eddinger, 
Runners-up: Sol Diston and Gus Kamins; 
Norman Ullrich, Sr. and Andy Anderson, 
and Lawrence Ludwig and David Levy. 

Chairman for the outing was Harry J. 
Bromley of National Jeweler; assisted by 
James E. Theise (Acme Ring Mfg. Co.); 
Harry Kaufman (Colonial Mfg. Co.) £ Sam 
Cohen; Benjamin F. Biffar (Wiltshire. 
Biffar Co.) ; Louis Cutler; Herbert Podell; 
John Tonry (A. Micallef & Co.); N. F. 


Ullrich, Jr.; Harry Blasi (Barrasso & 
Blasi), and Arthur Bergman (Mercury 


Ring Corp.) 

The officers of the Maiden Lane Outing 
Club for 1948 include: Arthur Tuveri, 
president; Julius Hurley, vice-president, 
and Jerome L. Grant (American Jewelry 
Distributors), perennial secretary-treasurer. 


Wiss Opens New Store in Newark 

A new Wiss jewelry store was opened 
at Newark, N. J., June 4th, with special 
ribbon cutting ceremonies. Jerome B. Wiss, 
president of Wiss Sons, Inc., and the third 
generation of his family to head the busi- 
ness, had a part in the ceremonies. The 
opening was the highlight of the company’s 
100th anniversary celebration. Edward A. 
Talbot has been named manager of the 


store. 


Jeweler Heads Merchants Ass'n. 

Joseph L. Hodges, prominent jeweler of 
South Boston, Va., has been re-elected 
president of the South Boston Retail Mer- 
chants’ Association. 
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Members of N. Y. 24-K Club The Industrial Diamond Association of association’s activities in membership 
Attend Annual Spring Outing America, Inc. is composed of importers of cooperation, trade fellowship, cooperation 

It was the consensus of opinion among diamonds and manufacturers of diamond with government, research, public rela- 
members of the Twenty-Four Karat Club tools. The entry in the contest for the much tions, good trade practices and its inter- 
of the City of New York, that the annual prized awards of the American Trade As- national aspects were reviewed and the 
spring outing held this year at Travers sociation Executives for distinguished brochure was illustrated with photostats 
jsland, Pelham, N. Y., on June 15th, far or prepared by the diamond of substantiating letters, and news clip- 
surpassed the yearly golf tournament be- groups executive manager, Athos D. Lev- pings, and supplemented with copies of 
cause it afforded a greater opportunity for eridge, to whom secretary Harriman technical publications sponsored by I. D. A. 

presented a certificate at the A. T. A. E.’s and of its periodical member letter. 





them to intermingle. 
The more hardy souls indulged in a Spring meeting’s luncheon in the Hotel 
Statler, Washington. The entry consisted Announce Date of Convention 














fast game of softball that was evenly con- fal : sist 
tested as indicated by the final score of ° Pe rochure entitled Our Association The Watchmakers Association of New 
nine to eight. and its service to - Members, to industry Jersey will hold their annual convention 
The horseshoe pitching contest was won and _ Government. The problems con- this year on Sunday, November 14th, at 
by John A. Sommer and Claud L. Seale. fronting the industry, the need for or- the Essex House in Newark, N. J. A basi. : 
Runners-up: Maurice Tishman and Robert ganizing the difficulties in -the way and ness meeting and election of officers will 
how they were solved, were set forth. The take place during the meeting. 


T. Dieges. 
Martin: E. Untermeyer won the _presi- 


dent’s prize in a guessing contest. 

Albert Krolick and Norman M. Morris 
won the door prizes. 

Sigmund Cohn, who was made an hon- 
orary member of the club at a recent 
meeting, was highly complimented on the 
unique and entertaining games he devised 
for the amusement of members at the out- 
ing. The winners were Rawson L. Wood, 








_An Dctintten 


TO THE JEWELERS OF AMERICA 























Alan L. Brown, and Maurice Spain. 

Proof that Mr. Cohn’s sole interest lay 
in making the affair a success was evi- WILLI 
denced by the fact that he made a special AM KORN 
trip from his summer home in Maine to JEWELRY happily awaits your personal 
attend the outing. DISPLAYS ‘ , sae te 

Norman M. Morris, vice president of inspection of America’s larg- Santa Claus 
the club, proved himself a worthy chair- e est selection of Displays and ORGAN DISPLAY 
man of the entertainment committee and SHOWCASE Write or Wire 
deserves credit for making the outing such SYSTEMS Complete Jewelry Store for Exclusive 
a huge success. e Equipment. on this 

: ee MINIATURE Outstanding 

Fashion News From Hollywood BACKGROUNDS | View the NEW FALL 1948 Value 

Doris Day, currently appearing in the - ‘ 
Michael Curtiz Production, “Romance on WINDOW Line, famous for Proven Qua- $9500 

lity, Style and Prestige. 


the High Seas,” wears a unique new | 
jewelry item—the “date belt.” This fea- PLATFORMS 





tures seven gold lockets dangling from e 
the front of the gold link belt which | MECHANICAL 
have the days of the week lettered in | WINDOW DISPLAYS IN CHICAGO 
diamonds. Inside each locket is an erasable | - 
plastic dise on which Miss Day writes N.A.C.J., July 26-29 
the name of the boy-friend for the even- RING BOXES HOTEL STEVENS 
ing. Miss Day wore this with a brightly © gg 
printed and voluminous ¢alico gown of JEWELRY TRAYS Grand Ball Room 
deep blue. With its simple round neck- 2nd Floor 
line, _cap sleeves, and huge pockets in ° BOOTHS 300-1-2-3 ; | 
the skirt, the “monk’s robe” was ideal STORE FIXTURES 
for contrast with the belt. 
Jo stafford, singing star of radio and ° IN NEW YORK é 
stage chooses a white organza gown for Represented by: 
stage wear. Accentuating the shoulder- WILLIAM KORN A.N.R.J.A. 
= is a fold of pale blue satin to bind HAROLD KORN August 9-12 
the wide just-off-the-shoulder neckline. MORTON KORN 
With this Miss Stafford wears a stunning IRVING KORN WALDORF ASTORIA 
diamond-set arrow which pierces’ the an ie West Foyer 
satin fold just above her heart. ce ee eee BOOTHS 77 

HARRIET (Korn) BRODY and 8] 











HOWARD BRODY 
NATHAN ROSEN 











Commerce Secretary Presents Award 
To Industrial Diamond Association 
Public attention again. has been drawn The Most Mentioned Name in 


to the industrial diamond. This time, it Th — Disol Field 
is for the service’of its trade association to 7 pleated — ” 
Yes, the MIRACLE of all displays, 


industry and government in peace, with- all you do is plug it in the socket 
out regard to the diamond’s wartime pres- | VYLF 1 Crise ( = and see Santa play the ORGAN. 
e Place a sound device in the lobby 

and play Christmas Carols from your 


tige, when this modern tool worked miracles 
record changer. 





Se 











in precision war production and also in Desi d 
gners and Manufacturers, Inc. 
the exploration for scarce minerals and | COMPLETE WITH AC OR DC 
ieide | 17-21 Elm Street Buffalo 3, N. Y. MOTOR, $95.00 
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Address 

i City Zone State 
Our Wholesaler is 
Address 
(Please attach to your letterhead) 
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YOURS...FOR 


a E E! THE ASKING! 


UNIQUE MASONIC JEWELRY SALES BUILDER 


I 
per 
y 


nt | 
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Hand-colored, easeled, 


MASONIC CHART 


This handsome laminated plaque— 
showing the various orders of the 
Masonic fraternity—makes an interest- 
ing 


counter 


sales-boosting display for your 
Available, without charge, to 


rated Jewelers 


YOURS FOR PLUS SALES 


Complete line of 
quality fraternal 
emblem rings, 
featuring the 


newest designs 


DISTRIBUTED THROUGH 
SELECTED WHOLESALERS ONLY 





44 Years of Dependable Service to the Trade 


PI 
Dept. J. C we Use Thi, 


KNIGHT MFG. CO., INC. 
15 W. 47th St., New York 19, N. Y. 


Please send me the free MASONIC CHART 
Store Name 























JEWELERS GUESS CARAT WEIGHT OF GIANT RING SET 





Miss Columbia presenting both giant ring contest winners with Columbia diamond rings 

Standing left to right: C. Benjamin Axel, sales manager of Axel Bros., Inc.; E. L. Sunderlin 

of Rochester, N. Y.; Miss Columbia; Albert Grabowski of Syracuse, N. Y., and Seymour 
P. Sadev, sales representative for Columbia diamond rings. 


Seasoned jewelers at the 39th annual 
convention of the New York State Retail 
Jewelers Association held recently in Utica, 
N. Y., were baffled by the Columbia giant 
ring set. Experienced diamond buyers who 
have been handling diamonds all their 
lives, vied with each other in attempting 
to guess the carat weight of the large 
imitation stone in the Columbia solitaire 
until, after more than 500 entries had 
been submitted, three “experts” came close 
enough to win prizes. 


First and second prizes, two $225 Co- 
lumbia diamond rings went to Albert 
Grabowski of Syracuse and E. L. Sunderlin 
of Rochester, who tied for first place and 
Mrs. A. W. Payne of Utica who also re- 
ceived a Columbia diamond ring as third 
prize. 

The Columbia diamond ring exhibit, a 
blown-up replica of a Columbia matched 
set, was the feature attraction among 20 
exhibits at the show, most of which em- 
phasized the bridal theme. 


Two Columbia brides made the pres- 
entation of the three Columbia diamond 
prizes at the banquet which climaxed the 
convention festivities. Throughout the ses- 
sions, the Columbia brides photographed 
visiting jewelers, representing stores 
throughout the state, handed out entry 
blanks for the contest and generally added 
a note of gaiety to the convention. 


Seymour P. Sadev, Eastern sales repre- 
sentative and C. Benjamin Axel, sales 
manager of Axel Bros., Inc., manufactur- 
ers of Columbia diamond rings handled 
all arrangements in regard to the giant 
ring contest and the Columbia exhibit. 


The Columbia giant ring contest is cur- 
rently being distributed on a booking ar- 
rangement to selected Columbia agencies 
throughout the country who feature it as 
a ten day major promotion. The unit has 
aroused interest wherever exhibited and 
Columbia’ dealers report an up-surge in 
store traffic during the run of the promo- 
tion. 

In addition to furnishing Columbia deal- 
ers with the giant ring unit, Columbia 
Diamond Rings supply mats, sample ads, 


news releases and radio spots in order to 
assist stores with their local publicity jp 
connection with the sponsorship of the 
contest. 


_—— 


Bailey Jewelry Co., of Beckley, W. Va., 
has been incorporated with authorized cap. 
ital of $25,000 and subscribed stock of 
$6,000. The incorporators were J. W. Bur. 
ton, Jr., of Rhodell; Wade H. Bailey and 
Jack K. Bailey, of Beckley. 











REPAIRS and PLATING 
in GOLD and SILVER 


29 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
Coast 
(Before) 
(After) 
Highest 
Quality 
Workmanship 











HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & CO., INC. 


astere 
17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Address by Goverment Official 
Highlights Meeting of 24-K Club 

“Costs of operating the Federal govern- 
ment will continue to rise, with more and 
more money being needed for all purposes, 
consequently there is no indication of any 
tax reductions for a long time to come, 
jeclared Harry C. Westover, collector of 
Internal Revenue for Southern California 
‘na talk before the 24 Karat Club of 
Southern California. Mr. Westover pointed 
out that 80 per cent of all taxes collected 
are allocated for the paying of war debts, 
for past, present and future wars. 

Harry H. Prezant (Bulova Watch Co.), 
chairman of the club’s group that is spon- 
goring watch repairing among disabled 
veterans, reported interesting progress in 
the number of men at local and other 
yeteran’s hospitals who have qualified as 
experienced watchmakers. Aaron Thorne 
(Gruen Watch Co.), stated that the Gruen 
salesmen under him on the West Coast 
had collected a total of some 14,000 worn 
watches from retailers and that all these 
watches had been placed in veteran watch- 
making schools all over the country. 


A gold money clip was presented to 
Robert Thorne for his fine work in editing 
the club’s monthly bulletin. An excellent 
crowd welcomed newly elected president 
Walter B. Dorrer at the first meeting at 
which he presided. Joseph Hirtenstein, 
proprietor of Federal Jewelers, Chicago, 
(ll, and president of the Chicago Credit 
Jewelers Association, was an honored guest 
at the meeting. 





Many Alabama Watchmakers Attend 
Annual Convention of Mobile Guild 

Speaking before the second annual con- 
vention of the Mobile Watchmakers Guild, 
held on May 9 and 10 in the Admiral 
Semmes Hotel, Senator Joe Langhan of 
Alabama urged members of the guild to 
keep the high ideals the organization stands 
for ever in mind so that the watchmaking 
profession may grow in reputation and 
prestige. In his talk, which was _inter- 
spersed with humorous anecdotes, Senator 








Langhan traced the guild idea from its 
inception to the present day. 


The convention also featured addresses 
by Charles Purdon, veteran watchmaker, 
Cliff Harris, and Philip Gabriel. Messrs. 
Harris and Gabriel discussed the pleasant 
relations now existing between watchmaker 
and jeweler, and promised their coopera- 
tion in fostering such good feeling in the 
future. 


Watchmakers from all sections of Ala- 
bama attended the convention. A group 
composed of an instructor and approxi- 
mately a dozen students from the Jones 
County Junior College in Mississippi were 
also present. Members of the _ recently 
formed Birmingham Horological Associa- 
tion and officers of the Southern School 
of Watchmaking at Ensley, Ala., helped 
in the study work at the convention. 


The convention was brought to a con- 
clusion with a reception, banquet, and the 
distribution of numerous valuable door 
prizes. 





Press Previews Buxton Line 
At 50th Anniversary Luncheon 


Marking their 50th anniversary, Buxton, 
Inc., manufacturers of billfolds and Key- 
Tainers, introduced some of their new bill- 
folds and Buxton sets at a fashion press 
luncheon held June 16th at the Park Lane 
Hotel, New York. Presiding over the lunch- 
eon were Mrs. Dana Buxton, co-founder 
with her husband of the firm, her daughter 
Miss Julia Buxton, and Thomas A. Buck- 
ley, president, together with Robert H. 
Chapman, sales manager, who presented 
the new merchandise. 


High fashion note from Buxton is their 
gold leather billfold for women, produced 
in commemoration of the company’s golden 
jubilee year. The new billfold, a combina- 
tion of hand-boarded India goat and kid- 
skin, is made in the well-known, distinc- 
tive Lady Buxton style. It is complete 
with removable magic purse, tab closing 
and gold button. Available nationally af- 
ter September 1, the Lady Buxton in 
gold leather will retail for $20 plus tax. 





EMPLOYEES OF S. JACOBS COMPANY HONORED AT DINNER 





Alberta Brenner, educational director of Wallace Silversmiths, presides at a dinner held at 
the Hotel Radisson in Minneapolis recently for Maurice Adelsheim, president of the ANRJA, 
and of S. Jacobs Co. of Minneapolis and employees of that company. Mr. Adelsheim is at 
Miss Brenner's right, and Kenneth Wilson, Wallace district representative at her left. In the 
background are artist William Warren's original hand-drawings for the five Wallace patterns 
with "Third Dimension Beauty" which provide a colorful background for the program which 
is designed to acquaint sales people with "more interesting and factual conversation" in 
the presentation of sterling silver. 
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NEW YORK, N. Y. 


TELEPHONE Plaza 33-2719 
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Max Stern & Co. Inc. 


“EVERYTHING” 


IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


® Diamonds, melee 


HAS 


@ Genuine whole pearls 


@ Genuine rubies and 
sapphires 


® Tigereye cameos 
@ Amethysts 
® Topaz 


@ Black onyx—plain or 


drilled 
@ Synthetic birthstones 


® GENUINE ZIRCONS 
WHITES OR BLUES 


FOR OVER 3 DECADES 


. .. we have given prompt and 
efficient service to the DRILL- 
ING, CUTTING, and JOB- 
BING of stones. 


Max Stern & Co. Inc. 


IMPORTERS 
- 17-23 John St., New York 7, N. Y. 
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L. Aisenstein & Bros. 
Names Ansen President 


L. Aisenstein’ Bros., Inc., distributors 
of Mido, Medana, Roamer, Empire and 
Heuer watches in the United States and 
its possessions, have appointed Edward 
Ansen as president. Formerly a vice presi- 
dent of the organization since its incep- 
tion, Mr. Ansen will now supervise the 
many expanded activities of L. Aisenstein 
& Bros., Inc. 

Stanley Moser, formerly vice president 
of the firm, becomes first vice president and 
treasurer and will direct the sales and ad- 
vertising plans, in addition to his _previ- 
ous function as general manager of the 
organization. 

Irving Rosenbloom, vice president, will 
work in close contact with Mr. Moser in 
expanding the activities of the sales staff 
and in supervising more intensified promo- 
tion and sales coverage. 


EDWARD ANSEN 





Sidney Weiss has been named secretary 
of the firm. Mr. Weiss was formerly in 
charge of the Chicago office of L. Aisen- 
stein & Bros., Inc. He will now make his 
headquarters in New York and will super- 
vise the departments devoted to produc- 
tion, repair and shipping. 

To more quickly facilitate the activities 
of the firm on the West Coast, a new Cali- 
fornia office has been established at 315 
West 5th Street, Los Angeles 13, Califor- 
nia. Jerry Baer, who recently joined L. 
Aisenstein & Bros., Inc., will supervise the 
West Coast office. 


Expanded advertising and promotional | Giajist in instalment accounting and jew- 


programs for the remainder of 1948 will 
soon be announced. These programs will 
include vigorous selling support for Mido, 
Medana, Roamer, Empire and Heuer 
watches, programs that will be geared to 
help the retailer meet current selling con- 
ditions on the most favorable basis. 





COMING EVENTS 


July 
25-29—-Kansas City Gift Show, Munici- 
pal Auditorium, Hotels Muehlebach and 
Phillips, Kansas City, Mo. 
26-29—-National Association of Credit 
Jewelers, National Jewelry Fair, Hotel 
Stevens, Chicago, Ill. 


August 
2-13—Chicago Gift Show, Palmer House, 
Chicago, Ill. 
2-14—Merchandise Mart Gift Show, 
China, Glass and Pottery Market, Merchan- 
dise Mart, Chicago, IIl. 
9-12—-American National Retail Jewel- 























SS 


ers Association, Convention and Trad 
Shows, The Waldorf-Astoria, New York 

23-27—New York Gift Show, Hotel 
New York and Pennsylvania, New York 

23-27—-225 Fifth Ave. Gift Show, 99. 
Fifth Ave., New York. 

29-September 2—Mid-South Gift & Jew. 
elry and Variety Show, Hotel King Cotton 
Memphis, Tenn. 

September 

5-10—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

5-10—Dallas Gift Show, Hotel Baker 
and Santa Fe Building, Dallas, Texas. 

12-14—New Mexico Retail Jewelers As. 
sociation, Annual Convention, Hotel Hj]. 
ton, Albuquerque, N. M. 

13-17—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-22—Denver Gift and Jewelry Show, 
Hotel Albany, Denver, Colo. 

27-28—lowa Retail Jewelers Association, 
Annual Convention, Mason City, Iowa. 

27-October 1—Philadelphia Gift Show, 
Hotel Benjamin Franklin, Philadelphia, Pa, 

November 

14—Watchmakers Association of New 

Jersey, Annual Convention, Essex House, 


Newark, N. J. 


Program of Prominent Speakers 
Featured at Jewelers Conclave 

Discussions on the problems facing jew. 
elers in the immediate future and _ the 
solution of such problems featured the see. 
ond annual all-day conclave of the Retail 
Jewelers Association of Western Pennsyl- 
vania, held at the Roosevelt Hotel, Pitts. 
burgh, Pa., on June 16. The theme of 
the meeting was, “How to Operate a Retail 
Jewelry Store”. 

Speakers listed on the program for the 
day were: Edwin Freed, noted jewelry dis- 
play expert from New York; Clyde Bedell, 
experienced research advertising authority 
and author on the subject; Elmer A. Lund- 
berg, Director of Architectural Design of 
the Pittsburgh Plate Glass Co. and a spe- 
cialist in store modernization; Dr. Arthur 
Dahlberg, president of the U. S. Economics 
Corp., New York, and one of America’s 
foremost forecasters; Isaac Benwitt, New 
York Certified Public Accountant, and spe- 


_elry store systems; and John McManemin, 


| 
| 
| 
| 


Promotion Director of the Jewelry Industry 
Council. 

Included with the educational features 
of the day’s activities was an “hoar of 
diversion” in the nature of a cocktail hour 
sponsored by a group of Pittsburgh whole- 
salers. 

Credit for the excellent arrangements is 
due John M. Roberts, IV, of John M. Rob- 
erts & Son Co., Pittsburgh, general chair- 
man, and the other members of his com- 
mittee. 


Rose Re-Opens Enlarged Store 

The Rose Jewelry Co., fast-growing jew- 
elry chain of Detroit, Mich., announced the 
re-opening of their recently enlarged and 
remodeled store at 7715 Harper Ave. The 
store was remodeled after 19 years of 
steady growth in that section of the city. 
The establishment features a 40-foot front 
of imported Italian marble. Interior fix- 
tures are of antique mahogany. 
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The Winton Watch Co., Inc., 64 West 
48th St., New York, was formed as of 
June Ist and will continue the same pol- 
‘cies and carry the same merchandise as 
the former L. Adels Co. 

q Louis Schwob, of the Schwob Watch 
Co., 22 West 48th St., New York, sailed 
for Europe on June 14th to visit Switzer- 
land in the interest of his business. Mr. 
Schwob’s trip will be of one month’s dura- 


tion. 

David Pfeffer Co., Inc., manufacturers 

of gold finding rings, 106 Fulton St., New 
York, announced that Alfred S. Klipper 
will represent them in the Middlewest 
and the South. 
q William C. Horowitz, president of the 
Croton Watch Co., 48 West 48 St., New 
York, sailed June 5th on the Holland- 
American liner Nieuw Amsterdam for an 
extended tour of Switzerland. Mr. Horo- 
witz will visit principal Swiss watch cen- 
ters in connection with company business. 
q The May meeting of the New York 
Guild of the American Gem Society was 
held on Tuesday evening, May 18th. The 
session was given over entirely to labora- 
tory work on specific gravity, students 
using various types of balances for de- 
termination. Dr. Ralph J. Holmes, of Co- 
lumbia University, assisted with the ex- 
periments. 


q Dr. and Mrs. A. E. Alexander, of the 
Gem Trade Laboratory, Inc., plan to leave 
New York for Europe early in July, via 
British Overseas Airlines. Several gemo- 
logical laboratories will be visited during 
the course of the trip abroad. The Gem 
Trade Laboratory will be closed until July 
27th. 

q Miller & Co., makers of fine leather 
goods, formerly located at 11 East 56 St., 
New York, announced the removal of their 
ofices, factory and showroom to larger 
quarters at 207-209 East 49 St. 

q The September issue of the Horologist’s 
Loupe, a monthly journal published by 
the Horological Society of New York, will 
be edited by guest editor Barney Gold- 
stein. Mr. Goldstein will relieve Mr. Fried 
who intends to be out of town during the 
time when the issue would normally go 
to press. The September issue will be an 
enlarged edition with many special fea- 
lures. 

q Harry B. Tagg, president of J. W. John- 
son, Inc., 15 Maiden Lane, New York, sil- 
verware wholesalers, has been elected resi- 
dent member of the Bankers Club of Amer- 
ica. Mr. Tagg is also a director of the 
Jersey Mortgage Co. of Elizabeth, N. J. 
q The annual convention of the New York 
State Watchmakers Association was held 
in New York City on May 8th and 9th. 
Speakers included Mr. Lazarus, legislative 
consultant, who spoke on the possibility 
of watchmaker licensing in this state, How- 
ard Beehler and others. Elected at this 
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gethering were Robert Taylor, president; 
Henry Fried, vice president, and Paul 
Beckes of Buffalo, executive secretary. 


q After 28 years on Maiden Lane, B. Jadow, 


Inc., New York, importers, manufacturers 
and wholesale distributors of watchmakers 
and jewelers supplies and tools, have 
moved to larger quarters at 860 Broadway, 
corner of 17th St. The new space will house 
the general offices, sales, stock and shipping 
departments of the company. 


q Methods used by the Horological In- 
st.tute of America to maintain watchmaking 
standards were explained on June 16th 
before members of the Southern Tier Horo- 
logical Guild at a meeting in Bingham- 
ton, N. Y. Professor George Schlehr, watch- 
making instructor at the State Agricul- 
tural and Technical Institute in Morris- 
ville, N. Y., was the speaker. Approximate- 
ly 65 attended the meeting. 

q Mills Jewelers Inc., 622 Main St., Buf- 
falo, N. Y., have been granted a building 
permit to make alterations to their store. 
@ Harry McCloskey has been elected to 
the board of directors of the Retail Divi- 
sion of the Elmira (N. Y.) Association of 
Commerce, representing jewelry stores. 
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Little Barry Fishman, 17 months old, 
sits on his mother Shirley’s knee while 
Grover A. Whalen, chairman of the May- 
or’s Committee for the commemoration of 
the golden anniversary of the City of 
New York, feeds him with a golden baby 
spoon, part of a baby set which will be 
given to great grandchildren of golden 
wedding couples during the Educational 
Exposition at Grand Central Palace, New 
York, from August 23 to September 19. 


All couples married in 1898 will be 
siven golden wedding rings at the City 
Clerk’s exhibit at Grand Central Palace 
during the exposition on presentation of 
evidence that they were married in 1898. 
Great grandchildren under four years of 
age of golden wedding couples who ac- 
company them when they are given their 
rings at Grand Central will be given one 
of these gold baby sets of knife, fork and 
spoon. 
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Chances For Changes In Tariff Schedules Are Slim 
Since Creation of Bipartisan Tariff Commission 


sion would enable that agency to make fac. 
tual studies and determinations “withoy 
endangering the national security or cop. 
sequential injury to our domestic economy,” 

The Senate Finance Committee reported 
that it heard “from progressively widening 
sources” that domestic producers who re. 
quire protection against injurious competi- 
tion from imports “do not receive adequate 
consideration in trade agreement negotia. 
tions.” 

“There is much feeling that fully justif.. 
able needs for tariffs adequate to safeguard 
the well-being of our domestic economy 
are being subordinated to extraneous, and 
perhaps overvalued, diplomatic objectives, 
There is considerable evidence that advice 
to the President against injurious tariff 
reductions and concessions is diluted and 
obscured in a maze of executive committees 
not primarily concerned with safeguarding 
our domestic producers against injury,” 
the committee said. 

At any rate, the power to make recom- 
mendations for revisions now is lodged 
with the bipartisan Tariff Commission, 
which Congress noted had “proven its 
ability”. And the new law is calculated not 
oie to impose upon the Commission “burdens 

' i which could not be handled expeditiously 
7 Mr. Truman signed the bill into law with | with its present personnel.” 
regret , and opinioned that the aw law | Senator Vandenberg, R., Mich., in urging 
prescribes “a new, complicated, time-con- Congress to extend and revise the agree- 
suming and unnecessary procedure for the ments, declared that the President “has no 
negotiation of reciprocal trade agreements.” | monopoly” on efforts to make changes in 
He said that the changes wrought by Con- the nation’s tariff formula. 
gress would “necessarily hamper and ob- “The last word on the subject was not 
re struct the negotiation of new agreements, a written when the Reciprocal Trade Agree- 

| ETERNA | defect which is particularly undesirable in ments Act was framed,” he stated. “It is 

view of the act’s limitation to a single not untouchable in its prudence and its 
year. 


. wisdom. The President himself acknowl- 
However, the House Ways and Means edged this fact when he issued an executive 
Committee said its bill was “the first step 


: order one year ago making escape changes 
in more than 14 years toward a scientific 


in the formula. “I happen to be one of 
adjustment of trade regulations consistent those who has come io believe that the 
with the goal of maximum beneficial world reciprocal formula is indispensible to our 
trade.” The group explained that transfer 


economy in this postwar world,” he 
of public hearings to the Tariff Commis- declared. 


Chances are that very few changes will 
be made in the nation’s tariff schedules 
during the next years. 

Congress, in extending the Reciprocal 
Trade Agreements until June 30, 1949, re- 
moved the authority to recommend tariff 
changes from the departments and agencies 
of the executive branch of the Federal 
Government and transferred it to the bi- 
partisan Tariff Commission. 

The Tariff Commission is now charged 
with the responsibility for holding full and 
detailed hearings on any proposed upward 
or downward revisions in tariff schedules. 

And, since any new rates proposed by the 
President may not be put into effect for 
90 days if the White House proposals do 
not jibe with Tariff Commission recom- 
mendations, the chances for any except 
minor revisions in duties are slim indeed. 


President Truman had asked Congress to 
extend the existing trade agreement act 
without change for a period of 3 years. 
Congress ignored this request. It removed 
the inter-agency Committee for Reciprocity 
Information from the picture, transferred 
the source of recommendations to the Tariff 
Commission, and approved a l-year exten- 
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CS Write for illustrated price list. 1 947 Stone Imp orts 
CAPITAL MFG. CO. '5 W; 47th St. 
| DIAMONDS Precious, Semi-Precious 
“TOWER PRICES — CUT : —— | and Imitation Stones 
TE Month: | ~ OUGH | (Cut and Uncut) ® 
| have REVISED WAYS AND MEANS enabling. me Carats | $ Value Carats $ Value $ Value 
ORDER WORK at a REDUCTION of 25% te 50%. J 79 3 004.057 | ee 
D 0 % e. January 17,218 ,004,05 22,281 277,180 1,529,376 
“Send Mo Your Next Package” Mh! February | 17-758 | 2,940,293 | 28512 | 1,461/691 1'534.430 
Repairing of Ben ao Order Work — 21,024 | 3,188,163 | 46,610 | 952,548 1,040,612 
oe Sp aoweney ecsal Uraer Wor pri 21,216 3,136,844 26,739 835,571 1,062,349 
eens Siro’ __. Sow Verh 7, ¥. May 23,524 | 3,432,828 | 54,480 | 3,787,145 963,650 
June 19.855 | 2,927,408 30,672 | 1,463,159 981.354 
July 22'110 | 3,096,331 42.524 | 2554612 1,330,297 
WATCH MATERIALS —a| Aue 24138.| 3,634,580 | 190/139 | 4141'368 1160,626 
nega September | 48,911 | 7,513,172 | 135,133 | 7,407,844 942 490 
el ay ne Ma n> el October 60,495 | 8,819,506 | 105,929 | 6,141,798 1,179,747 
Prompt mail service November 40,715 | 6,531,072 114,841 | 5,963,505 1,096,455 
sail tea Milind ne: December 32,137 | 5,278,569 283,462 | 8,081,490 1,206,601 Pe 
DEAN WATCH COMPANY 359,101 | 53,502,823 | 1,081,322 | 43,067,911 $14,027,987 
116 Nassau St. New York 7, N. Y. 
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: es Show Slight Decline that effective July lst the company name 
April Sal 9 will be Anson, Incorporated. The Anderson 


Sales of independent jewelry stores were Tool & Die Works, Inc., celebrated its 
three per cent lower in April, 1948, than tenth anniversary on that date. 
during the same month of 1947, according The firm also stated that they will close 
to data compiled by the Bureau of the for their employees’ annual vacation on 


Census, Department of Commerce. April aby Seid, vecsesinis-cn dale: tt 
sales were five per cent greater than sales 


March, the preceding month. . 
geen 1948, jewelry store sales, in com- Marshall Field and Company Displays 


parison with the same month of 1947, are World's Largest Black Star Sapphire 

















shown for five cities as follows: Los An- The largest black star sapphire in the 
geles decreased five per cent; Chicago world, recently discovered in Australia, will 
eight per cent; St. Louis four per cent; be exhibited in the main store of Marshall 
Portland 28 per cent, and Seattle two per Field & Co., Chicago, Ill., June 28th 
cent. through July 26th in its first and only 
Retail jewelry sales for the first four Illinois showing. 
months of 1948, in comparison with the This fabulous gem, known as the “Black 
first four months of 1947, showed a de- Star Sapphire of Queensland,” is larger 
crease of five per cent. than an egg and is valued at $300,000. It 
weighs 733 carats, and was cut, last March, 
Bulova Watch Is Prize from a rough crystal that weighed 1165 
On St. Louis TV Show carats. It is 170 carats larger, in its fin- 
ished, polished state, than the previous Earrings in various patterns in 14 KT 
A Bulova watch donated by Freund record holder, the famous blue-gray sap- Green and Red Gold 
Jewelry Co., St. Louis, is one of the prizes phire, “Star of India,” in the J. P. Morgan ean ae es phd os 
offered on a new television quiz program, collection in the American Museum of Links to match. 

“It’s A Hit,” premiered on St. Louis sta- Natural History. Love Knot Ring—14 Kt Red and Green 
tion KSD-TV, Thursday, May 13. The “Black Star Sapphire of Queens- ally gy on gle pg ng Rw a 
The watch, together with the other gifts land” has a perfect star which is produced Our comprehensive line of 

donated by enthusiastic manufacturers and by a six-ray optical effect when light is Gold, Platinum and Enam- 

: . ’ ; ; P el Novelties, tincluding 
retailers, comprises a jack-pot prize pack- reflected in countless minute hollow tubes Vanity, Cigarette and Card 
age valued at more than $1800.00—said to in the stone. As the gem is moved, the —— = — and 
be the largest ever offered on television star moves when the light strikes it. ee 
anywhere. | A special set of tools was manufactured CLIFFORD A. MILLER & co., Inc. 

—— to cut the “Black Star Sapphire of Queens- Manufacturers 
New Robinson Reminder Wallet land” and two months were spent in plan- 64 West 48th Street 
ae Seer weer By Connelly ning, cutting and polishing the great gem. New York 








Marion S. Connelly has been retained . zs 
for the next few months by Robinson Re- Aaron Sverdlik Dies 


, ' Aaron Sverdlik, 53, since 1927 a part- 
minders to introduce the new Robinson niet inp the fem: of Bibiana 4 Secedith, AN Extra SALESMAN 


Reminder Wallet, which is being featured . 
importers of precious stones ‘and pearls, 


for the Fall season. 610 Fifth Ave., New York, died July 5th JEWEL-RE-CLEAN 


Mr. Connelly has had long experience in 





the personal leather goods field. after a long illness. Mr. ’ Sverdlik = JEWEL-RE-CLEAN is a fast acting 
Cartoons will be used to illustrate a chairman of the jewelry divisions ig the cleaner that does a thorough job 
series of advertisements to be seen every fund-raising drives of the Federation cof with no effort. A small item that 
two weeks in the Saturday Evening Post. Jewish Philanthropies, the United Jewish offers a great profit. Why not 
Announcement of other fast-moving mer- Appeal, the Greater New York Fund and sienginen your sales forte wi 
handis; d Ib q thi the American Red Cross. He was a direc- this repeat sales product. Your 
ae SS we e made within a customers will thank you for sug- 


gesting JEWEL-RE-CLEAN ... they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 


few weeks. 


Anson Products Changes Firm Name 


The Anderson Tool & Die Works, Inc., 
24 Baker St., Providence, R. I. and its 
division, Anson Products, have announced AARON SVERDLIK 
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BOOTH No. 12 Of Jewel-Re-Clean 3 mse oe 3 
in main exhibitors hall Med } 
and 


tor of the Federation Employment Serv- 182503 
ice, the Welfare Workers of New York 
City and Congregation B’nai Jeshurun; | 
BOOTH No. 248 a member of the Jewelers Board of Trade Per Dozen ............... 

in Grand Ballroom and the Federal Grand Jurors Associa- Di GN Saciicciiicntn oad 

at Stevens Hotel tion for the Southern District of New CLEANS IN TWO QUICK 

York. He also was secretary-treasurer of OPERATIONS 

Ve A K M A N fig the New York Chapter of the Mt. Hol- IMMERSE AND WIPE DRY 

That's all there is to it. Dip and dry to a 


WATCH COMPANY, INC. yoke Society. Mr. Sverdlik was a Mason ieaatiiel testien alee, ten. teeth.,1l dene 














“The Watch with the and a Knight of Pythias. cially dirty. 
One Year Repair Policy” Rgecise se are his widow, - egg C. & E. MARSHALL CO. 
452 FIFTH AVE., NEW YORK 18, N. Y. is mother, a sister, two brothers, and Box 7737, Chicago 80 














a grand-daughter. 





FOR JULY, 1948 293 





Boston Jewelers Frolic at Annual Outing 


SHOWPIECES 
OF DISPLAYS 
for 
DIAMOND RINGS 
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The ultimate in beauty—a _ Universal 
Ring Tray—velvet lined, easel construc- 
tion, fo. trim—to display singles or 
combinations. Tell us your needs in Sete 
boxes—we have the facilities, the staff, 33% | Some 40 odd fouls and two homers highlighted the ball game between two teams of jewelers 
—— to meet all your re- @% | at the annual outing of the Boston Jewelers Club at the New Ocean House, Swampscott. 
, on June 2. Left to right: Philip Webber of Mahar & Engstrom Co., pitcher; Herbert Stranger, 
Jr., of Herbert W. Stranger Co., 2nd base; pinch hitter for Carlton Bagnall of Swank, Inc., 
Ist base; James Russell, E. H. Saxton Co., left field; Herbert Thompson, of Gorham Co. 
center field; “Hank'' Anderson of Manchester, N. H., right field; ''Vin'' Chapman, of 
Jewelers Board of Trade, captain and shortstop; Louis LeMay, of LeMay Brothers, Man- 
chester, N. H., catcher; ‘Mike’ Mahar of Mahar & Engstrom, 3rd base; and Vincent O'Neill, 
of Wm. Filene's Sons, left field. Kneeling in front: William Murray, of the Jewelers Building, 

| umpire. 





Jewetry Case Co 


pee MASSACHUSETTS 








Members and guests of the Boston Jew- 
elers Club joined in the fun at the annual 
outing of the Club at the New Ocean 
House, Swampscott, Mass., on June 2. A 
full program of sports was under the co- 
chairmanship of Albert S. Munnis and 
Herbert L. Thomae, with entertainment 
features after the banquet under the co- 
chairmanship of Carl F. Lawton and Roy 
S. Brooks. The sports program was high- 
lighted by the “All Star” champion work- 
out of Louis LeMay of LeMay Brothers, 
Manchester, N. H., who managed to cop 

| off at least four prizes—one as a member 
Seen watching the close finish of the iape- | of the winning baseball team, another as 
| 


| tearing -— from nr other = of ~ co-winner in the three-legged race, still 
fence is Albert S. Munn’s, co-chairman o another as second in the bag race, and 


th ittee. Wi , left to right: | ‘ 
| the sports committee. Winners, left to rig | another as second in the potato race. Fol- 


DURA-KLEEN 


Vig ining fine Meer 








Jerry Kalendarian, of J. B. Rockman Co., 
first; and Joseph C. Goodman, of Louis lowing the ball game and several games 


Manheimer Brothers, second. | of golf, in which the largest group ever 
to play participated under Chairman J. 
_ Gould Cook, the shore dinner was en- 
| joyed by all. This was followed by an ex- 
| cellent program of entertainment, featuring 
| 





among other star acts the Marino Sisters, 


dr Youll Gad Beve-Klcen © wondertul popular acrobatic dancing trio, the nieces 


repeat-sale item increasing your store 
traffic. If your wholesaler can't supply 
you write to 
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ENGRAVING 


on Precious and Semi-Precious 


STONES 


° FINE PORTRAITS - CAMEOS 

° INTAGLIOS - SEAL ENGRAVING 

© WARRIOR HEADS - REPAIR WORK 
GROOVING - FITTING - COUNTERSINK 




















SALESMEN’S OPPORTUNITY 
Full or Part Time 
Experienced men, sell NAME BRAND 


HOME APPLIANCES 
To Jewelry, Gift Trade, Etc. 


Jobbing concern now nationalizing. All exclusive 








territories available. Drawing against commis- * Original Designs Made to Order 

sions. Write or apply (dept. J) Hugh Matheson, of Smith Patterson Co., | 

ZENITH HOME APPLIANCES CORP. (left) and Louis LeMay of LeMay Brothers, | EWALD LEYENDECKER 
a ge Beg atenongy Ninel “y Manchester, N. H., (right) won the three- | 595 Fifth Ave., New York 17, N. Y. 

















legged race. | — 








294 THE JEWELERS’ CIRCULAR-KEYSTONE 











of ~¢d 
ington Building. 





Edward MacCourt of Louis Manheimer & 

Bros., (left) placed first in the potato 

race, and Louis LeMay of LeMay Brothers, 

Manchester, N. H., was second. Center: 

Herbert L. Thomae, co-chairman of the 
Sports Committee. 


“Pat” and “Tony” Marino of the Wash- | 








Winners of the sack race at the Boston 

Jewelers outing were, left to right: Robert 

Bourque of Nashua, N. H., and Louis LeMay 
of LeMay Brothers, Manchester, N. H. 
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The West Coast 


Carl Lindstrom, Los Angeles jewelry 
manufacturer, has been elected vice presi- 
dent and director of the Bergen Founda- 
tion, an organization originated by Edgar 
Bergen of radio fame. The objective of 
the organization is to give financial as- 
sistance to any young girl who desires to 
become a nurse. Assistance is given in the 
form of a loan, as this enables the founda- 
tion to maintain a revolving fund. 


q Mr. and Mrs. Stanley Balik of the Star 
Watch Co., Los Angeles, Calif., sailed 
June 28th on the S. S. Lurline to spend 
three weeks in Honolulu. They are cele- 
brating their 20th wedding and _ business 
anniversary. 


q Walter H. Morrison, Jr., for the past 
ten years manager of Jenkel Jewelers, now 
at 126 Post St., San Francisco, Calif., has 
bought out his father’s business at 2108 
Allston Way, Berkeley, Calif., and is now 
in business for himself. A. F. Feldhahn 
succeeded Mr. Morrison as manager of 
Jenkel Jewelers. 

q Paul Sherman recently purchased the 
jewelry store at 8808 W. Pico Blvd., 
Los Angles, Calif. He has changed the 
name to Paul Sherman Jewelers. Mr. 
Sherman was formerly with Leo Marks 
Jewelers in Santa Monica, Calif. 

q A. Helitzer, who was with the Metro 
Jewelry Co. of New York for many years, 
is now associated with the Wallach Manu- 
facturing Co., 213 S. Broadway, Los 
Angeles. 

q Hill & Co., wholesale jewelers of 707 
South Broadway, Los Angeles, Calif., has 
changed its name to Mar-Ell Co. They 
are wholesalers for Phyliss, Delta, Acco- 
Nansi, as well as several other firms. The 
frm is owned and operated by A. Salam 
and Irving A. Chan. 

q.G. A. Waldow has announced the open- 
ing of his second jewelry store unit at 
1449 Fruitvale Ave., Oakland, Calif. Mr. 
Waldow will act as manager of the new 
store, while his stepson, Ronald Stephens, 
will manage the first store at 3333 East 
14th St., Oakland. 


q Ben Duncan has just opened a new store 
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at 4090 Tweedy Blvd., South Gate, Calif. 
He sold his former store which was lo- 
cated at 2932 Vermont Ave., Los Angeles. 
q Charles Parkhurst, formerly of Attle- 
boro, Mass., recently opened an engraving 
shop for the trade at 220 West Fifth St., 
Los Angeles, Calif. He will operate the 
shop under the name of Engraving by 
Parkhurst. 

q Carl Hueners has moved into his new 
jewelry store at 7902 Santa Monica Blvd., 
Hollywood, Calif., from 8106 Santa Mon- 
ica Blvd., where he had been located for 
the past 10 years. Mr. Hueners was as- 
sociated with the jewelry business for 38 
years in Fort Dodge, Iowa, before coming 
to Southern California. 

q William Earl Shaulis has opened a re- 
tail jewelry store at 5630 Atlantic Ave., 
Long Beach, Calif., and will operate the 
store under the name of Shaulis Jewelers. 
Before coming to California, Shaulis was 
in the jewelry trade in Detroit, Mich., for 
seven years and was connected with Gen- 
sler-Lee Jewelry Co. here. 

q Artcraft Crystal Co., who repair watch 
hands, crystals, and Ronson lighters, re- 
cently moved to larger quarters at 424 
South Broadway, Los Angeles, Calif., from 
544 South Broadway, Los Angeles. 





Indiana 24 Karat Club Meets; 
Changes Name and Dues Schedule 
The 24 Karat Club of Indiana, at its 


summer outing meeting at Wawassee, on 
June 13 and 14, officially changed its name 
back to the Indiana Jewelers Association. 
At the same time they announced a change 
in their schedule of dues to take in three 
classifications, the larger stores to pay 
annual dues of $50, the medium sized $25, 
and the smaller type store, $10. This sliding 
scale was set up on the basis of needing 
finances as well as numbers to assist in 
legislative matters both state and nation- 
ally. 

Ralph Roessler, president of the Indiana 
Jewelers Association, says they are plan- 
ning more direct service to jewelers this 
fall, and expect to have a very successful 
convention in February. 

Mr. Roessler is also president of the 
Associated Retailers of Indiana with a 
membership of over five thousand. 
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NEW 


AUTOMATIC 
WATCH 
CLEANING 
MACHINE 


(Patent Pending) 
Self Lifting, Changing 
and Timing 
No attending from start 
to finish 





CLOSED 


Manufacturer wanted to produce 
this machine on a royalty basis or 
for my own account. 

Perfect working model and draw- 
ings furnished. 


i 


; 





Lifting 


OTTO SCHURENBERG 
308 EAST 30th STREET 
New York 16, N. Y. 
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PEARL 


RESTRINGING 
@. For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT [S 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 


Pa) ¢ 





7 


» 










Fg 


¥ 







$ 







* 













FINE STERLING 
HOLLOWWARE 
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. BO Gg Y AUTHENTIC ANTIQUE 
See REPRODUCTIONS 


GO DIMES Co. 72K STREET 


RICHARD BOSTON, MASS. 
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Sold sabe “direct to Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 
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q Albert Betz, prominent figure in_ the 
Maiden Lane District of New York and 
manufacturers representative for LeStage 
Mfg. Co., 64 Elm St., N. Attleboro, Mass., 
is also handling the line of Shefheld, Inc., 
manufacturers of fine jewelry, 11 Dunham 
St., Attleboro, Mass. Mr. Betz will show 


the Shefheld line in the Eastern area. 


q Making its radio debut, the New Eng- 
land Guild of the American Gem Society 
went on the air on June 15 as it inaugu- 
rated a series of Tuesday evening broad- 
casts between 7:45 and 8:00 o’clock over 
Station WVOM, Brookline, under the title, 
“The Romance of Gems.” Richard B. 
Chesley, President of the New England 
Guild, acted as Master of Ceremonies, 
and the first broadcast was on the subject 
of diamonds, with Mrs. Ella J. Bird, Reg- 
istered Jeweler of Smith Patterson Co., 
and Winton Simmons, Registered Jeweler 
of Kennard & Co. as guest speakers. The 
second broadcast on June 22 was devoted 
to emeralds, and plans contemplated other 
gems being discussed on subsequent pro- 
grams. The New England Guild held its 
final meeting of the season on June 16 
at the Boston City Club, with a laboratory 
session preceding the dinner, and _ the 
usual gem quiz and instrument identifi- 
cations of gems following. 


q As this issue went to press, announce- 
ments were out for the 33rd annual con- 
vention of the New Hampshire Retail 
Jewelers’ Association, to be held Sunday 
and Monday, June 27 and 28, at the Went- 
worth-by-the-Sea, in Portsmouth, N. H. 
Governor and Mrs. Charles M. Dale of 
New Hampshire were to be guests, and 
the sessions opened with a dinner and 
concert on Sunday evening. Monday morn- 
ing was devoted to business sessions, with 
speakers discussing subjects of timely in- 
terest to the jewelers. Sports, golf, and 
games were scheduled for Monday after- 
noon, and a banquet and entertainment 
followed in the evening. Complete details 


| next issue. 


q With “Billy” Murray of 901 Jewelers 
Building, rounding out 45 years in the 
same location on May 24, and Ralph 
Cohen of A. Frisch & Co., 306 Jewelers 
Building, also chalking up 45 years on 
June 6, there has been considerable talk 
about forming an “Old Timers” group in 
the Boston area. 


q Among those from Boston who attended 
the 41st annual convention of the National 
Wholesale Jewelers Association at the 
Ambassador Hotel, Atlantic City, were 
Nathaniel I. Goodman of 1006 Jewelers 
Building, and Harold Alberts of I. Alberts 
Sons, Inc., 8th Floor of Jewelers Building. 
q Irving P. Karelis has opened a new 
store in Haverhill, Mass., known as Karelis 
Jewelers. 


q Mrs. Rose Marshall of the Travis-Farber 













YEW ENGLAND 


3 
Co., is planning a seagoing vacation Voy- 
age aboard her husband’s new 29-f99 
power craft, the “Glabesnit.” They plan 
a cruise to Bar Harbor, Maine. Husband 
Joseph Marshall, a former Coastguards. 
man, is with the Boston Post. 


q Robert E. Rockman, son of “Jack Rock. 
man, 905 Jewelers Building, graduated from 
Harvard this year, Magna Cum Laude, after 
majoring in English Literature. 


@ Leon Fischman of Universal Watch Co., 
703 Jewelers Bldg., who landed in the 
U. S. only 18 months ago from Argentina, 
has done well by himself, planning to be 
married on Sept. 23. 


q At least two members have been added 
to the American Gem Society as Regis. 
tered Jewelers, recently — Clarence B. 
Lund of Lund Jewelers, Inc., 222 Claren. 
don St., Boston, and Roland Cadoret of 
Cadoret Brothers, Woonsocket, R. I. 


q Miss Mabel Sterling of the Mauran 
Watch Co., 712 Jewelers Building, was on 
a visit to New Haven, Conn., recently, and 
Roy S. Brooks of the same firm reports 
excellent business on a recent tour of 


New England. 


q B. & C. Jewelers recently opened new 
wholesale quarters in rooms 408-11 Prov- 
ince Building, inaugurating a first-of-its- 
kind-in-Boston jewelry exchange, with 
space rented to repairmen. 

q Philip Webber and Daniel Coll of the 
Mahar & Engstrom Co., 406-9 Jewelers 
Building, attended the Convention of the 
Horological Association of Massachusetts 
in the Aurora Hotel, Worcester, Mass., on 
June 13. William R. E. Hebert, President 
of the Worcester County Horological As- 
sociation was Chairman of the Committee. 


q Harry I. Glaser of Glaser Brothers, 910 
Jewelers Building, went on a fishing trip 
to Maine, but reported “no luck.” Mean- 
time, Mrs. Sarah Glaser enjoyed a vaca- 
tion trip to Atlantic City. 


q Leonard Foley was elected President of 
the 25-Year Club of the Smith Patterson 
Co. at the organization’s April meeting. 
D. J. Manning was named Vice-President 
and Harold Batten was elected Secretary. 
q Gerber’s chain of New England jewelry 
stores opened its first Connecticut store 
in Hartford recently with E. Topitzer 
named as Manager. 

A new jewelry store known as Taylor's 

Jewelry & Gift Shop was opened on Main 
St., Randolph, Mass., recently. 
q Mrs. Anna Wrona Durkin of Woon- 
socket has opened a new jewelry store 
on Weybosset St., Providence, to be known 
as Wrona & Durkin. Her brothers John 
and Raymond, and sister Philomena Wrona 
also have opened still another new store 
on Monument Square, Woonsocket, to be 
known as Wrona Jewelers. 


q Mr. and Mrs. Edmond L. Belley of 
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Lowell, Mass., attended the graduation 
of their son from a theological school in 
Bar Harbor, Maine, recently. 

Miss June Hookailo of Hub Materials, 
Washington Building, was married on 
June 15. 

Bernie Smith of Smith & Zaff, Jewelers 
Building, and William Schwind of R. C. 
Jewelry Co., Rumford, Maine, went on a 
June fishing trip in the Pine Tree State. 


¢ Alterations are being made in the B. H. 
Goodrich diamond firm in 303 Washington 
Building, and, as soon as completed, Her- 
bert Heller Co. formerly on 44 Bromfield 
St, Boston, will share the quarters. 

Louis C. Marr, with the silverware de- 
partment of D. C. Percival Co., is recuper- 
ating at his home in Wollaston, Mass., from 
a recent operation, and expects to be 
back at work soon. 


Walter R. “Scotty” Bain, popular mem- 
ber of the D. C. Percival Company’s bowl- 
ing team, and associated with the firm’s 
diamond department was married on May 
92 to Miss Lorraine Archibald. 

q Elmer C. Read of Kettell, Blake & 
Read, Washington Building, has gone to 
his summer home in Dennisport, on Cape 
Cod, for the season. 

q The George T. Springer Co., Portland, 
Maine, recently took over a new store. 


q Recent out-of-towners glimpsed around 
Boston jewelry circles included “Buster” 
Arthur Baudette of Woonsocket, R. [., 
Warren Kunz of E. P. Lilley Co., Milford, 
Mass., and James Kay of Lawrence, Mass. 


Leonard Vancore, jeweler of Colebrook, 

N. H., has taken over a hardware store 
in Fryeburg, Maine, and Mrs. Vancore 
is operating the store in Colebrook. 
q New England traveling jewelers well 
recall the “bong, bong, bong” of the big 
clock on the Colebrook House, Colebrook, 
N. H., and will be interested to know 
that the place has been sold to a Catholic 
church organization which will take _pos- 
session on October 1. 


q Alfred F. DeScenza, 609 Washington 
Building, has completed alterations in his 
place, which is now doubled in size and 
capacity. 

q Modern new cases have added a “new 
look” to the C. W. Somers Co., 606 Wash- 
ington Building. 

q William T. Kinney of the New England 
Gem Cutting firm, 333 Washington St., 
was featured in the Boston Sunday Globe 
recently with a fine story and pictures. 
q Barry & Epstein, 400-401 Washington 
Building, report that contractors will start 
tearing out partitions to double the floor 
space into Room 402 on July 1. 

q Harold Trachtenberg of the watch sup- 
ply department of Harry Parritz & Brother, 
Jewelers & Washington Bldgs., has been 
on a vacation fishing trip to Maine. 

q Herbert W. Stranger, of the firm of 
the same name, third floor of the Wash- 
ington Building, has about completed his 
hew summer home at Truro on Cape Cod, 
and expects to enjoy it after July 1. 

q “Mike” Mahar and Mrs. Mahar, of 
the Mahar & Engstrom Co., 406-9 Jewelers 
Building, attended the convention of the 
Watch Materials Distributors Association 
of America at the Drake Hotel, Chicago, 
June 11 and 12, flying both ways. 
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q Members of the Thomas Long Company 
Association held their annual workers out- 
ing at the Mansion Inn, Cochituate, Mass.. 
on Sunday, June 20. 

q Soft ball games among Boston jewelers 
were rained out on several occasions, but 
the Thomas Long team managed to get 
in and win the four games it played out 
of a total of five. They won over Smith 
Patterson first, 15 to 8; then over Ken- 
nard & Co., 8 to 7; then over Shreve. 
Crump & Low, 8 to 7; and finally over 

(Please turn to page 298) 





DIAMONDS FROM BELGIUM 





E. C. "Jockey" Johnston of Caribou, Maine 
(left) is shown signing a receipt for his 
first shipment of diamonds which he im- 
ported from Antwerp, Belgium. Behind the 
counter with him is "Pete", one of his 
popular salesmen, and at the right the ex- 
press agent who delivered the gems. 
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TO JEWELERS IN 
AMERICA’S FINEST 


MUSICAL 
PHOTO ALBUMS 


A VF 
Hundreds of thousands 
of musical photograph- 
ic albums are sold 
yearly. Why don’t you 
vet some of this easy, profitable business? 
CAMILLE MUSICAL PHOTOGRAPHIC 
ALBUMS are nationally advertised, nation- 
ally sold. Four different types: “Our Wed- 
ding,” “Our Baby,” “Bar Mitzvah” and 
“Gold Cross”, with appropriate melody. 
Beautiful white Dupont Fabrikoid Covers. 
Finest Swiss music box, tested 5 times, winds 
with a coin. Most versatile inserts ever made. 
Loose leaf. 

Sell them in your Photo Department, or any 


department. Either way, you make money. 
DISTRIBUTORS: A few choice territories are open. 
Write for details of an interesting proposition. 


0 Ot 
rue CAMILLE COMPANY 

























19 ROCKWELL PLACE, BROOKLYN 1, N. Y. 






ALBUMS FOR ALL APPLICATIONS 











JEWELRY 


CASTING MACHINES 
OVENS ¢ FURNACES 
INVESTMENT « WAX 
CRUCIBLES 

FLASKS « SPRUE BASES 
MOLDING RUBBER 


95 Bedford Street 


WAtkins 4-8880 





CASTING 


Equipment and Supplies 


GOLD CASTING 
COSTUME JEWELRY 
WHITE METAL CASTING 
PLATINUM CASTING 


Send for equipment and supply price lists 


immediate delivery 


ALEXANDER SAUNDERS & GO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


New York City 14 


Cable Address HOWDAH 
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Mr. MANUFACTURER 


We will prove it! 


We Can Eliminate Your 
Plating Problems and 
Cut Your Costs! 


POLISHING and 
PLATING 


ALL METALS 
ALL FINISHES 


e RHODIUM - 
¢ I4KT and 24KT - 


HAMILTON YELLOW 
e PINK - 


¢ BRIGHT NICKEL - 


Specializing YG, 
COSTUME JEWELRY 


NOVELTIES and 
INDUSTRIAL WORK 


‘Quantity with Quality 
P. lating 3 


OUR SPECIALTY 


GOLD PLATING on 
ALUMINUM 


and 


SLUSH METAL 








DAILY DELIVERY 


IN BUSINESS OVER 
27 YEARS 


INQUIRIES INVITED 


JOSEPH RUBIN 
ELECTROPLATING CORP. 


106 FULTON ST., N. Y. 7, N. Y. 
RM. 507-08 BArclay 7-3310 


_P.S. RETAIL JEWELERS: 
No single jobs accepted. 
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NEW ENGLAND 
(From page 297) 

Smith Patterson again, 12 to 9. Shreve, 
Crump & Low’s team won over the one 
other game played against Smith Patterson, 
11 to 7. 

q Miss “Verbie” Carlson of the office 
staff, and Miss Gwendolyn Kiever, Secre- 
tary to B. D. Shreve, Crump & Low, are 
spending the summer in Sweden. 

Air conditioning units have been in- 
stalled in the E. B. Horn Store on Wash- 
ington St., adding further to the moderni- 
zation of this store now under the gen- 
eral managership of B. J. Finn. 

q In connection with the local trade and 
travel exhibit of “France Comes to You,” 
a number of Boston jewelry firms featured 
window displays of French-made jewelry 
and French Limoges china and Lalique 
crystal. These included the Thomas Long 
Co.; Shreve, Crump & Low; Kennard & 
Co.; and Bigelow-Kennard Co.; as well as 
the Jordan Marsh Company’s jewelry de- 
partment. 

q The “gang” in Room 301 Washington 
Building—E. R. Wing, Arthur Byers, Dex- 
ter Delando, joined by others on the third 
floor—lighted the 59 candles on a big 
birthday cake for their fellow tenant, 
William Hoeckel, as they joined in the 
celebration recently. 

q Valmore Cadoret of Cadoret Brothers, 
Woonsocket, R. I., died on June 2. 

q Eugene E. Drouin of Norwood, Mass., 
died on May 28. 

Herman Levy of the diamond depart- 
ment of I. Alberts’ Sons for the last 20 
years died on May 28. 

q Burton M. Oatriquin of Belmont, affl- 
iated with the Ripley-Howland Manufac- 
turing Co., wholesale jewelers, for 40 years, 
died on June 2. He had retired a year ago. 


Firm Moves to Larger Quarters 

Krueger Stone House, owned by Esther 
Koch and George C. Houston, has moved 
to larger quarters at 448 South Hill St., 
Los Angeles, Calif., from room 501 to 
rooms 601 and 602. 


Jewelry Displays Will Highlight 

New York's Three-Week Fashion Show 
A fashion show, in which jewelry will 

have a part, and in which the Jewelry 


Industry Council will participate, is one of. | 


the major events scheduled in New York 
City’s Golden Anniversary Program for 
1948. 

This show will be staged twice a day— 
at 2:00 P.M. and at 8:00 P.M. every 
day from August 23rd through September 
19th in Grand Central Palace. 

The overall program for these shows 
calls for presentations that feature jewelry 
as well as products, such as women’s ap- 
parel, furs, handbags, men’s wear and 
children’s clothing. 

Products displayed will represent ad- 
vance 1948 and 1949 styles. Every price 
level will be represented in these products. 

There will be no charge for the dis- 
play of products in these shows. Selections 
will be made with the assistance of a 


_ panel of fashion editors. 


Albert E. Haase, Executive Director of 


| the Jewelry Industry Council has been ap- 
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pointed a member of the Fashion Coordin 
ating Committee in charge of the het 

The funds necessary to finance thie 
three-week fahion show, under plans a 
proved by the Mayor’s Committee for the 
Commemoration of the Golden Anniversary 
of the City of New York, are expected 
to come froim the sale of advertising in 
the Committee’s Official Program and 
Souvenir Book. 

Inquiries for further information op 
Program and Souvenir Book should be 
addressed to the Chairman of the Mayor’s 
Committee, Grover Whalen, at ] East 
60th Street, New York, New York. 

The official emblem of New York City’s 
Golden Anniversary Celebration will jp. 
clude a 14 karat gold wedding ring and ap 
outstanding feature of the Grand Central 
Palace fashion show will be a golden spiral 
ramp, especially built for the show by 
the City of New York. 


a 


Ask Jewelers To Be on Look-out 
For Watch Master Number 4864 

The “Gift Shop”, owned by J. S. Brown, 
in Troy, N. C., was entered during the 
night of June 3rd, and a WatchMaster 
watch-rate recorder, number 4864, was 
taken. All WatchMaster service centers are 
being notified. 

The robbers were very particular in 
their choice because, aside from an en. 
graving machine and chest of silver, the 
WatchMaster was the only thing they 
took from a well-stocked store. 
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From this RACINE Universal 
Motor— Especially Designed 
for Jewelers’ Lathes ... 


@ For lathe power you rely upon, over 
years of steady and trouble-free service, 
instoll this new RACINE UNIVERSAL Frac- 
tional H.P. Reversible Motor. Develops 
1/12 H.P. Dynamically balanced armeo- 
ture. The wide pedestal and the housing 
are finished in durable crackle. Allen 
Broadley Foot Rheostat supplies speeds 
from zero, gradually increasing to maxi- 
mum. Will turn up to 13,000 R.P.M. with- 
cut load — 6,000 R.P.M. full load. 


Canadian Representative—Chas. A. Branston, Ltd. 
2508 Yonge Street, Toronto, Ontario, Cana 


RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. J-7 Racine, Wis. 
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DIAMOND DEALERS CLUB GIVES $100,000 TO UJA 





NS 


The Diamond Dealers Club recently made a contribution of $100,000 to the campaign of 

the United Jewish Appeal. The gift from the treasury of the Club was presented to Henry 

Morgenthau, Jr., general chairman of the UJA by a committee headed by Jack Sigman, 

president. The photo shows left to right, Jack Sigman, president of the Diamond Dealers 

Club; Mr. Morgenthau, and Solomon Proujansky, vice-president of the Club. Standing, left 

to right: Charles M. Guttworth, chairman of the board; David Maringer, member of the board, 
and Charles Wolf. 


Henry Morgenthau, Jr., general chair- 
man of the $250,000,000 campaign of the 
United Jewish Appeal, was presented re- 
cently with a check for the sum of $100,- 
000 as a contribution from the treasury of 
the Diamond Dealers Club to support 
mass immigration and defense in the new 
Jewish State of Israel, relief and rehabili- 
tation in European lands and refugee aid 
in the United States. 


The $100,000 gift from the Diamond 
Dealers Club was turned over to Mr. 
Morgenthau at the national headquarters 
of the United Jewish Appeal at 165 West 
46th Street by a committee headed by 


Jack Sigman, President of the Diamond 
Dealers Club. 


In accepting the contribution, Mr. Mor- 
genthau emphasized the urgent need for 
cash to support the Jews of the new State 
of Israel “in their struggle for survival 
and freedom”, and to enable it to receive 
many thousands of homeless refugees on 
Cyprus and in Europe. 





Be sure to see us at the 


CHICAGO SHOW 


Starting July 26 
BOOTH No. 12 


in main exhibitors hall 
and 


BOOTH No. 248 


in Grand Ballroom 
at Stevens Hotel 


WAKMANN 


WATCH COMPANY, INC. 
“The Watch with the 
One Year Repair Policy” 


452 FIFTH AVE., NEW YORK 18, N. Y. 
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In the course of his statement, 
Morgenthau said: 


“At this crucial moment in Jewish his- 
tory, the magnificent response of the Amer- 
ican Jewish community and of the entire 
American people to the urgent call for 
assistance from the new Republic of Israel 
is a most heartening demonstration of our 
devotion to the ideals of democracy, free- 
dom and_ justice. This gift of $100,000 
from the Diamond Dealers Club is fur- 
ther evidence of the great bond which 
exists between the people of the United 
States and the heroic citizens of Israel. 


“It is my earnest hope that other social 
and fraternal organizations will follow the 
splendid example of the Diamond Dealers 
Club and draw upon their treasuries 
promptly to make maximum cash contri- 
butions to the United Jewish Appeal. The 
Jews in Palestine are engaged in a life 
and death struggle and only by immediate 
action on a historic scale can we help 
them win their battle for freedom and a 
life of peace.” 

The committee which presented the 
$100,000 gift to Mr. Morgenthau consisted 
of Jack Sigman, President of the Diamond 
Dealers Club; Solomon Proujansky, Vice- 


President of the Club; Charles M. Gutt- | 


worth, Chairman of the Board; David 
Maringer, member of the Board 
Charles Wolf, a prominent 


the Club. 


The $250,000,000 United Jewish Appeal 
drive supports the relief, rehabilitation 


and resettlement programs of the Joint | 


Distribution Committee, United Palestine 
Appeal and the United Service for New 
Americans. 


— 


Art Kessler has purchased a retail jew- 


elry store at 12015 South Garfield Ave., 


Hollydale, Calif. The store will be oper- | 


ated under the name of Kessler’s Jewelers. | 
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BUTTONS and PINS 





THESE “GRAN” Diamond Set But- 
tons and Pins have been designed 
for your most discriminating clien- 
tele with carefully selected top qual- 
ity stones of high brilliancy. 

Shrine buttons are available in 
platinum with 3 to 7 diamonds. 
Masonic buttons in platinum or pal- 
ladium with 3 diamonds, and Eastern 
Star pins in white or yellow gold 
with full cut center diamond and 
synthetic stone points. 

Our representative in your ter- 
ritory will be glad to show you 
these as well as the complete 


“GRAN” line for 1948. 


GIR AW 


AND COMPANY INCORPORATED 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. - Indianapolis 4, Ind. 














TRAVELING CLOCK CASES 
CIGARETTE CASES 





Genuine 
Alligator 


Kigh- 
Pclished 











For Wholesalers . . . Jobbers 
Exceptionally low price 


New vey, JUNE cnemercy's.s923 




















PINS $ PINS § 


PINS $ PINS $ 
Club and Emblem Jewelry 


with that new “Hollywood Look”— for that new 
“profit look.” Your club pin customers today are 
overlook 


your diamond customers tomorrow! Don't 
this important market. Send for illustrated folders, 
price lists, discount information, etc. 

Write today te Department J-C 
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Los Angels 14. Ce ’ 
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Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South Sth Street, Philadelphia 7, Pa. 
Has been appointed authorized 
distributors of genuine 


BENRUS WATCH MATERIALS 
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with our ‘regular lines of 
Swiss & American 
Tools & Materials 
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Technical School 


Watchmakers 
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Write for free booklet. 

- “Help Yourself to a Better 
Future”’ 

JOHN J. BOWMAN. Director 

Bowman Bidg.,Lancaster,Pa. 

















q Alfred Coia and Irving Goldman, lo- 
cated at 706 Sansom St., Room 104, are 
enlarging their quarters. They have leased 
Room 102, next door, and will demolish 
the partition between the two rooms, and 
remodel and redecorate the entire estab- 
lishment. Business will be carried on as 
usual during the alterations. 


q Erie Jewelers, 3651 Germantown Ave., 
Phila. have added a new record depart- 
ment for which one side of their store 
was redecorated with fixtures to compliment 
this new merchandise. 


q Raymond G. Kirkpatrick of the Fred 
Sauter store, 2713 W. Girard Ave. married 
the former Joan Marie Dillman of this 
city June 12th. 


q Edward Miller of the C. R. Smith Co., 
18th and Market Sts., gave the first of a 
series of lectures illustrated with lantern 
slides to over 20 members of the Horo- 
logical Guild of Philadelphia at the regu- 
lar June meeting, the last meeting of the 
season. Mr. Miller will continue the series 
in the early Fall. Although the exact 
meeting date has not been determined, 
the first one for next season will probably 
be held sometime in September. The place 
may not be the usual meeting place, the 
Franklin Institute. Members will be noti- 
fied of the details. Members of this Phil- 
adelphia branch of the United Horological 
Association of America attended the na- 
tional convention of the association in 
Baltimore, Md., June 17th to 20th, in a 
body. 


q The last meeting of the Eastern Penn- 
sylvania Guild of the American Gem So- 
ciety for the season was held May 20th 
at the Academy of Natural Sciences. A 
nominating committee was appointed to 
report next Fall. At the first meeting next 
Fall elections will be held. At this last 
meeting the year was ended with a special 
program including slides and _ informal 
talk by C. Fred Muth on the subject “In- 
clusions in Gem Stones”. Approximately 
20 people attended and enjoyed these un- 
usual microscopic photographs. 


q Lester Sauter has recently returned to 
his store at 2713 W. Girard Ave. after a 
brief vacation in Maryland on which he 
was accompanied by his daughter. 


q Miss Elaine Cooper, of 109 S. 13th St. 
will leave July 2nd to fly to Portland, 
Ore. on a visit to see her aunt. Since she 
does not want to leave the business for 
too long a period, she will return by 


July 20th. 


q A picnic has been tentatively scheduled 
for members of the Sansom Street Busi- 
ness Men’s Association for Wednesday 
July 21st, subject to the approval of the 
members. It will be held at the Melrose 
Country Club. 

q Louis Sickles held open house on June 
18th at its new impressive offices and 
sales-room at 914 Walnut St. The recent 
move to larger, completely modernized 


* PHILADELPHIA 


quarters, comprising over 4,000 Square 
feet, is in line with a post-war expansion 
program. Friends, relatives and a gener. 
ous turn-out of eastern trade representa. 
tives attended. 


q Weiman’s, whose stores are located at 
3236 Kensington Ave., 7300 Frankford 
Ave., and 5522 Germantown Ave., have 
just finished a contest designed to increase 
their diamond business. The Weiman name 
is always followed by the phrase “for 
diamonds” which makes a rhythmic trade 
name immediately associating them with 
their specialty. This series of radio pro. 
grams carried out the theme. The contest 
lasted for one month during which time 
listeners were requested to write a 25 
word letter explaining why they liked to 
buy diamonds at Weiman’s. The best three 
letters received prizes. 


q Reuben Pinsky, owner of Pinsky’s Jew. 
elry store at 941 Broadway, Camden, N, J., 
told police on May 15th that thieves had 
broken his front plate glass door window 
to get in and steal about $1,000 of mer- 
chandise. The thieves have not yet been 
apprehended, at this writing. 

q Albert Sabul of 142 S. 15th St., died 
in Temple University Hospital Tuesday 
May 25th. Mr. Sabul, only 28 years old, 
was a member of the Sansom Street 
Business Men’s Association. 

q Miss Elaine Cooper tells us of the use 
of exhibits distributed by the American 
Gem Society to Registered Jewelers. In 
the Fred J. Cooper store at 109 S. 13th 
St. a window display of cutting and polish- 
ing tools against a background of blown 
up photos and including specimens of 
rough diamonds was used for about ten 
days. It attracted a large number of pass- 
ers, but the number of men who stopped 
to gaze far outnumbered the women. In- 
mediately following this, another display 
from the American Gem Society was placed 
in the window for a week. It consisted 
of a chart to which was attached real 
gem stones. The 36 types of gem stones 
were illustrated with six species of each 
type showing the colors in which that 
species occurs. This exhibit attracted a 
much larger percentage of women than 
men. Miss Cooper plans to use more of 
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these exhibits loaned by the Society, after 
the pleasing results obtained with these 


4 The Retail Jewelers Association of Phil- 
adelphia and Eastern Pennsylvania held the 
last regular monthly meeting of the sea- 
son June 22nd at the Broadwood Hotel. 
The annual outing was enjoyed by a large 
vathering of members on June 29th at the 
Main Line Golf Club at Lancaster Ave., 
St. Davids, Pa. Activities included a golf 
tournament, quoits, soft ball, and a stag 
dinner. A good time was had by all. 
Irving Hutner of Gurwood Jewelers is 
leaving July 4th for a vacation in the 
Poconos. 
4 The New Rand Silver line, comprising 
over 60 distinctive reproductions of fine 
old Sheffield plate, is ready for distribu- 
tion to wholesalers coast to coast, reports 
Bruce Gordon, president of Rand Silver 


Corporation. 





Co-inventor of Vulcain Cricket 
Honored at Luncheon in N. Y. 


The day before his departure for his 
native Switzerland, Francois Ditisheim, the 
young co-inventor of the Vulcain Cricket, 
was honored at a luncheon given by Bern- 
ard Lippman, president of the Vulcain 
Watch Co., at the Toots Shor restaurant 
in New York on June Ist. Mr. Dittisheim 
was in this country on a short visit and 
an inspection of the New York factory at 
630 Fifth Ave., 

Francois Ditisheim, who is a_ fourth 
generation watchmaker and inventor, has 
just recently been awarded the first prize 
of the Swiss Observatory of Neuchatel, 
for a completely hand made chronometer. 
He has also won awards for the Cricket 
with which he is credited as the co-in- 
ventor with his uncle, Robert Ditisheim. 

For six years, he attended the Techni- 
cum Neuchatelois, a technical school for 
watchmaking. Five years ago, Francois’ 
father suggested that he work in the de- 
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Send your watch repairs to us. Our 
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Holmes Protection 
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velopment of a wrist alarm. His uncle ad- 
vised him and a complete staff of tech- 
nicians worked under his direction. 

It was while working with his uncle in 
a field near the factory of La Chaux de 
Fonds, that he got the inspiration for the 
alarm from the chirping of crickets. With 
the advice and assistance of his uncle, he 
solved the major problem of an alarm 
loud enough to be useful and small enough 
to be contained in a wrist watch. 

After the alarm mechanism was finally 
developed, it was necessary to build a 
watch movement around it. Simplicity in 
design was one of the principles which 
was insisted upon. The several important 
and radical changes in both the watch 
movement and in the alarm itself are 
covered by patents. One of the improve- 
ments is a new type “cap jewel” which 
diminishes to a minimum the difference of 
regulating a watch being worn in differ- 
ent positions. 

The alarm, with its little grip hammer, 
the patented diaphragm on which it strikes 
and the special bridges used in the watch 
movement itself, are all a part of the 
Vuleain Cricket. Originally, 
watch was made by hand. Now these in- 
tricate parts are being made by specially 
machined tools. 





Francois Ditisheim, youthful co-inventor of 
the Vulcain Cricket alarm wrist watch, dis- 
plays the time-piece he helped perfect. 





Heads Dallas Jewelers Association 

W. Tim Welch of Arthur A. Everts Co., 
jewelers of Dallas, Texas, was elected 
president of the Dallas Jewelers Associa- 


W. TIM WELCH 





tion Thursday evening, May 27th, at the 
association’s annual election of officers. 
Other officers elected include Arnold G. 
Blair of Shaw’s, vice president and Arch 
M. Lyles of Moore-DeGrazier, secretary. 





the entire 
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NEWL&R 
CRYSTAL 
GRINDER 











COMBINES LOW SPEED 
GRINDING WHEEL 
WITH HIGH SPEED 
BUFFING WHEEL 


The new L & R Crystal Grinder 
features a low speed grinding 
wheel with a high speed buff- 
ing wheel — operating from 
a single, long-lasting L & R 
motor. 


Measures only 11” long, 7%” 
wide, 8%” high. Gear reduc- 
tion motor delivers % horse- 
power, furnishing required 
speed for each wheel. 


$69.50 


Immediate Delivery from Stock 
The L & R Crystal Grinder and 
Polisher is made by L & R 
Manufacturing Company, re- 
nowned for 18 years as the 
world’s largest manufacturers 
of watch and instrument clean- 
ing machines. The reputation 
of L & R is your guarantee of 
the finest in motorized equip- 
menf. 


JOS.B.BECHTEL&CO., Inc. 


Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 


List Price 
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q Kernaghan, Inc., Jewelers, have com- 
pletely remodeled their quarters at 411 
Cherry Street, Macon, Ga. Outstanding 
improvements include streamlined fixtures, 
modern lighting, and comfortable air-con- 
ditioning. 

q W. T. Turner, Jeweler, Inc., of New- 
berry, S. C., has been granted a charter 


| by the Secretary of State. Authorized 


capital stock is $30,000. W. E. Turner is 
president. 

q Nelson Page, one of the original mem- 
bers of the jewelry firm of Maynard-Page, 
Miami, Fla., has returned to that city to 
assume management of his old firm. Mr. 
Page left Miami in 1935 to organize his 
own business in Charlotte, N. C. He 
served in the Army for three years and 


' was discharged with the rank of Captain. 


| For the past two and a half years he has 


been associated with Charles L. Wells, 


| Jewelers, Jacksonville, Fla. 











q Ken Jewelers, Inc., of Asheville, N. C., 
has been granted a charter by the Secre- 
tary of State. Authorized capital stock is 
$50,000. Incorporators: Kenneth Raisen. 
Doris Raisen and Mildred Gordon, all of 
Asheville. 


q Mare M. Anker is the new manager 
of the Duval Jewelry Company’s store at 
604 Franklin Street, Tampa, Fla. Mr. 
Anker comes from New Orleans, La., where 
he has been in the jewelry business for 
more than 20 years. He already has as- 
sumed his new duties. 


q Albert’s Jewelers, a new enterprise for 
Montgomery, Ala., held its formal open- 
ing May 28. John Westcott is manager. 
The two-story building housing the new 
store, located at 19 South Court Street, has 
been completely remodeled and _redeco- 
rated. Air-conditioned throughout, the 
store is equipped with the newest type of 
modern lighting fixtures. Mr. Westcott has 
had 25 years’ experience in the jewelry 


_ business in Montgomery and Birmingham. 








Associated with him is Al Goldberg. 


q Harry B. and Joseph E. Miller have pur- 
chased the interest of their late brother, 
David R. Miller, in the jewelry firm of 
Miller Brothers, 838 Canal St., New Or- 
leans, La., and will continue to operate 
under the same firm name and policy as 
they have for the past 39 years. 
q Carl Hays Jr. has been named general 
manager of Williams Jewelry Company in 
Macon, Ga. Mr. Hays has been in the 
jewelry business since 1934. He was re- 
cently associated with a wholesale jewelry 
firm covering the entire state of Georgia. 
q Ross General Jewelers, Inc., was granted 
articles of incorporation by the secretary 
of state at Dover, Del., with a capitaliza- 
tion of $550,000. 
4 TheForrest City School of Watchmak- 
ing at Forrest City, Ark., has been  in- 
corporated and will be expanded accord- 
ing to Cone C. Baker, secretary-treasurer 
and executive officer of the concern. 

A. M. Huston has been elected presi- 
dent of the Jacksonville (Fla.) Watchmak- 














THE SOUTH 


ers’ Guild, succeeding Samuel D. Roeder. 
The guild celebrated its first anniversary 
with a buffet supper (June 7) ip the 
George Washington Hotel, at which time 
the membership gave a vote of thanks to 
Mr. Roeder for his successful administra. 
tion. Other officers named were: John 
Onstatt, vice president; Carl S. Hearn, 
treasurer, and W. R. Grendmann, secre. 
tary. 


q A new Gordon’s Jewelry Company store. 
13th in its chain, was formally opened 
at Shaw and Main St., Houston, Texas. 
on Friday, June 4. The new establishment 
has an exterior of buff Vermont marble and 
French windows with stainless steel trim. 
The interior is attractively finished jn 
pastel shades of peach and aqua, and has 
furnishings and fixtures of blond primo. 
vera wood. 


Leo Frank has been named sales map. 
ager for the Neches Jewelry Co., at 415 
Travis St., Houston, Texas. 

q Bright’s Jewelers, 60 College St. Ashe- 
ville, N. C., announced the association of 
George Pulliam with the firm. Mr. Pulliam 
is a professional watchmaker working in 
Western North Carolina for the past 16 
years. 

q The new Tetley Jewelry store at Farm. 
ington, Mo., successor to the Robert Tetley 
Jewelry Co., which is owned and _ oper- 
ated by Mr. and Mrs. John D. Curry, held 
a formal opening of the store June 19. 
The store has undergone an extensive re- 
modeling program including a new front 
and modern type display windows. 

q James B. Echols of Adel, Ga., has pur- 
chased the jewelry store at Cordele, Ga., 
operated by C. A. Crowell, a firm which 
has been in continuous operation for 53 
years. Echols has operated a jewelry store 
at Adel for 20 years and will continue that 
store in operation. He also has a store in 
Ocilla. Hoke S. Wright will be store man- 


ager. 
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Minding Our Own Business 


CRAFTSMEN 





That’s a big and two-faced subject. constantly checking on their competitors, 
d our own and learn a lot. We thought the figures of , 
Sometimes, and often, we min | 
business actually better when we keep an department stores, just released by the in the art of RESTORING 
eagle eye on what the other fellow, our National Retail Dry Goods Association, 
competitor, is doing. might be of interest to our readers. The S | | V E rs a E 
For example, a smart jeweler today _ figures for the year 1947 are as follows: 


crease % Sales Sales- News- 


Sales In- 3 bi ad 


1947 over to Total Annual persons paper 


1946 Store Sales Turnover Salaries Adv. Returns = Ke 
Costume Jewelry 9% 1.3% 3.8 6.9% 1.9% 5% 7 hs 
Silverware & 
Clocks 74% 0.6% 4.1 5.0% 1.3% 5.5% iv x, \ / (2 /, 


























Fine Jewelry & 

Watches 17% 0.4% 2.0 5.3% 1.6% 9.4% eS 4 
and note that the percentage of business to department store - 
sales are estimated at 
Costume jewelry business in department stores oy >< 

in 1947 $175,000,000 yn ae oS. 
Silverware and clocks in department stores in 1947. 60,000,000 
Fine jewelry and watches in department stores Tl E and MODERN 
in 1947 ss ao _  §0,000,000 ANTIQUE oa 0 
@ REPAIRING 
A total not to be sneezed at... $285,000,000 @® REPLATING 
@ REFINISHING 
doesn’t ignore department stores—they’re Competition is the spice of our economy ®@ LACQUERING 
competition whether we jewelers admit it — all have plenty of it these days—and @ SPECIAL ORDER 
v getting stiffer right along. a . : 
or not. And what do department stores do? | We thought the above information might Write for Price List 
They have shoppers (professional) out | be of passing interest at least. Serving the Trade since 1892 
The House of Mastercraftsmen 
Demand For Platinum Metals | faced with platinum has enabled users to LOUIS J. MEYER, Inc. 
Continues High All Over World | employ these precious metals to a_ better SILVERSMITHS 


advantage.” 

World demand for platinum continues at es 
a high level, Charles Engelhard, president 
of Baker Platinum of Canada, Ltd., said First Clockmakers' College in U.K. 
recently in a year-end review. Canada is | Opened Recently *n London | 
a major source of the world’s supply of | 


these metals which include platinum, pal- = 
ladium, rhodium, ruthenium and iridium. National College of Horology, was opened 


All are produced as by-products of the in London late last year. The new school 
Dominion’s vast nickel output, he said. __ is sponsored by the Ministry of Education, For rapid turnever—Wee Cherub Didy Pins have 
creations 


205 S. 9th St. Philadelphia 7, Pa. 




















Britain’s first clockmakers’ college, the 








' ; | and affords proof of the Government’s de- irresistible sales appeal. These beautiful 
“Although the United States is the lar- | , ‘ P , , : : make a lovely gift for the new baby. Unique, 
. 0 chitin unten, tadee termination to revive an industry in which practical, and a treasured keepsake. Wee Cherub 
a ~ “".. | Britain was one pre-eminent. Its function aly Fale an) nets See as Se 
trial reconstruction in Europe requires | . , genes Plated, and solid 10K Gold. Packaged in attrac- 
biti f th eS NE eg ee is to train executives and designers for the tive gift box. Available for immediate delivery. 
ft Ss . . i 
arge quantities oO ese metals, clock and watchmaking industry. Memorandum selection on request. 


6 WEE CHERUB MANUFACTURING COMPANY 
‘United States imports during the first ‘The college's coulgesent: is of the mast sens tendn Gna Seniiion tien 


ten months of 1947 included approximately 
45,000 ounces of platinum and 63,000 


ounces of palladium from Canada. 


up-to-date type, and much of it is Swiss- 
made. The basic course offered is of three 
years duration. There is also an advanced 




















“Most people think of the platinum course lasting for two years and a graduate 
metals in connection with jewelry. But a course. Accommodation is provided for 50 
large proportion of the available supply _ students ,and it is hoped to attract recruits 
of these precious metals is used for in- | from the Forces and industry, as well as 
dustrial purposes because they reduce costs direct from school. 


of production and maintenance,” Mr. En- Considerable progress in the develop- 


lhard h Be sure to see us at the 
gelhard stated. “The economic advantage 2 eatin le 
of using platinum metals for critical parts cme — ne eas pire wan CHICAGO SHOW 


of equipment is well recognized by pro- Britain is now making some 3,000,000 Starting July 26 


ducers of rayon, glass and electrical instru- 


: , clocks annually, compared with 800,000 
poe, and manufacturers in other fields are | before the war. She is now importing less ’ BOOTH No. 12 
giving increasing attention to the money- than 1,000,000 as against over 4,000,000 in in main exhibitors hall 
The possibilities of platinum metals. 1938. It is planned to increase home pro- and 
e development and perfection of bi- duction still further in order that there BOOTH No. 248 


metallic products comprising a base metal 


—-—.._. 


will be a surplus for export. in Grand Ballroom 
at Stevens Hotel 


HONIG WATCH co. IMPORTERS Announces Vacation Schedule WAK MANN 
Suppliers of low-priced Walter R. Hand, wholesale distributors WATCH COMPANY, INC, 


Swiss Watches and Movements of watch attachments and specialties for ; 
. , : : The Watch with the 
Special discount for wholesalers and jobbers the jewelry trade, 2106 Pine St., Philadel- One Year Repair Policy’ 


323 W. 5th St., Los Angeles 13, Calif. phia, Pa., will be closed for vacation from 
’ July 31, 1948 to August 15th, 1948. ee 
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MASTER Watchmaking 
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as the School of Quality” 
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qD. J. B. (Jack) Prins, Son & Prins 
Co.,. diamond importers, Chicago, sailed 
for Europe on June 5th. Mr. Prins expects 
to spend much of his time with Abraham 
Soep, with whom he is associated as part- 
ner in the cutting works of Benjamin 
Soep & Co., Nieuve Achtergracht 17, Am- 
sterdam. He was accompanied by Mrs. 
Prins and will spend two months abroad 
combining vacation with business. 

q Otto S. Lieberman, vice president and 
head of the diamond department of Stein 
& Ellbogen Co. and Milt Nathan, Michi- 
gan representative, attended the grand 
opening of the new, exquisite Williams 
store at Kalamazoo, Mich. 

q Charles Ellbogen, Charles Brown and 
Adolphe Bittermann of Stein & Ellbogen 
Co., visited grand openings of Zeitz Broth- 
ers, 3941 Lincoln Ave. and H. Erickson, 
5304 North Clark St. Both beautiful new 
stores are located in Chicago. 

q Morris Morwitz, office manager of Stein 
& Ellbogen Co., visited A. C. McKay in 
the Detroit office. 











Jewelers Ass'n. of Greater Chicago 
Re-Elects All Officers at Meeting 


In recognition of excellent performance 
during the past year, the nominating com- 
mittee of the Jewelers Association of Great- 
er Chicago, whose report was submitted 
by its chairman, Harry Iglow, at a dinner 
meeting at the Standard Club on June 
2nd, suggested the re-election of all ofh- 
cers. This was unanimously done and the 
following officers will again be installed 
at the first meeting next Fall: President, 
Joseph Hirtenstein, Federal Jewelers; hon- 
orary president, Phil Martin, Martin Jew- 
elers; vice-president, Norman Kernis, Nor- 
man Jewelers; treasurer, Peter Schurheck, 
Royal Jewelers; secretary, Darwin Wood, 
Wood & Sons. The efficient secretary, Ben- 
jamin L. Sacks, continues to serve in that 
capacity. Board of Directors elected are: 
John Baumrucker, Jones & Baumrucker 
Co., Harry Iglow, Wolf’s Jewelry Stores, 
Inc., Lewis Litt, Litt Jewelry Co., Ira 
Marks, Marks Bros., Ray Hargrave, Parks 
Jewelers, Inc., David Wexler, S. D. Slavin 
Co. 


Approximately 200 were in attendance at 
the meeting including members, employees 
and representatives of wholesale houses 
and manufacturers. A feature of the eve- 
ning program was a talk by J. Roy Ozanne, 
of J. R. Ozanne & Associates, Merchandis- 
ing Counsel. The appearance of Mr. 
Ozanne, nationally known in this line of 
endeavor, was sponsored by the Elgin 
American Co. A number of executives of 
the Elgin American Co. were present at 
the meeting including President Allen B. 
Gellman. 

Mr. Ozanne’s remarks were directed 
largely to increasing the efficiency of sales 
personnel and what he said was based 
largely upon visits made to 27 jewelry 
stores recently. He had a few bouquets 
for the stores, said his average wait was 
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not over 15 seconds, and gave their show 
windows a rating of 80. He urges the use 
of merchandise in windows, not signs 
and stated that both window and Store 
should reflect co-operation with national 
advertising of wholesalers. 

Elgin Jewelers, 54 West Randolph s; 
and Fairchild Jewelry Co., 202 South State 


St., were elected to membership. 


NOTED LECTURER 





Dr. Frederick H. Pough, Ph. D., Curator of 
Physical Geology and Mineralogy at the 
American Museum of Natural History and 
Gem Consultant for THE JEWELERS' Cir. 
CULAR-KEYSTONE, (left), delivered an il. 
lustrated lecture before a group of repre- 
wentatives of Greater Boston Women's Clubs 
at the recently opened fifth-floor jewelry 
studio at the Smith Patterson Co., Boston. 
He was presented by Frank M. Libbey, gen- 
eral manager of the store, right, who is 
holding one of the rare gems about which 
Dr. Pough lectured. 





Committee Canvasses Trade in N. Y. 
For Greater N. Y. Fund Campaign 

Oscar Lazrus, chairman of the Board, 
Benrus Watch Co., is heading a group of 
jewelers who are conducting an intensified 
campaign throughout Manhattan’s jewelry 
trade in behalf of the Greater New York 
Fund’s 1948 campaign. 

This announcement was made by Beards- 
ley Ruml, chairman of R. H. Macy & Co., 
and chairman of the Fund’s over-all solici- 
tation of merchandising and commercial 
establishments in Manhattan. 

Wholesale and retail jewelry outlets as 
well as manufacturers are being solicited 
in an intensified drive to enlist contribu- 
tions from the industry. 

The Fund seeks “business’s share” of 
the over-all contributions required by 423 
hospitals, health and welfare agencies in 
New York City to maintain essential ser- 
vices. These organizations and institutions 
are conducted under Catholic, Jewish Prot- 
estant and Non-Sectarian auspices. 

Associated with Mr. Lazrus in the can- 
vass of the jewelry trade throughout Man- 
hattan are: 

Walter Lehman, Eichberg & Co.; Milton 
Weil, Arrow Manufacturing Co.; G. H. 
Niemeyer, president, Handy and Harman; 
Leo Nathan, S. Nathan & Co.; Fred Car- 
toun, Longines-Wittnauer Watch Co. and 
Herbert Ollendorf, Ollendorf Watch Co. 
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WATCH MATERIAL DISTRIBUTORS MEET IN CHICAGO 





Officials of the Watch Material Distributors Association of America grouped around 
Paul A. Tschudin, recently arrived U. S. representative of the Watchmakers of Switzer- 
land, at the open house given by the Newall Co., Chicago, in honor of the 119 mem- 
bers and guests who attended the Association's convention, held June 10 and 11 at 
the Drake Hotel. The Swiss spokesman was invited to address the members on the new 
Swiss watch repair parts program which will soon be introduced to the entire horological 
trade. Left to right: President of the association, Fred Reid, Springfield, Ill.; Mr. 
Tschudin; Sidney Prague, Houston, Texas, vice president of the association, and 
Fred Gluck, Pittsburgh, Pa. 


On Friday, June 11th, the Watch Ma- 
terial Distributors Association closed a very 
successful two day meeting at the Drake 
Hotel in Chicago. Nearly 100 were regis- 
tered at the meeting representing a large 
number of the 75 houses which make up 
the present membership. 


Officers and members were well pleased 
with the attendance and success of this, 
their fourth meeting including their meet- 
ing held in Cleveland, Ohio, in 1946, in re- 
sponse to a call by representatives of eight 
distributors. From eight to 75 in two years 
is very encouraging for the future of the 
organization. 


At the meeting on Thursday, the con- 
stitution was amended to permit the ad- 
mission of manufacturers to associate mem- 
bership. Following adjournment at 4 P.M.., 
members and guests were entertained with 
a cocktail party at the offices of the New- 
all Manufacturing Co., 139 North Wabash 
Ave, with George Cureton and other ex- 
ecutives of the company as hosts. 


The interesting feature of Fridays ses- 
sion was a talk by Paul A. Tschudin, U. S. 
representative of Ebauches, S. A., Neu- 
chatel, Switzerland, who outlined the pro- 
gram of watch manufacturers of Switzer- 
land designed to improve repair service in 
America by standardizing materials, sim- 
plifying the system of parts identification, 
and establishing wide-spread distribution 
of Swiss repair parts. Interest in this was 
evident by questions and discussion which 
followed the talk. 


The following officers and directors were 
elected at the conference: President, Fred 
Reid, Burton M. Reid Sons, Springfield, 
Ill; Vice President, Fred Gluck, Martin 
Gluck & Son, Inc., Pittsburgh, Pa.; Sec- 
retary, William R. Katz, William R. Katz 
Co, Dallas, Texas, and Treasurer, Ben 
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Glasser, The Merit Co., Cleveland, Ohio. 
Serving with these as members of the 
board of directors are: Tobias Garon, 
Michigan Jewelers Supply Co., Detroit, 
Mich.; Orville Fuller, E. & J. Swigart Co., 
Cincinnati, Ohio, and Louis A. Hayman, 
E. W. Reynolds Co., Los Angeles, Calif. 





Swank Discusses Plans for Fall 
At Meeting of District Managers 


District managers from the ten district 
offices of Swank, Inc., Attleboro manu- 
facturers of men’s jewelry, attended the 
annual district managers’ meeting at the 
plant June 23, 24 and 25. 


Maurice I.. Heller, vice president in 
charge of sales, was in charge of the pro- 
gram which covered plans for the Fall 
campaign, including the presentation of 
the complete advertising program, the first 
showing of new items for the Fall line, 
and a tour of the plant, including the ad- 
dition, which is nearing completion, and 
the two branch plants in Taunton, Mass. 

President Samuel M. Stone, head of 
Swank for 51 years, opened the session. 
Executive vice president J. Carlton Bag- 
nall addressed the group on “Prospects 
For the Fall of °48.” Lee Biagi, general 
merchandising manager, was in charge of 
the showing of the Fall line. 

Offices from which the district managers 
came are located in New York, Philadel- 
phia, Atlanta, Los Angeles, Dallas, Bos- 
ton, Chicago, Baltimore, San Francisco and 
Cleveland. 


Keep Cool 


That is now the by-word of Kastenhuber 
& Lehrfeld, Inc., of 21 West 46th St., 
New York. The firm recently installed an 
air-conditioning system in their establish- 
ment. 


Be sure to see us at the 


CHICAGO SHOW 


Starting July 26 
BOOTH No. 12 
in main exhibitors hall 
and 


BOOTH No. 248 


in Grand Ballroom 

at Stevens Hotel 
WAKMANN 
WATCH COMPANY, INC. 


“The Watch with the 
One Year Repair Policy" 


452 FIFTH AVE., NEW YORK 18, N. Y. 











24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS” 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 























STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 

FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 27, Chicago 47 
ee 
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Our work costs no more e 


than ordinary work 
BECKER-HECKMAN COMPANY ; 
29 East Madison Street, Chicago 3, Illinois 























ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 20 


years 
6956 North Ashland Ave., Chicago 26 
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Harry Greenwold Co. 


The House of Quality and Sersice 
IS WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


{ Zones 


HAMILTON WATCHES 


ad fom olaohibe 
to your customers with confidence. 


and &) 


Lines of quality and style that give you pro- 
bdoltatelol Mata Tetclsslaal lite Mn asl 11 Metal 











PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 











We SPECIALIZE... 


in special order weeks. S72 us your 


specifications. W. Lf sabenil a design 
wittloel obligation. 


SCHUMER BROTHERS CO. 


/ 
NVlanufacturing Jewelers 


5 EAST THIRD STREET 


DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 


114 West Oth Street. Cincisral:. Ohio 





> CINCINNATI, OHIO 











DISTINCTIVE 
JEWELRY 


WATCHES 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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>» The McCoy Gold Refining Co., 103-105 
East Sixth St., Cincinnati, have tripled the 
amount of their former floor space by re- 
modeling their quarters. New fixtures and 
a new lighting system have also been in- 
stalled in line with the remodeling pro- 
gram. 

» The Greater Cincinnati Retail Jewelers 
Association has made the following com- 
mittee appointments, according to Mark 
Herschede, vice president of the organiza- 
tion: Karl E. Wagner, by-laws; Car] Leser, 
membership; Jack Getz, trade practices; 
Louis Grassmuck, entertainment; Irving 
Engel, diamonds: H. S. Riefkin, watches: 
Edward Spitznagel, jewelry, and Carroll 
Seghers, public relations. 

» Spencer Brown, a representative of the 
Seth Thomas Clock Co., is now located at 
111 N. Canal St., Chicago, III. 

>» Alvin C. Roetepohl, jeweler located at 
6000 Vine St., Cincinnati, vacationed with 
friends at Lake of the Woods, Canada. He 
reports that he enjoyed the good fishing up 
there. 

> Louis Dolf of the firm of Beck & Dolf, 
2851 Colerain Ave., Cincinnati, recently 
returned from a Florida vacation and was 
boasting of the large sailfish that he 
caught. 

>» Jack Schmit, sales representative for the 
Gerwe-Brown Co. in the Southeast, married 
Miss Betty Bitzer on June 5th. 

» The Cincinnati Wholesale and Manufac- 
turing Jewelers Association held their an- 
nual picnic at the Ryland Country Club, 
Ryland, Ky., on Tuesday, June 15th. Clar- 
ence Loeb of Litwin & Sons, once again 
took an active part in making arrange- 
ments for the big annual affair. 

> Maury Gerwe and George E. Brown, 
both of the Gerwe-Brown Co., recéntly re- 
turned from New York and have completed 
final arrangements for the launching of the 
Calvert watch line which they will dis- 
tribute exclusively in their territory. 

>» The Town Criers held a well-attended 
get-together meeting on May 28th at the 
Cincinnati Club. 

» Adolph Wiebell, Jr., located at 328 Ben- 
son St., Reading, Ohio, announced the 
completion of his new store. The formal 
opening was held on June 19th. 

> Walter Bleska of the Gerwe-Brown Co.. 
sponsored a dance at the Toppers Club on 
May 15th for the Veterans of Foreign 
Wars. Louis Page of Bugbee & Niles Co.. 
North Attleboro, Mass., was guest of honor. 
The jewelry industry in Cincinnati was 
represented at the affair by employees 
from the following firms: Gerwe-Brown 
Co.; Wallenstein-Mayer Co., and Mecklen- 
borg & Gerhardt. 

> Roy Effler, son of William A. Effler, 
Mount Healthy and College Hill jeweler, 
was ordained at Holy Family church, Old- 
enburg, Ind., on June 4th. He said his 
first Mass at Assumption Church, Mount 
Healthy, Ohio. 

» Theodore Gangl, son of Anton Gangl, 
jeweler located at 40 E. Fourth St., Cin- 
cinnati, was married June 7th to Miss Vir- 
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ginia Burdick. The newlyweds wen to 
Florida on their honeymoon. 

» Bob Herbers of Gerwe-Brown Co went 
° ° 9 
fishing at Remington, Ohio, while op ay 

cation. 





Practical, Informative Program 
Presented to Indiana Jewelers 
| Believing that the best way to interes 
jewelers in the 24 Karat Club of Indiana, 
President Ralph Roessler of Marion, ¢. 
cided that the organization should bring 
tangible service to the jewelers. Acting op 
this, he organized a caravan of informed 
speakers and visited Fort Wayne, South 
Bend, Indianapolis, Evansville and Ney 
Albany for a day in each city during the 
last week of May. All of these meetings 
were well attended by local jewelers and 
those from near by towns and much ip. 
terest was developed in the organization, 
More than 20 new members resulted. 
The program in each city consisted of 
practical demonstrations of 12 full sized 
seasonal window displays arranged and ex. 
plained by Ken Matsumato, president of 
Ken Matsumato & Co., Cincinnati; a report 
on tax dangers in the next State Legisla. 
ture by Roy John, executive secretary, and 
a talk on the preparation of sales-getting 
advertising by Paul W. Lampertine, who 
presented a motion picture and explana. 
tion of the Townsend Advertising System, 
Other programs along this line are being 
developed and will be taken to the jewel- 
ers, programs which will help the jeweler 
to be more successful in his business. 
At each meeting, Mr. Roessler, a stal- 
wart in organization work, explained the 
necessity of a strong organization in the 
state and how each individual can con- 
tribute to that end. 
Announce Change in Personnel 
Shep S. Cutler has been named credit 
manager of the Ben Miller Jewelry store 
at Decatur, IJ]. Mr. Cutler, who served in 
the Air Force during the last war, had 
operated his own business in Evansville, 
Ind., until recently. 
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RIED CO. 


REFINERS SMELTERS ASSAYERS 


WE REFINE— FILINGS - 
SWEEPINGS - OLD GOLD - SILVER 
AND PLATINUM : 


WE SELL—FINE 


PLATINUM - ALL 


F ALL KINDS 


CINCINNATI, OHIO 
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JSA Forwards Five Rewards 

for Aid in Solving Crimes 

The Jewelers Security Alliance of the 
United States has forwarded checks for 


$100 to the following for the arrest and 
conviction of criminals in crimes listed 


below: 

Patrolman George J. Lang of the Bos- 
ton Police Department received a reward 
for the arrest and conviction of Clement 
A. Bonvie who stole a wrist watch from 
the Smith Patterson Co., 45 Summer St., 
Boston, Mass. Bonvie was given a six 
months suspended sentence and placed on 
probation. 

A check was forwarded to Officers Frank 
Alfortish, Henry Hoffstadt, Irwin Fricke 
and Harry Williams for their participation 
in the arrest and conviction of Arthur J. 
Curnutt who was caught in the act of 
burglarizing the premises of White Bros. 
Co., 624 Canal St., New Orleans, La., in 
December, 1947. Curnutt was sentenced to 
serve seven years in the State Penitentiary. 


Officers C. R. Bradley and R. E. Frush- 
ner received the $100 reward for their 
participation in the arrest and conviction 
of James E. Wright and Willie Wilkerson 
who forced an entrance into the Klar Bros. 
Jewelry store, 232 W. Okmulgee Ave., Mus- 
kogee, Okla., and removed more than $600 
worth of merchandise. Each of these 
thieves were given deferred sentences. 


A check for $100 was forwarded to Pa- 
trolmen H. E. Burdett and J. J. Morris as 
a reward in the arrest and conviction of 
Jerome Johnson and Obie Bass Wooten 
who smashed the window of the H. E. 
Kelley Jewelry store, 809 Gordon St., S. W., 
Atlanta, Ga., and removed about $150 
worth of merchandise. Johnson was placed 
on probation for 18 months and fined $100. 
Wooten was sentenced to from three to 
five years in the State Penitentiary to run 
concurrently with another sentence. The 
oficers also received an additional $100 
for the part they played in the arrest and 
conviction of the two criminals mentioned 
above (Johnson and Wooten) and Clar- 
ence Yancey who smashed the window of 
the Kay Jewelry Co., 3 Peachtree St., At- 





lanta, Ga., and removed more than $200 
worth of merchandise. Yancey was placed 
on probation for 18 months and fined $200. 


E. M. Gordon of Gorham Company 
Elected Trustee of Savings Bank 


Elliott M. Gordon, executive vice presi- 
dent and a director of the Gorham Manu- 
facturing Co., large Providence silversmith- 
ing firm, was elected to the board of 
trustees of the Providence Institution for 
Savings recently. 

Gordon was educated at Columbia and 
Purdue, graduating from the latter uni- 
versity with honors. From June, 1938, to 
June, 1939, he was one of five recipients 
of a Sloan Fellowship. at the Massachu- 
setts Institute of Technology. The fellow- 
ship program was dedicated to the pur- 
pose of training a selected few young 
engineers of demonstrated administrational 
ability in economics and business adminis- 
tration. 

Gordon has been associated with Gorham 
since 1940. 








Elgin Watch Co. Announces 
Woven Nylon Watch Strap 


The Elgin National Watch Co. has an- 
nounced a new watch strap made of woven 
nylon which is said to be “practically in- 
destructible.” 

The new strap, which is washable and 
perspiration proof, will be available for 
replacement through jewelry stores some- 
time in June, according to Howard R. 
Schaeffer, Elgin vice-president. Present 
plans of the company do not call for use 
of the nylon strap on any watches in the 
current Elgin line. 

The new strap is available in three col- 
ors with “possible additional color varia- 
tions to follow sometime later,” Mr. Schaef- 
fer said. The present colors are golden 
brown, black, and desert sand. 

“The unusual characteristics of this ny- 
lon strap,” Mr. Schaeffer stated, “should 
make it one of the biggest selling straps 
ever handled by our dealers. 

“The new nylon strap is many times 
more durable than leather, it retains its 
original comfort and smart appearance 
even in the hottest weather and is not 
affected by salt air and humidity,” he said. 








HOW TO DRAPE PEARLS... 
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Taking photographs for advertising is a long, painstaking operation. It starts with 
Richard Weinreich, above left, making sure his Marvella pearls drape perfectly around 
the throat of a lovely model. At the end of three hours’ work, do you blame the lovely 


model, above right, for throttling the client with his own product? . 


. . abetted by Ac- 


count Executive Thomas M. Quinn and Mrs. Caroline Kaufherr of Irwin Viadimir & Co., 
Inc., New York. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT. 


SPECIALIZING 
IN 
® 
818 LIBERTY AVE, PITTSBURGH 















Model No. 222-A 
@ 17 Jewels 
@ 14K Gold Case 
@ 6 Genuine Rubies 
@ Rhinestone Dial 
@ Gold Filled Bracelet 
7@ Dome Glass 


$29.95 


Ash For Cataleg 


Mall Orders Filled Send 
Check, Money Order or C.O.D. 


Lugerner’s 


The house of fine watehes since 1895 
ONE PARK ROW, NEW YORK, N.Y. 
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“New Look" 


For Your Customers Jewelry—after 
we have Repaired it. 
RINGS OUR SPECIALTY 


* NEW BEZELS & SHANKS 

* SIZINGS 

* STONES & DIAMONDS SET 
* RINGS POLISHED LIKE NEW 


Fine Repairs for Less—48 Hour Shop Service 


Cralsinistull ewe ie 


1947 BROADWAY, N. Y. 23, N. Y. 











PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts marke 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE - YORK, PA. 














JEWELERS’ LATHES 


REPAIRED AND REBUILT 
Used Lathes bought and sold 


E.W. KOCH MACHINE WORKS 
220 Arch St. Cumberland, Md. 
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| China and Glass 
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PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 383-5460 
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Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 





GRAFTON BONE CHINA 














MADDOCK & MILLER, INC- 
| English China and Earthenware 
} CROWN DUCAL Dinnerware . FOLEY Bone China 
 MASON’S Ironstone Ware § IRISH BELLEEK 
COALPORT Bone China and Earthenware 
ROYAL ‘CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 








| 129 Fifth Avenue. New York 3, N. Y. 








JUSTIN THARAUD & SON 


129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 # Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 

















. Importers of 
-7 ENGLISH CHINA 


and 
EARTHENWARE 


Btoek and Import 


ONDEVILLE & ¢€O., INC. 
149 Pifth Ave. New York 10, N. Y. 
AL. 4-0104 























ROYAL DOULTON 


English Bone China and HKarthenware 


DOULTON and CO., Ine. 
idle ht th a Successors To 
WM. &.. PITCAIRN CORPORATION 
C12 Fifth Ave. New Verk, N. Y. 
LE TRE a TIT 
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OBITUARIES 


FRANK L. Beck, a salesman for Peter- 
sen, Max & Co., wholesale jewelers of Buf- 
falo, N. Y., died May 23rd. He is sur- 
vived by his widow and a son. 


Louis Becker, 79, senior member of the 
U. S. Chain Co., 21-28 45th Road, Long 
Island City, New York, died June 20th 
after a short illness. Mr. Becker came to 
the United States in 1901, after having 
been in the jewelry manufacturing busi- 
ness at QOberstein, Germany. That same 
year he started business as Keller-Becker 
& Co., until the name was changed in 1914 
to the present name. His sons, Walter H. 
and Carl, were taken into partnership, 
and, together with his widow, survive him. 


~ Ropert L. BrapsHaw, a former salesman 

for the Swartchild Jewelry Co., Atlanta, 
Ga., died at his home in that city May 
26th. He is survived by his widow and a 
daughter. 


Rex M. Conn, 43, general sales manager 
of the Sheaffer Pen Co., Fort Madison, 
Iowa, died June 10th after a short illness. 
Mr. Conn started with the company in 
1927 as a sales correspondent and served 
successively thereafter as assistant sales 
manager of the wholesale division, sales 


| manager of the wholesale division and 





_ assistant general sales manager. He became 


general sales manager on May 1, 1948. 
Surviving are his son and his parents. 


FRANK DELLOow, widely known jeweler 
of Syracuse, N. Y., died May 25th. Mr. 
Dellow was employed by the Roth Jewelry 
Co., 121 E. Washington St., Syracuse, and 
had previously been associated with H. J. 
Howe, Inc., and the jewelry department 
of E. W. Edwards and Son. In addition 
to his widow, he is survived by a sister 
and two brothers. 


C. Frep Doepxe, 73, a partner in the 
firm of Henry Doepke & Bro., 40 -W. 12th 
St., Cincinnati, Ohio, died June 2nd. He 
had been associated with the firm since 
its founding almost 50 years ago. 


BertsyL W. Faris, 59, proprietor of the 
Sterling Jewelry Co., Five West Main St., 
Springfield, Ohio, died March 27th. Mr. 
Faris was in the jewelry business for 34 
years and had continuously operated his 
store in the same location for the past 
30 years. His widow will continue the 
business. 


T. R. Hewms, 75, for many years a promi- 
nent jeweler at Rockingham, N. C., died 
at his home there June 8th. He is sur- 
vived by his widow and a son. 

ALBERT Kerr, 87, for 50 years prominent 
in the Boston jewelry trade, died on June 
7th at his home in Boston, Mass. He was 
secretary-treasurer of the Boston Jewelers 
Club for 33, years, and was proud that he 
had never giissed a luncheon meeting from 
the time of his election. Mr. Kerr was also 
a past president of the Massachusetts and 
Rhode Island Retail Jewelers Association. 


CHARLES F. LAUTERBACH, 56, prominent 
jeweler of Petersburg, Va., died June 6th. 
Mr. Lauterbach, a partner in the firm of 
C. F. Lauterbach’s Sons, which was es- 
tablished in 1877 by his father, had been 
actively associated with the store since 





1912. He is. survived by 
his brother. 


W. J. McCray, Sr., 71-year old 
of Denton, Texas, died June 11th 
prolonged illness. He had been Prominent 
in civic and business circles there for more 
than 50 years. Survivors include his Widow 
and four children. 

Henry MERKLE, 56, owner of the Preys 
ser Jewelry Co., Grand Rapids, Mich., died 
on June Sth after a brief illness, y, 
Merkle was associated with the Preuscer 
store for a number of years before he ac. 
quired ownership. His son, Fred, succeeds 
him in the business. 

Jutius S. OPPENHEIMER, 83, retired jewel 
importer and dealer, died June 6th. Mr 
Oppenheimer had been a member of the 
firm of Oppenheimer Brothers & Veith, a 
concern which was liquidated and rey. 
ganized when he retired in 1939 and jg 
now Oppenheimer Brothers, 67 East 59), 
St., New York. He was a former director 
of the Jewelers Board of Trade and the 
Jewelers Protective Association. Surviving 
are his three sons and his brother, 

Henry A. Peers, 70, owner of J, ¢ 
Peers & Son jewelry store, Rockford, Ill; 
died on April 19th. The store was founded 
by his father in 1867 and Mr. Peers had 
been active in the business since 1897, 
The business has been operated continy. 
ously in its present location for 41 years, 
Doyle O. Bowers of Rockford has pur. 
chased the business and will continue jt 
under the Peers name. Mr. Peers is sur. 
vived by his widow, a daughter and a sister, 


SipNEY REINSCHREIBER, for 26 years pres. 
ident of Cahn & Co., manufacturers of cos. 
tume jewelry, 325 Fifth Ave., New York, 
died May 24th. He is survived by his 
mother, a brother and two daughters. 

Tuomas W. Speck, 79, for the past 52 
years proprietor of a jewelry store at York, 
S. C., died in a local hospital June 8th 
after an illness of several months. He is 
survived by one daughter. 

Harry J. Sroka, 37, who operated a 
jewelry store at South Sixth and Lincoln, 
in Milwaukee, Wis., died April 30th. Sur- 
viving are his widow, a son and a daughter. 

J. N. O. THomson, 77, retired jeweler 
and watchmaker of Ellensburg, Wash., died 
in that city May 18th. In 1912 Mr. Thom: 
son went to Ellensburg where he estab: 
lished a jewelry store which he operated 
for 30 years until his retirement in 1941. 
He is survived by his widow, his son and 
his daughter. 

BENJAMIN S. Wuirte, for the past year 
store manager and controller of Smith 
Patterson Co., Inc., 480 Washington St, 
Boston, Mass., died at Faulkner Hospital 
early in June. Before becoming associated 
with Smith Patterson’s, he was associated 
for 37 years with Jordan Marsh Co. 
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HIA Designations For Watchmaker's Certificates 
dre Changed at Annual Meeting in Washington 


At the 28th annual meeting of the Horo- 
Institute of America, held in Wash- 
D. C., on May 23 and 24, members 
of the advisory council changed the official 
designations for the watchmaker’s certifi- 
cates issued by the Institute as follows: the 
title “Junior Watchmaker” was changed to 
“Certified Watchmaker,” and the former 
“Certified Watchmaker” was changed to 
“Certified Master Watchmaker.” 

A general informal discussion was held 
at the Roger Smith Hotel on Sunday, May 
93, Secretary Ralph E. Gould read his 
annual report and stated that an increased 
volume of work had forced the Institute 
to move from the Bureau of Standards to 
new offices in the Bailey Building, Takoma 
Park, D. C. The Bureau of Standards will, 
however, continue to be the postal address 
of the HIA. Mr. Gould also reported an 
‘ncrease of 799 new members during the 
year. Applications for the Certified Watch- 
maker’s examination dropped from 41 to 
35 during the year while applications for 
the Junior Watchmaker’s examination 
numbered 407 compared with 216 the pre- 
ceding year. 

At a meeting of the advisory council 
that evening, certification was granted to 
ten horological schools bringing the total 
to 24 schools certified to date. 

The regular meeting of the Institute was 
held in the lecture room of the National 
Academy of Science Building on Monday, 
May 24. President Frank D. Urie called 
the session to order and called upon Dr. 
Frederick M. Feiker, Dean of the College 
of Engineering, George Washington Uni- 
versity, who extended a welcome to the 
HIA in the name of the National Research 
Council. 

The meeting was devoted entirely to 
lectures and illustrated talks on matters of 
interest to watchmakers. Paul E. Morrison, 
regional vice president, American National 
Retail Jewelers Association, delivered an 
interesting talk on some of the troubles of 
the jeweler in his dealings with the public 
and the government. 


Other speakers at the morning session 
included: Robert Franks, president of the 
National Association of Watch and Clock 
Collectors, who addressed the gathering on 
“David Rittenhouse”; E. W. Drescher, 
Superintendent of Product Design, Hamil- 


logical 
ington, 


ton Watch Co., whose talk “Approach to 
Modern Watch Movement Design” was il- 
lustrated with a series of slides, and V. E. 
Van Hoesen, Technical Director for Karl 
Plepla, New York, who spoke on “Obser- 


of American Watch Repairing.” 

After luncheon at the State Department 
Cafeteria, members and guests saw the 
Gruen Watch Company’s film, “A Miracle 
of Time.” 


Elgin Watchmakers College delivered the 


illustrated with slides, traced the evolu- 
tion of escapements from the 14th cen- 
tury to the present. 

At the conclusion of the meeting, Presi- 
dent Urie called forward four men to 
whom honorary member certificates had 
been presented in recognition of their 
services and efforts in the advancement of 
horology. This is the highest honor the 
Institute can bestow and less than 24 of 
these certificates have been presented in 
the HIA’s history. Those thus honored 
are: S. George Cochron, Nashville, Tenn.; 
Milton F. Manby, Lancaster, Pa.; Ben- 
jamin Mellenhoff, New York, and William 
H. Samelius, Elgin, II. 
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The following members were elected to 
the advisory council for a term of three 
years: Howard L. Beehler, Chebeague Is- 
land, Maine; John J. Bowman, Lancaster, 
Pa.; Henry B. Fried, Brooklyn, N. Y.; 
Col. Harry D. Henshel, New York; Edward 
H. Hufnagel, Mt. Vernon, N. Y.; Robert 
Mintmier, Peoria, IIl.; Forrest E. Peters, 
Washington D. C.; Alfred S. Rowe, In- 
dianapolis, Ind., and Frank D. Urie, Elgin, 
Ill. 


Officers elected for the coming year: 
President, Alfred S. Rowe, Indianapolis, 
Ind.; Ist Vice President, George J. Wild, 
Peoria, IIl.; Regional vice presidents; 
Herman R. Pedrick, Philadelphia, Pa.; 
Howard S. Schrantz, Cleveland, Ohio; S. 
George Cochron, Nashville, Tenn.; Allen 
C. Roberts, Anaconda, Mont.; Treasurer, 
George T. Gruen, Cincinnati, Ohio; Execu- 
tive Secretary, Ralph E. Gould, Washing- 
ton, D. C. Additional members of Execu- 
tive Committee are John J. Bowman, Lan- 
caster, Pa.; Col. Harry D. Henshel, New 
York, and Paul E. Morrison, Kalamazoo, 


Mich. 
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Vibrating A Hairspring 





Third in a series of articles explaining, in detail, 


the operation in which a hairspring is fitted to a balance so 


that it oscillates a required number of times an hour. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the Author) 


EFORE colleting the spring a final check on its 
size should be made. Turn the balance bridge over 
on its back and place the hairspring over it so that it 
is centered. This is shown in Fig. 11. Notice the coil 
that comes closest to the heavily dotted circle in this 
illustration. If the point where the hairspring was held 
last (preliminary vibrating point as shown in Fig. 10) 
is within this circle, the spring may be used. 























Fig. 11. Final check on spring size is made before spring 
is colleted. 


Notice that in this illustration the heavy dotted line 
just touches the side of the regulator pin closest to the 
balance hole jewel. This diameter “A” indicates the larg- 
est size the hairspring may assume in order for it to 
fit the bridge properly. 

Fig. 12 shows the spring colleted, studded and fitted 
to the bridge. Diameter “A” is the same as in Fig. 11, 
where the last coil touched the outside of the regulator 
pin. However, the last 34 coil was bent outward to lie 
between the inside of the regulator pin and the (opened) 
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regulator key. This last 34 coil was re-curved to assume 
a circular, rather than a spiral shape. Now the full dia. 
meter of the spring becomes “B” in this illustration. 











Fig. 12. Here, spring has been colleted, studded and 
fitted to the bridge. 


In a fitted spring, it is a good rule to provide some 
space between the outside of the regulator pin and the 
second coil. Otherwise, the second coil might touch the 
regulator pin when the spring expands during the un- 
winding vibration. In this case, the diameter “A” indi- 
cates that the last coil touched the regulator pin prior 
to being fitted and re-shaped. 

When the last coil was moved out to lie between 
the regulator key and pin, the space “D” was created. 
Instead of having the last two coils separated by space 
“D,” now the spring has space “C.” When this spring 
vibrates, there is the space “D” in which the second coil 
may move in and out. If it were any closer, it might 
touch the regulator pin and result in a very fast rate, 
especially when the mainspring is fully wound and the 
balance has a full motion. 
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“oom PATD FOR ITSELF, BH? 


Well, that’s nothing new! Others say the 

WatchMaster “paid for itself in 7 months” 

Watch and “it has already earned double its cost.” 
Watch €or 


Hundreds, yes, hundreds of letters from 


See the 


at Chicago Convention all parts of the country attest not only to 
July 26-29 faster, better watch repair work with fewef 
BOOTH 242 come-backs, but also the actual profit value 
and at N. Y. Convention of the WatchMaster. 
August 9-12 


BOOTHS 220-207 PAY FOR IT OUT OF EXTRA PROFIT 
ON OUR “PAY-AS-YOU-GO" PLAN. 


Write for “Profit” Folder 





RR Seema an “Whee i tamitiiito Re ir ne. 


580 FIFTH AVENUE YEW Y_ORK, ‘ ’ 


Distributors of Western-Electric Watch-rate Recorders 


FOR JULY, 1948 311 








Aside from the second coil touching the regulator 
pin, consideration must be given to the space between 
the next to the last coil and the stud. Space “EK” pro- 
vides some degree of safety at this point. “Flat” hair- 
springs, larger in proportion than here illustrated, will 
be crowded off center (see Fig. 7) and prevent any de- 


gree of accuracy in timing. 


COLLETING 


When it is decided to use a certain spring, it may 
have to be colleted. This entails the selecting of a collet 


that will fit upon the staff properly, breaking out enough 


of the spring’s inner coils to provide room for the 


collet, shaping this inner coil to permit it to enter the 
collet pin hole, pinning the spring to the collet and tru- 
ing the spring both in the round and in the flat. 








Fig. 13. Cutaway view of typical collet. 


If the old hairspring is available, its collet should be 
used with the new spring because it has already fitted 
the balance staff properly. Fig. 13 shows a typical collet 
in a cut-away view. It is usually made of brass, split at 
“A” to provide a small degree of resiliency. Along its 
rim, a straight (lateral) hole “B” is drilled so that it 
is generally parallel with the slit in the collet. Into this 
hole, the inner coil of the hairspring is inserted. 

A thin brass or nickel taper pin pushed into this 
hole alongside the inserted hairspring keeps the spring 
tightly in place. 


TYPES OF COLLETS 
Fig. 14 shows the two main types of collets used. 
14A shows a collet used on a flat hairspring and 14B 
a collet generally used for a breguet hairspring. 
= 




















Fig. 14. Collet at left is for a flat hairspring; right is used 
with breguet hairspring. 


Collets for breguet or overcoil springs have their 
lateral holes drilled below the center of the collet’s rim. 
This is done to give more headroom for the two levels 
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of this hairspring to operate between the confines 
the balance wheel and the underside of the bala 
bridge. : 


of 


ce 


Flat hairsprings do not need the height that bre u 
springs require. Collets for flat springs therefore ee 
these holes drilled along the center of the collet or shed 
the center so that the spring will assume a posit’ 
level with the hole in the stud (when it is fastened jin 
the bridge) into which its outer coil is fastened. 


If the old collet is to be used, the hairspring myst 
be removed from it. This is accomplished by Pushing oyt 
the taper pin holding the hairspring. To do this, simply 
the collet is placed over a broach placed into a pin. 
vise so that the point on the broach where the collet jg 
fastened is just above the chuck of the pinvise. This jg 
done so that greater control is assured as well as pre. 
venting the brittle broach from breaking due to pres. 
sure against the collet. 





Fig. 15. Sharp needle, held in a pinvise or similar 
holder, is used to push out taper pin holding old 
spring in collet. 


To remove the old collet pin, a sharp steel needle 
held in a pinvise or similar holder is pushed against 
the stump of the thinner end of the taper pin. This is 
most always adjacent to the end of the hairspring’s in- 
ner terminal. (Fig. 15 shows how this operation is per- 
formed). The steel needle used should be thin enough 
to enter the collet sufficiently to eject the old pin. The 
point of this needle should be ground to an angle about 
60°. If this point is made too sharp, it might break or 
bend. The proper type of pusher pin is shown in Fig. 
15A. 

When the collet must be fitted to a new hairspring 
which has been selected by the methods previously de- 
scribed, some of the innermost coils must be broken 
out to provide space for the collet. This is because most 
new uncolleted springs have as many as 20 coils, with 
the innermost coils wound rather close to the center, (see 
Fig. 9). 

Breaking out some of these coils shortens the spring 
but since these coils are small diameters, their actual 
length is negligible compared to the length of an outside 
coil. However too many coils should not be removed 
since the nearer we get to the outside, the larger the 
coils become. 


(To be continued) 
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Telechron “Sparkler” . . . smart, modern 
design, in ivory-colored plastic. Make sure 
you have it in stock. 


An EXTRA feature for extra sales! The Telechron 
“Sparkler” makes a convenient and comforting night light, 
because its face lights up, like the dial on a radio. This 
is a plus value to the fact that “Sparkler” is a Telechron 
electric alarm clock, as accurate and dependable an alarm 
clock as your customer can buy, or you can sell. 


To tell your customers about “Sparkler,” and to build 
demand for it, Telechron is advertising this clock for you 
in The Saturday Evening Post. It’s a clock that you can sell 
with pride, knowing it will be sure to satisfy. It has the self- 
starting Telechron motor that’s famous for accuracy and 
long life... that never needs winding, oiling, or regulating. 
Order from your Telechron distributor. Telechron Inc., 


Ashland, Mass. A General Electric Affiliate. 


CSelechion 


Telechron .. . the first and favorite electric clock . . . provides right time for every room. oe ee one on So on. 


Smart alarms, occasional, kitchen clocks, and awakening devices make profits for you. 
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WHERE CAN | GET—? 


TONE DRILLING—We have a job, to replace a 
black onyx stone in a ring, that would need a large 
diameter hole drilled in the stone. How can we do 


this? (Question No. 6054) D. M. G. 


Answer—Find a piece of brass or copper tubing 
with an outside diameter slightly less than the diam- 
eter of hole to be drilled, and about an inch long. 
Solder a piece of brass rod into one end, to be held in 
a lathe chuck. Use this as a drill, applying any sharp 
abrasive powder like carborundum, aluminum oxide, 
silicon carbide, etc., wet with water to the work. The 
edge of the tubing will imbed the grains of abrasive and 
cut a core out of the stone, leaving a hole. The stone 
may be cemented with sealing wax or engraver’s cement 
on the end of a stick of wood for convenience in hold- 


ing it to the drill. 


EADING RIVETS—How can _ bushing-rivets be 
headed over without denting the clock plates 
around holes with the corners of the hammer head? 


(Question No. 6055) H. A. D. 


Answer—Use a hammer that has its face slightly 
rounded. If you do not wish to buy one, it is easy to 
round the flat face of an ordinary hammer by grinding 
it on an emery or carborundum wheel then make the 
surface smooth and evenly curved by rubbing it on a 
piece of emery-cloth laid over several thicknesses of 
cloth, to give a cushioning effect. The rounding should 
not be as decided as on a regular peening hammer, but 
just enough so that there is a little clearance to pre- 
vent the edge of the hammer face from contacting the 
clock plate as blows are delivered to the riveting. 


TAINLESS STEEL SOLDER—Has anything been dis- 
covered lately, about soldering articles made of 
stainless steel? Several years ago I understood that there 
was no good method for this, except “secret” processes 
used in some factories. (Question No. 6056) E. T. N. 


Answer—We are glad to say that there is now in 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I—? 


market a good solder and flux to use with it, for solder. 
ing stainless steel, and other alloy steels like self-hard. 
ening or high-speed steels. This is sold under trade-marks 
“Easy-flo” solder, and “Handy-flux,” made by Handy 
& Harman, of Providence, Rhode Island, and sold by 
watchmakers’ and jewelers’ supply dealers everywhere. 
Full directions for using this solder are supplied with it. 


LEANING DIAMOND—How can we remove a dirty 
yellow coating that appeared on a diamond in a 


ring that we had to solder? (Question No. 6057) T. H.C. 


Answer—lIf you have found it impossible to clean 
the surface of this diamond by any of the ordinary 
means, such as buffing on a jewelers lathe, hot-washing, 
etc., then probably the stone has gotten into the condi- 
tion known as “fire-coated.” Usually when this is so, 
about the only way to solve the problem is to send the 
diamond to a lapidary or diamond-cutting shop, to have 
the foreign matter “lapped” off of the facets of the 
stone. Addresses of shops that could do this job may 
be found by looking through the advertisements in THE 
JEWELERS’ CIRCULAR-KEYSTONE. 


NAMEL WORK BOOKS—Can you quote prices on 
any books you offer on the subject of cloisonne 
enamel work? Or tell me where I could consult such 


works? (Question No. 6058) I. R. 


Answer—Among the books now on the market on 
jewelry-trade subjects, we know of none that treats the 
subject of cloisonne enamel work with sufficient thorough- 
ness to be used as a treatise or practical manual on do- 
ing that kind of decorative work. Some of the larger 
public libraries, like the New York Public Library at 
Fifth Avenue and 42nd Street, New York City, or one 
of the special libraries such as the John Crerar Library 
of Chicago, Illinois, or that of the Rhode Island School 
of Design, Providence, R. I., would no doubt help you 
search their files for books on your subject, from which 
you might collect data that would include all that you 
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SELLS HANDS DOWN! 


This streamlined General Electric beauty 








is two irons in one... an automatic dry 
iron...and a steam iron! 


You have to look twice to tell this is a steam iron! 


That's because it has no conventional, bulky boiler 
to mar its beautiful lines! 

Besides, with this General Electric Combina- 
tion Dry and Steam Iron your customers can do 
better ironing and pressing jobs in less time—on 
everyday fabrics, on woolens, on artificial fabrics. 

You can sell this new General Electric Combi- 
nation Dry and Steam Iron hands down. 





Order the General Electric Combination Dry and 
Steam Irons today, and watch them move from 
your display counters! General Electric Company, 


Bridgeport 2, Conn. 


Place your orders now for the 


COMBINATION DRY AND 


STEAM IRON 














lron right off the clothesline! Your cus- It’s two irons in one! A twist of this knob Sit and work in comfort! This General 
tomers can iron up to half their clothes turns the General Electric Iron from steam Electric [ron is light in weight. It weighs 
without dampening. to dry—or vice versa. Your customers need only 4 pounds. 
Iron has no bulky boiler! Instead, water not remove water. Yet, it has an extra-large working surface 
one drop at a time—turns into steam as For dry ironing, the “Dial the Fabric” —a full 2714 square inches—to help your 
iron is used! control selects right heat for each fabric. customers iron quickly, easily, efficiently. 


GENERAL ELECTRIC TRAVEL IRON 


For Summer | acationers—This attractive General Electric 
Travel Iron weighs only 2 pounds; folds into a unit just 2 





inches high; slips into a neat suede-cloth case with dainty 
gold-finished zipper. Operates on both a-c and d-c. A hand- 
some, fast-moving item! Order today. 


GENERAL @ ELECTRIC 
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want. Generally, libraries are very co-operative with 
persons who need help in making serious studies of 
special subjects. 


EPAIR PRICES—Would like to have any ideas you 
can give for getting better prices for watch repair 


jobs. (Question No. 6059) G. B. A. 


Answer—aAssuming in the first place that you turn 
out excellent work, we think that the other point to make 
is that you should make it clear to your customer not 
only the quality of work you do, but also the quantity 
of work you did for the price charged; that is, explain 
each detail charged for in the total amount of the price. 
Imagine a job for which you ask $12; if you tell the 
customer “$12, for fixing this watch,” that may seem 
like too much for the job. But if you say, before men- 
tioning the charge, “Your watch was in bad shape; | 
had to re-tap a screw-hole and make a new screw to fit; 
the mainspring hook was badly formed, and I re-shaped 
it; the overcoil on the hairspring was too close to the 
flat coils and had to be raised; the lower third pivot 
jewel was cracked and I had to set a new jewel; the 
upper balance pivot was bent too badly to straighten it 
safely, so I put in a new staff and trued and poised the 
balance; I checked and adjusted the escapement, then 
cleaned the movement thoroughly and oiled it and, fin- 
ally, tested the running of your watch in different posi- 
tions so that it is now in as perfect condition through- 
out as when it left the factory new. The price for the 
work is $12.” 

We do not know whether your price would be more 
or less than this but we are just using an example to 
bring out the idea that “salesmanship” is needed for get- 
ting a fair price for a repair job and, for the equally 
important matter of having the customer satisfied with 
your price. 


POT PLATING—lIs there any way by which we can 

electroplate just one spot on a large platter? There 
is a place about a half-inch square where we had to 
polish out a scratch, that has removed the silver, and 
we don’t want to have the entire piece replated just to 
cover this spot if there is a way to avoid that expense. 


Answer—You can buy a simple device that will 
electroplate a small area, without immersing the entire 
job in a solution bath. This tool is called a “sponge- 
plater,” or “spot-plater,” and can be obtained from some 
of the dealers in general jewelers supplies; or if you 
have difficulty in this, you could obtain it from any 
specialist dealer in electroplaters supplies, such as W. 
Green Electric Co., 130 Cedar St., New York 6, N. Y.; 
or Wm. Dixon Inc., 32 Kinney St., Newark, N. J. 


LD WATCH—We have an old watch here, of which 
owner wants to know the history; an 18-size verge 
fuzee movement in silver case. The only inscription on 
it is “M. Lynn, Birr, #70.” We have two books listing 
old-time watchmakers, but this name is not in either list. 
Can you tell us anything about origin of this watch? 
(Question No. 6060) C. V. L. 


Answer—The maker of your watch was Michael 
Lynn, who was in business between 1801 and 1828, in 
Parsontown, King’s County, Leinster, Ireland; a town 
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also known by the Gaelic name Birr. This maker's his 
tory indicates that the watch, made between 190] wr 
1828, is now between 120 and 147 years old, but me 
could tell you its exact age if we had impressions that 
you could make in hot sealing-wax of any hall-marks 
that are stamped inside its case, probably of the Dublin 
Ireland, assay-ofhice, including the figure of a crowned 3 
harp, and letters of the alphabet. These would indicate 
the year when the piece was stamped. 


omens agen LATHE—I am about to buy g 
watchmaker’s lathe. Which make do you advise 
as the best? (Question No. 6061) W. M. C. 


Answer—Probably this question, if asked of watch. 
makers, would be answered by most of them by namine 
the particular make of lathe that he is using. Really, to 
reply by naming any one make lathe, would be mislead. 
ing. There are several lathes, differing in some details 
from each other, but each “one of the best.” Which of 
these would be thought best by any watchmaker may 
depend upon minor details or features of it. The essen. 
tial things in a lathe are: spindle ground true, out of 
hardened steel; hard steel bearing-bushings for the 
spindle; true chucks; bed with “ways” accurately ma- 
chined parallel to the axis of spindle tailstock with its 
spindle-axis concentric with that of the headstock. 


LOCK CO. HISTORY—How and when did the Seth 
Thomas Clock Co. start in business? (Question No, 
6062) D.S. 


Answer—lIn 1809, Seth Thomas, Eli Terry and Silas 
Hoadley formed a partnership and began making clocks 
at Greystone, Connecticut. In 1810, Terry quit the firm, 
and the business went on until 1812 as a partnership of 
Thomas and Hoadley. In 1812, Seth Thomas withdrew 
and started a business under his own name at Plymouth 
Hollow, Connecticut. This business flourished from its 
beginning; in 1853, it was incorporated as The Seth 
Thomas Clock Co., shortened recently to the style under 
which the firm does business today: Seth Thomas Clocks, 
at Thomaston, Conn., to which name Plymouth Hollow 
was changed about 75 years ago. 


AINSPRING BREAKAGE—What should I do 
about a watch of good American make, in which 
during the past six weeks, the mainspring has broken 
four times, and been replaced each time with springs of 
a brand we have used for a long time, with excellent re- 
sults? (Question No. 6063) M. W. A. 


Answer—The proportion of breakage in springs re- 
ferred to, is indeed unusual. If there are no mechanical 
defects in the barrel-parts of the watch, and the springs 
you have used are of good quality, the breakage is 
probably due to coincidence; that is, if you use a good 
mainspring winder to put the springs into the barrel, 
as you no doubt do, since you say you do not usually 
have trouble of the kind described. If you think the 
particular lot of springs you are using is faulty, this 
should be taken up with your material dealer, or the 
manufacturer of the springs. It could happen, although 
rarely, that one lot of a good make of springs was of 
faulty metal, or tempered too hard, and manufacturers 
are always glad to correct a matter of this sort. 
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Write today for 24 page photo book 


Prepare for a highly respected profitable profession; 
‘ndividual instruction; enroll any time. Excellent for 
certain disabled persons. Six modern buildings and 
the most competent instructors. Free placement service 
assists you to locate in city of your choice. 





Accredited by the 
United Horological 
Association of 
America. 
National Council of 
Technical Schools 
Washington, D. C. 
Approved for 
veterans 


JEWELERS: Let us prove to you that our 
graduates are competent. If one of them who is 
placed with you on our recommendation does not 
meet your requirements in the first two weeks, 
we will protect your loss up to $100 with our 
Cash Bond. Write us for full details. 











WESTERN PENNSYLVANIA 
HOROLOGICAL INSTITUTE, INC. 


Dept. 18 808 RIDGE AVENUE PITTSBURGH, PA. 





Established 1936 
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Win Acclaim 
for Your Store 


Your customers — in 
number and standing — 
reflect the good name 


of your store as an 
EIViol{-talot-Miaallawel ae aal= 
fame of a singer. 
Recognition comes to 
the unusual, the ordinary 
is ignored. Add to 
trade-winning reputation 
by featuring Revere 
Clocks. The matchless 
appeal of Westminster 
Chimes; distinguished 
designs; exquisite 
craftsmanship; the accu- 
racy of the Telechron 
Wohkel me ALAM LAMeh a: hilels 
from important ox himolary 
interested in better 
homes and better living. 
Send for catalog show- 
ing the beautiful models 
that you can present 
with pride. 


FLOOR CLOCK j 
High y 
ahelen= 
himes Retails 
$395 plus tax 


THE REVERE CLOCK CO. 
CINCINNATI 6, OHIO 


MANTEL CLOCK is the new No. R-937. West- 


minster Chimes Retails for $45, plus tax 


NEW YORK OFFICE AND SHOWROOM: 
37 West 47th Street 


CHICAGO SHOWROOM: 
1422 Merchandise Mart 





Despite much costlier 
manufacturing there is 
only 20% difference 
between now and pre- 
war Revere prices. 


SAN FRANCISCO SHOWROOM: 
544 Western Merchandise Mart 
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Anniversary Catalogue 
Is Issued by Luria 


L. Luria & Son, Inc., well-known na- 
tional distributor, is now mailing its spe- 
cial 50th anniversary promotional catalogue 
which, the firm reports, is about the most 
complete catalogue of this type to reach 
the retail jeweler in many years. Contain- 
ing 56 pages, it is loaded with many items 
that have been relatively scarce in the 
past. Manny Gould, the firm’s advertising 
manager, planned the book so that it could 
be used by retailers for present and future 
reference and kept in their information 
files. 

This catalogue marks the “half-way” 
point in Luria’s extensive anniversary sales 
and promotional program. Many other of- 
ferings are scheduled for the balance of the 
year. 

Copies of the catalogue may be obtained 
by writing to L. Luria & Son, Inc., 160 
Fifth Ave., New York, or the firm’s 
branches in Atlanta, Ga., or Miami, Fla. 


Who Is Mr. Waltham? 


Retail jewelry store owners, together 
with their sales personnel and watchmak- 
ers, have an opportunity to win two $1,000 
U. S. Savings Bonds for answering what 
appears to be a simple question: “Who is 
Mr. Waltham?” As the question indicates, 
the competition is being sponsored by the 
Waltham Watch Co., Waltham, Mass. 

In addition to the two $1,000 bonds, two 
second prizes—diamond studded Walthams 
—will be awarded. 

The contest is being divided into two 
parts: one for jewelers and store personnel 
who will attend the ANRJA Convention in 
New York in August, and one for those 
who do not. 

Full details concerning the competition, 
including rules, names of judges, etc., are 
given in advertisements currently appear- 
ing in jewelry trade publications. 








International Silver Company 
Receives Public Relations Award 


The International Silver Co. has been 
awarded a certificate of Public Relations 
Achievement for its outstanding public re- 
lations during 1947, it was announced at 
the concluding meeting of the recent four- 
day annual convention of the American 
Public Relations Association, in Washing- 
ton, D. C. 


“This Certificate of Public Relations 
Achievement,” stated Paul H. Bolton, 
chairman of the Awards Committee of the 
APRA at presentation ceremonies at Amer- 
ican University, “was awarded to The In- 
ternational Silver Co. for its outstanding 
public relations during the Centennial 
Year of 1847 Rogers Bros.” Through the 
use of newspapers and magazines the firm 
is credited with one of the best public 
relations achievements in the United States. 
The regard with which the Awards Com- 
mittee viewed The International Silver 
Company’s public relations can best be 
judged from the fact that more than 500 
firms and organizations were considered 
for a total of 27 awards. 
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New Tape Dispenser 


A new, automatic measuring dispenser 
for pressure sensitive tape has been an- 
nounced by Better Packages, Inc., Shelton, 
Conn. 


The new dispenser, called “Big Inch No. 
2,” has been designed primarily for use in 
retail stores. Engineered to dispense 2” 
strips of tape, it is handy for providing just 
the proper amount of tape required in 
the wrapping of the average package. 

The dispenser takes tape rolls up to 434 
inches in diameter, on 3 inch cores. It re- 


tails for $12.50. 





B. B. Pen Helps Ralph Edwards 
“Put Hollywood on the Map” 


In their most ambitious promotional 
and merchandising campaign to date, the 
B. B. Ball Pen Co. of Hollywood, is par- 
ticipating with the Ralph Edwards’ “Truth 
or Consequences” radio program, in an at- 
tempt, with a coast-to-coast stunt, to “Put 
Hollywood on the Map.” 


A contestant picked by quizmaster Ed- 
wards, left Hollywood on June 19 for a 
tour of 35 cities from the cinema capitol 
to Washington, D. C., with the chore of 
securing a million signatures, signed with 
B. B. pens, on a petition, to “Put Holly- 
wood on the Map.” Oddly enough, al- 
though it is the most famous city in the 
world, Hollywood, Calif., does not appear 
on any atlas, nor does it have its own 
postmark. 

B. B. dealers, distributors and jobbers 
have all received special window display 
material which gives advance notice and 
heralds the arrival of the “Truth or Con- 
sequences” contestant in their city. 














ll 


Homecraft Products Announces 
New Type of Coffee Maker 


A new coffee maker said to employ an 
entirely new principle of brewing has been 
announced by Homecraft Products (Co 
1208. Kedzie Ave., Chicago. i 


Different in design and operation, jt is 
completely automatic, requiring no watch. 
ing. Cold water passes through a jet ther. 
mostatic heating element and _ then up 
through the coffee into the server, making 
coffee electrically by the “French drip” 
method. . 


Advantages claimed are faster coffee 
making, no boiling, no watching, no need 
for filter rods, cloth discs or rubber gas- 
kets. Coffee is brewed at 180° and remains 
at that temperature as long as the current 
is on. Water cannot back up into the 
brewer. 

Ease of cleaning is another feature. The 
upper vessel never comes in contact with 
the coffee, therefore never requires scour. 
ing. The coffee basket is easily removed 
for cleaning. The server has no connec. 
tions or plugs, making it possible to clean 
thoroughly. 


Metal parts are heavy aluminun, highly 
polished. Priced at $20, list. 





U. S. Time Announces Vacation 


The Waterbury and Middlebury plants 
of the United States Time Corp., will be 
closed from July 3 to July 17, inclusive, 
for the annual vacation. The Little Rock 
plant will be closed only for the week 
beginning July 4. 

The receiving departments of the plants 
will also be closed for the above periods, 
as will the Accounts Payable Department. 





CELLINI MURAL IS FEATURE OF NEW JOHNSON OFFICES 























nan 


SAP OS. 


An outstanding feature of 
the remodeled J. W. Johnson, 
Inc. showrooms at 15-19 
Maiden Lane, New York, is 
a mural depicting Benvenuto 
Cellini, the famous 16th Cen- 
tury goldsmith, sculptor, au- 
thor and soldier - of - fortune. 
Painted by the famous artist 
N. Arthur Nilsen, the mural 


shows Cellini at work in his 
studio with the quiet Floren- 
tine landscape providing the 
background. 


Mr. H. B. Tagg, president 
of the firm, went to much 
trouble to secure this painting 
as part of the decor of the 
Johnson Company’s remod- 
eled offices. 
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SAME DAY SERVICE 











Flat $1.75 Swiss & 

Breguet $2.50 American 

ie Send 
Fitted to balance bridge, 
bridge, no lev- balance, stud 
eling necessary. and collet. 

el Contract. esti- 
Use only heavy mates given to 
mailing envel- Watch and 
opes. Sent up- Clock manu- 
on request. facturers. 


These and many other letters from customers prove our service. 


| wish to compliment you on hairspring you vibrated for me. 
| had it back in 5 days and it rated WITHIN 20 SECONDS 
on my timing machine. You shall have all of my hairspring 
jobs and | shall recommend you to others. Thanks. B. A. 
SCHEEL, 353 E. Commerce St., San Antonio, Texas. 

Just getting around to think you for your QUICK SERVICE 
on my hairsprings. You have been recommended to my fellow 
watchmakers as DEPENDABLE.—V. D. POPHAM, Morrow 
Watch Shop, Morrow, Ohio. 

Thank you for your very fast service. | have not had one 
customer return for regulation with hairsprings fitted by you. 
Yours truly—H. GURNEY, Box 551, Calimesa, Calif. 

Your fast efficent service is very much appreciated. In the 
future we shall send all our hairspring jobs to you. | men- 
tioned your exceptional service to some of my friends and 
they have already sent to you. Thank you again. Sincerely 
yours—JEROME E. SCHMITZ, 222 Hollister St., Grand Rapids, 


Mich. 


HAIRSPRING VIBRATING CO. 
CHARLES THOMAS 


P.O. Box 330 336 48th St. Union City, N. J. 
Formerly in charge of Hairspring Dept. for Bulova Watch Co. 
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GILBERT'S GEARED TO 


Look to GILBERT for the 


* Style 
* Dependability 
* Quality 

* Value 


THAT BRINGS FAST, PROFITABLE SALES 
AND WELL - SATISFIED CUSTOMERS 





Distributed thru the wholesaler 


Clock makers to the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 


Laconia, New Hampshire 





551 Fifth Avenue 141 W. Jacksen Bivd. 
New York 17, N. Y. Chicago 4, Ill. 
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New “Curvametric” Model 
Is Announced by Gruen 


An entirely new watch movement, the 
“Curvametric,” perfected after years of re- 
search, has been announced by The Gruen 
Watch Co., Cincinnati, O. The Curvametric 
movement will be used in Gruen Curvex 
watches distributed this fall, Benjamin S. 
Katz, Gruen president, has announced. 

The movement is curved more than any 
Curvex ever produced, it is reported, and 
therefore permits greater latitude in the 
styling of wrist watches. 

“Curving a watch permits the stylist to 
use many resources—such as faceted cases 
—that cannot be utilized in a flat case,” 
Mr. Katz said. “And the beauty of the 
styling, long an important factor in the 
sale of a watch, is becoming increasingly 
important.” 

However, when a case is curved, the 
space for the movement is reduced, unless 
a curved movement is made especially to 
conform to the curve of the case, the 
Gruen president pointed out. This was the 
underlying purpose for further develop- 
ment of the Curvex principle in the new 
Curvametric movement. 

The new movement accomplishes two 
purposes in watch manufacture: (1) _per- 
mits curving the cases to accomplish the 
greatest possible beauty (2) permits the 
use of a larger, more dependable move- 
ment in the same size case. 

The new watches with the Curvametric 
movement will be advertised with 33 full 
pages, all in color, (part of a 100-page 
fall campaign by Gruen), in national mag- 
azines. 





Metalfield Devises Ingenious 
Lighter Testing Machine 
Metalfield, Inc., 19 W. 34th St., New 


York, has converted ordinary machine 
lathes to testing machines to subject the 
“Aladdin” combination cigarette case and 
lighter to tests far more rigorous than in 
ordinary usage. 

The case is gripped between plates which 
open and close the cigarette compartment, 
causing the lighter to function. A rotating 





arm moves down to hit the snuffer ex- 
tinguishing the light. Four lighters are 
mounted on one machine, with three such 
machines operating simultaneously. Repeat- 
ing these actions in rapid succession, tests 
have shown an average of 10,000 continu- 
ous lighting actions. In coordination with 
the supervised testing, full-time repair 
service is in effect to give quick, efficient 
service to Metalfield’s distributors and 
consumers. 


Umland & Co. to Produce 
International Sterling Series 

Umland & Co., San Francisco, has been 
engaged by International Silver Co., Meri- 
den, Conn., to produce a special series of 
dealer advertisements featuring Interna- 
tional Sterling. 
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KESTENMAN BROS. MFG. CO. MOVES INTO NEW PLANT 





It’s a brand new home—bigger and bet- 
ter than ever—for Kestenman Bros. Mfg. 
Co., makers of the well-known “Kesten- 
made,” “Peerless,” and “Sentinel” watch 
bands. The new building, located at 280 
Kinsley Ave., Providence, provides greatly 
increased production potentials with a mod- 
ern, one-story layout and up-to-the-minute 
equipment—much of it entirely new. 

At the same time, the spaciousness, 
light, air, and music by Muzak offer a 
great improvement in pleasant working 
conditions. Locker equipment, rest areas 
for workers, and parking facilities are all 
greatly bettered. Factory storage, show- 
room and office space is enlarged in prac- 
tically every operating sector of the busi- 
ness. In the words of a spokesman for the 
firm: “We wanted to do justice to the 
skills of our craftsmen by furnishing the 





best possible equipment and surroundings, 
And, now that we’ve moved in, it looks 
like the new building certainly does al] 
that. It gives us greatly increased efficiency 
better streamlining, inspection and cop. 
trols, with less effort all along the line and 
at every level.” 

This new move is the most recent of 
several expansions made by Kestenman 
Bros. since the founding of the company in 
1916. At first manufacturing a variety of 
jewelry items, they focused their entire 
creative and production facilities on watch- 
bands beginning in 1920. Since that time 
they have been active in pioneering and 
developing improvements in these products, 
in creative styling, and enlargement of the 
line, until today watch bands by Kesten. 
man are sold in ever increasing volume al] 
over the world. 





New General Mills Plant 
Rushes Saucepan Production 


There’s a bright side to disaster at times, 
or at least so General Mills Home Appli- 
ance Department has found in the case of 
its new and improved version of the Betty 
Crocker sponsored PressureQuick Saucepan. 

Fire, which destroyed the Minneapolis 
plant producing the appliance last Janu- 
ary, provided an opportunity for retooling 
and incorporating several advances into 
PressureQuick within a year of introduc- 
tion. The result, according to Sales Man- 
ager Bill MacDonough, is “that we have 
a 1950 model here right now.” 

Production is under way at the com- 
pany’s newly equipped plant at Blooming- 
ton, Ill. Deliveries to distributors will be- 
gin June 15. A_ national advertising 
schedule in radio, newspapers, and top 
magazines will begin in July and August. 


—_—- 





Correction 


In an article on raised rhinestone dials, 
manufactured by the Swiss Radium & Dial 
Painting Co., appearing in our May issue 
(p. 355), the process was described, er- 
roneously, as “a patented construction fea- 
ture.” This statement was in error as no 
patent was held on that construction pro- 
cess. However, Mr. Maurice A. Popiel, 
president of Swiss Radium & Dial Painting 
Co. has stated “We have a patent pending 
on our raised rhinestone dials.” 





Survey by Swank, Inc. 
Shows Rising Sales Index 


Reports from leading retail stores across 
the country reveal that sales of Swank 
jewelry for the first three months of 1948 
ran ahead of jewelry sales for the same 
period in 1947, according to a recent sur- 
vey conducted by the firm. In many in- 








stances, Swank jewelry sales are said to 
have increased where total department or 
store sales have shown a decrease, the 
survey revealed. 

Maurice L. Heller, vice-president in 
charge of sales for Swank, Inc., manufac- 
turers of men’s jewelry, leather and other 
accessories, announced the results of the 
informal survey. 





Hyman Resigns from Rensie 
And New Haven Clock & Watch 


Herbert H. Hyman has resigned as direc- 
tor of advertising for the New Haven 
Clock & Watch Co., and the Rensie Watch 
Co., and has joined the International Latex 
Corp., where he will be in charge of radio 
advertising and promotion. 





Roger Wurmser, Inc. Opens 
Branch Offices in Europe 

Roger Wurmser, Inc., 610 5th Ave., New 
York, have announced opening of the firm’s 
branches in Paris, London, Antwerp, Gen- 
eva and Amsterdam. 





Harry W. Hauptman Forms 
Advertising Agency 

After nearly 14 years serving retail and 
manufacturing jewelers through prominent 
advertising firms, Harry W. Hauptman has 
announced the formation of his own 
agency at 19 E. 48th St., New York. 

Most recently Mr. Hauptman was asso- 
ciated with the Edwin Freed Advertising 
Corp., after service in the U. S. Navy. 

Retail jewelers who have used syndicated 
mat services are well acquainted with Mr. 
Hauptman’s record of promotional suc- 
cesses. 

The new firm will handle a number of 
advertisers well-known to readers of this 
publication. 
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FIT-TITE MOULDED GLASS 


Wates (hystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS « ROUND BALLS « ROUND FLAT TOPS 


... precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men’s and 
ladies’ watches... those originally fitted with and 
Write for the new FULTON ~— those capable of being modernized with moulded 
Moulded Glass Watch Crystal ~— Giass crystals. Completely finished and ready for 

a dustproof fit without further grinding. An opportu- 
nity to profit from the vast, new market in moulded 


| fl } glass with the finest quality moulded glass crystals 
) you — or your customers —can buy. 
) Cabinet Assortments or refills. 


Your material jobber will supply you. 
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MERTON’S reasure Write : 
SILVER POLISH 


WATCHMAKERS and JEWELERS “ip taebaaaae 





Now Available! finest stores 
“BULOVA MANUAL on WATCHMAKING” » - « Robert's puivabein tenn aaaiin Wyoming 


aa aa 
A “MUST” for every Watchmaker! “We have used Merton's Polish in our establishments for over 
sn pd oo oo Re = eae on instruc- three years, and the demand for this polish in this particular 
formerly restricted—now you can get it for only. . $5.00 locality where the mineral springs water in the air tarnishes silver 
pieces so rapidly, forces us to 
stock this excellent polish to satisfy 
our customers." 


.-- Eger & Erickson, Jewelers, 
Chicago, Illinois 

“We are very happy to say that 
we are very pleased with this 
product and all our customers 
seemed enthused after having 
used this polish.” 

DEALER’S PRICE LIST 


Large Economical (8 oz.) size, 








Genuine Gruen! 


BALANCE STAFF and STEM COMBINATION 
IN CABINET 


48 bottles containing 24 stems and 24 staffs. Compara- 
tive chart included shows coverage on over 11 7 
See WD 8. 8. 0.:6:060606660600666460006606K8 $ * 5 
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(One Year Guarantee) 
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® GENUINE SWISS x Packed 2 dozen to carton, prices 
MATERIALS DS F.O.B. Peoria 4, Ill., Yo the freight 


paid on orders for 2 gross or more. 
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Labels imprinted with your store name 
on orders for 2 gross or more — 
no charge. 

WRITE AT ONCE FOR ADDRESS OF 
WHOLESALE DISTRIBUTOR IN YOUR 
TERRITORY AND FOR FREE SAMPLE 
OF THIS REVOLUTIONARY POLISH. 


R. M. NEVINS CO. 


209 Central Av., Peoria 4, lll. 
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Wakmann Watch Co. Backs 
Each 1-Yr. Repair Policy 


The Wakmann Watch Co. recently re- 
ceived a letter from B. V. Eckholm, presi- 
dent of the Eckholm Jewelry Co., West 
St. Paul, Minn., stating: 

“Enclosed is a Wakmann Watch, run 
over by an attomobile, to be repaired 
under your One Year Repair Policy. Please 
repair or replace the movement, new case, 
dial and crystal.” 

The watch was, naturally, a complete 
loss, and under the terms of the Wakmann 
Policy, only the movement was covered. 





However, a completely new watch was sent 
to Mr. Eckholm to be given to the cus- 
tomer at a charge of only $4.50. This cov- 
ered the minimum cost of handling and 
replacing the case, dial and crystal. 

There are many other situations, both 
bizarre and amusing, in which Wakmann 
watches have become damaged. Recently, 
another retailer sent in a watch which 
had been put through the wringer of a 
washing machine. Regardless of how each 
watch may be damaged, the Wakmann 
Watch Co., is standing firmly behind each 
One Year Repair Policy. 


New Haven Clock & Watch Co. 
Has Eye on ‘Ladies’ Market’ 


Every day is ladies’ day for the New 
Haven Clock and Watch Company. 

As part of an expanded nation-wide ad 
campaign, Assistant Ad Manager Alfred B. 
Rosman said that New Haven is keying 
part of its program toward the women’s 
market. In an attempt to reach this group, 
the Company is featuring its watches and 
clocks on radio network and local shows 
from Coast to Coast. 

Such topflight shows as “Mrs. Goes 
A’Shopping,” “Tell Your Neighbor” and 
“Luncheon at the Latin Quarter” are 
among the dozen major network programs. 
Covering the country are over 31 local 
shows, including “Cinderella Weekend,” 
“Voice of Iowa,” “WPEN Calling” and 
“Louisiana Hayride.” 

Each program displays the New Haven 
line offered as prizes. Local tie-ins are 
available at many of the stations. 

This radio give-away program is only 
a part of a planned campaign beginning 
shortly in leading trade and consumer mag- 
azines. 








Parker Pen Company 
issues Annual Statement 


The 59th annual statement of the Parker 
Pen Co., as reported by Kenneth Parker, 
president, was released on May 19th. 

Operations for the fiscal year ending 
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February 29, 1948, show net earnings of 
$3,637,682.72 after provision of $2,727,000 
for taxes. Net earnings per share amounted 
to $9.77. Dividends declared totalled $1,- 
532,763.20, or $4 per share. 

Compared with the previous fiscal year 
earnings before taxes were down $1,530,- 
915.75. Taxes dropped $994,624.11 and net 
earnings were $536,291.64 less. 

Mr. Parker pointed out that although 
dividends were 50 cents higher than a 
year ago, both U. S. and Canadian Parker 
companies were adversely affected by an 
unavoidable drop in foreign sales because 
of the “hard currency” famine all over the 
world. 





New Electric Warmer 
For Muffins, Buns, Toast 


The Continental Bun Warmer No. 612, 
made in hand-wrought aluminum with a 
handsome chrysanthemum motif, is offered 
by Continental Silver Co., Inc., 32 33rd 
St., Brooklyn, N. Y. 

Provided with attachment cord and plug, 
the appliance maintains low oven heat for 
the contents. 





Reibling-Lewis, Inc., Succeeds 
Henry Lederer & Bro., Inc. 


Reibling-Lewis, Inc., a new corporation, 
on April 16, 1948 succeeded the 53-year 
old firm of Henry Lederer & Bro., Inc., 
Providence manufacturers of dresserware, 
brush sets, cases, identification bracelets 
and jewelry chain for manufacturers. The 
new firm will continue to produce the same 
lines in the Providence factory at 150 
Chestnut St. 


August G. Reibling, general manager of 
the business for the past six years, is presi- 
dent and Howard R. Lewis is vice-presi- 
dent. The firm has acquired the right to 
use the term “Successors to Henry Lederer 
& Bro., Inc.” and the well-known “Golden 
Wheel” trade name. 


Mr. Reibling has announced that there 
will be no change in the firm’s sales or- 
ganization. Fred Marks will continue as 
New York representative; Milton Schwartz 
will continue in Philadelphia; Herman 
Rubin will continue in Chicago, and Phillip 
Naftaly will continue in San Francisco. 





New Universal Projector 


Universal Camera Corp. has announced 
the release of an additional 8 mm, Cine 
matic projector model—the P-752. To te. 
tail at $115.00, it is closely styled Hn 
Universal’s present Cinematic model—the 
P-750, introduced late last year at $135 00, 

Silent, simplified operation, an f 1.6 So. 





perlux coated lens and the brilliant clarity 
of 750 watt projection highlight the many 
features of the P-752. 

Additional P-752 features include 400. 
foot reels, all metal die-cast construction 
with sponge rubber base, speed control, 
automatic pilot light, removable condenser 
and built-in cooling system. 

At its price, the new Cinematic model 
should quickly match the popularity of its 
companion model—the gear driven P-750, 





Acco Announces New Idea In 
Expansion Bracelet Making 


Acco Manufacturing Co., Central Falls, 
R. I., has announced what they consider 
a revolutionary new basic advancement in 
expansion watch attachment construction. 

Called “The Feather Edge,” it features 
a cleverly designed invisible back and the 
edges do not touch the wrist. The con- 
struction is said to eliminate much of the 
bulkiness ordinarily associated with expan- 
sion bracelets. 














The Swiss Watch Dial Co., Inc., held a 
grand opening on May 22 in their new 
and commodious quarters, 22 West 19th 
St., New York. A delicious buffet luncheon, 
together with liquid refreshments, was 
served. Their new plant and offices are 


NEWER, LARGER QUARTERS 











the latest in modern equipment. A com: 
pletely equipped tool room, which they 
did not have in their previous quarters, is 
an outstanding addition and will materially 
help to increase the efficiency of their 
productive capacity. 
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Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 

| e Using emery paper disk, in 
the center for fast cutting. 


@ One rod only to guide 
your QUADRANT very easy 
to adjust. 


e Gives your rings or brace- 
let parts a mirror finish, 
which is unequalled, by us- 
ing our lapping alloy, which 

. is fused on the outside rim 
of the large wheel. 





Specialists for the jewelry in- 
dustry. Call Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 


22-44 122 STREET COLLECE POINT, L. I., N. Y. 


SEND FOR FREE COPY!- 


New 1948 Spring-Summer 
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Nationally Advertised Lines Including: 
Ansco @ Spartus @ Castle Films @ Key- 
stone @ Universal © Perfex @ Natco 
Skan @ American Optical @ Weston 
Taylor Instruments ¢ Many Others 
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721-725 WEST 13TH ST 


“Lverything Photographic” 


Specializing in Photographic 
Goods to the Jewelry Trade 
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SILVER POLISH 


for restoring Brilliance 4 


b * ™~ 











Kantor’s is made of soft, smooth sub- 4 Ne D6 . 

stances and requires a minimum of . 4% 
rubbing for lustrous, like-new finish. SUNSHINE " 
Packaged in 4, 8, 16 & 32 oz. bottles. > ot VER @ 
The popular 8 oz. bottle priced at List e 
Gross—$37.50 1/4, Gross—$19.00 so 

Dozen—$3.25 

Order through your favorite whole- 
saler or direct. 
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Laguna Introduces 
“Golden Doubler” 


For the Fall-Christmas season, Royal 
Craftsmen, Inc., manufacturers of Laguna 
simulated pearls, will introduce a new ver- 
sion of their best-selling “Doubler.” Called 
the “Golden Doubler,” the new pearl case 
is made in non-tarnishable gold “Kid-tex,” 
with Kid-tex trim on the enclosed pearl 
tray. The metal frame is decorated with 
an unusual whirlpool design and a large 
sphere closing. 

Like the already-familiar version, the 
new Golden Doubler will be sold with 
one-strand, and three-strand Laguna simu- 





lated pearl necklaces. When the pearl tray 
is removed, it doubles as a fitted carryall, 
with jumbo 3x64” mirror and compart- 
ments for cigarettes, compact and lipstick. 

The firm also announces that an im- 
proved version of the popular black faille 
Doubler will be available for fall. For the 
old overhang frame, Laguna has substituted 
a sleek, richly ornamented, close-hugging 
metal frame. 

Further information may be obtained 
from Royal Craftsmen, Inc., Laguna Bldg., 
36 West 32nd St., New York City 1. 





Air Express Gains 
Over 9 Per Cent in April 


Air express shipments handled in do- 
mestic airline service in April gained 9.1 
per cent over the comparable month a 
year ago, the Air Express Division of Rail- 
way Express Agency reported recently. An 
estimated total of 332,821 shipments were 
handled for the nation’s scheduled, certi- 
ficated airlines during the month, compared 
with 304,905 shipments in April, 1947. 

Off-airline traffic, i. e., air express ship- 
ments originating at or destined to non- 
airport cities, amdunted to 19.3 per cent 
of the total number of shipments handled 
in April, the express agency said. 





Hochman Joins Flex-Let 


The makers of Flex-Let Expansion Prod- 
ucts, East Providence, R. I., announce the 
immediate apnointment of Jules Hochman 
as Sales Manager, in charge of the com- 
pany’s sales and sales promotion activities. 

Mr. Hochman has a background of many 
successful years in the watch and watch 
attachment fields. Most recently he has 
been associated with the sales force of one 
of the country’s major watch companies. 

Jack R. Storti, vice-president of the Flex- 
Let Co., will now devote his energies to 
the development of the company’s adver- 
tising and merchandising plans. 


o24 





Harvel Watches Used To Time 
New York’s June Sports Events 


Harvel watches were used exclusively to 
time the “Greater New York Track and 
Field Championships,” held at Randalls 
Island during June. Participants in this 
meet, part of the city’s 50th Jubilee Pro- 





gram, included 2,000 high school track 
stars from public and private schools in 
the city. 

Paul Cuffari, Stuyvesant’s P.S.A.L. cham- 
pion shot-putter, was voted the outstand- 
ing competitor by meet officials, and he 
was presented with a Harvel watch by the 
Harvel Watch Co. The presentation was 
made by Frank J. Sampson. 





‘Grandmother-type’ Hall Clock 
With Chimes Announced by GE 


A grandmother-type hall chime clock, 
the Winthrop, has been added to the Gen- 
eral Electric clock line, according to R. O. 
Fickes, manager of the company’s clock 
division. 

The distinctive new electric clock, styled 
along the lines of classical Colonial orig- 
inals, will carry a nationally advertised 
retail price of $195. 

Standing 70 inches high, the new model 
has a _ two-tone mahogany case with 








scrolled top corners. The dial has g tw 
tone brushed gold finish with a silyer : 
meral circle. sae 
Westminster chimes sound at all quarte 
on deep, silver-toned rods. The hour strike 
is a harmonious chord tune. : 





President of Granat’s 
Makes European Trip 


Joseph Wineroth, president of Granat 
Mfg. Co., San Francisco, is en royte to 
Antwerp, Belgium, where he wil] spend 
about ten days at the firm’s diamond of. 
fices making plans with resident buyers for 
diamond purchases for the remainder of 
this year. 


New Poole Album 


A new hollowware album, recently js. 
sued by The Poole Silver Co., Taunton 
Mass., is currently being distributed to the 








firm’s wholesalers. The booklet, in addi- 
tion to displaying outstanding hollowware 
patterns by Poole, may easily be imprinted 
by wholesalers for distribution to their 
retailers. 








| q i 
The Benrus Watch Co. recently made its 


first entry into television on a long-term 
basis, signing a 52-week contract with the 


American Broadcasting Company’s New 
York key station, WJZ-TV, for daily time 
signals between the hours of 5 P.M. and 
10:30 P.M. The schedule begins in August, 
coincident with the premiere of WJZ-TV. 


BENRUS SIGNS FOR TELEVISION SERIES 








Sem 


Ree. 


Above, Harry Grabhorn, ABC vice 
president and manager of the station, hands 
a pen to Oscar M. Lazrus, chairman of 
the board of Benrus, as Adrian Flanter, 
Benrus advertising manager watches. Stand- 
ing at rear is Jack Tarcher, of J. D. Tar: 
cher Co., Inc., agency handling the ac- 
count. 
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Giant Itinerant Display 
For Spartus Cameras 


que itinerant merchandising dis- 
oting the sale of Spartus cam- 
eras has just been designed, it is announced 
by The Spencer Co., Chicago, Iil., manu- 
facturers of the nationally advertised Spar- 
ra line. 
_ of these giant window displays 
have been built for showing in hundreds 
of leading stores from coast to coast. Each 
display is designed in four sections—with 
the main unit a giant blow-up (5 ft. high, 
4 ft. wide, 2%4 ft. deep) of the Spartus 
Full-Vue Reflex Camera, a colorful drama- 


A uni 
play prom 














tic display on top of the unit and built-up 
platforms on each side showing the actual 
cameras in the line together with descrip- 
tive copy for each model. 

Into the huge 14 inch viewing lens an 
automatic film projector flashes 30 Koda- 
chrome slides, changing every six seconds. 
The entire sales story on Spartus cameras 
is graphically illustrated and described in 
full color. The 30-slide story is thus re- 
peated every three minutes. Punchy “sell” 
copy accompanies most of the slides. 

This attractive Spartus itinerant window 
display, now on tour for one or two week 
showings in America’s leading stores, is 
proving extremely effective, as attested by 
the large crowds constantly viewing the 
display wherever it is shown. Reports from 
dealers who have displayed this unit show 
it to be a powerful sales stimulant and The 
Spencer Co. regards the results thus far 
as highly gratifying from both a dealer 
and consumer angle. 





Ellanar Cleaner Sales 
Pass The Million Mark 


More than one million jars of the fa- 
mous Ellanar Jewelry Cleaner have been 
sold since this popular household product 
was introduced a few years ago, accord- 
ing to the manufacturers. Retailing at only 
90 cents, the product is offered in a large 
8 ounce jar to the cover of which is af- 
fixed a small brush. It is a product of the 
L & R Mfg. Co. of Arlington, N. J., spe- 
clalists in the preparation of cleaning com- 
pounds for the jewelry and watchmaking 
industries. 


Oneida Ltd. Sets Up 
New Specialty Sales Force 

Richard A. Bloom, director of sales for 
Oneida-Rogers and Heirloom Sterling Divi- 


sions opened the first Heirloom Sterling 
sales meeting of the firm’s new Specialty 
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Sales Force on June 7th. As of June 1, 
this sales force is to handle Oneida Ltd.’s 
regular sterling business in the retail trade. 

Fred Hartwig, formerly with the Com- 
munity sales force at the New York office, 
has been named sales manager for the 
force. His headquarters will be at the Home 


Office. 





Cyma and Tavannes Merge 


Executives of the Tavannes Watch Co., 
New York, (and Montreal) announce a 
merger of the names “Tavannes” and 
“Cyma,” effective July 1. After that date, 
the watch line will be known as Cyma- 
Tavannes and clocks will continue to bear 
the name Cyma. The firm will be Cyma 
Watch Co. 

The change, which will not affect per- 
sonnel, company policies or merchandise, 
was motivated by several factors. Three 
years ago, Cyma clocks were introduced 
into this country and have achieved great 
acceptance among retailers and consumers. 
Additionally, in recent years, all products 
of the Tavannes factory have been sold 
only under the Cyma name in every coun- 
try except the U.S.A. and Canada. The 
U.S.A. and Canadian companies feel that 
a merger of the names will bring the ac- 
ceptance of both names to bear on one 
line. 

Cyma U.S.A. and Canada will embark 
on a comprehensive consumer advertising 
campaign next September, for Cyma- 
Tavannes watches and Cyma clocks, Twen- 
ty-five advertisements will appear this fall 
in Time, The New Yorker, House Beautiful 
and Holiday for the U.S.A. company, and 
Canada will have its own schedule in 
Time and Chatelaine as well as numerous 
Canadian newspapers. 








New Illusion Settings 
Offered in Palladium 


A new line of palladium illusion settings 
is now being offered to the trade by Baker 
& Co., Inc., Newark, N. J. 

For men’s rings there are three sizes in 
line with bases, 8, 9 and 10 mm. The 
group will take stones ranging from 5 





points to 244 carats. Each setting has two 
designs: Baker series 695 has a cross pierc- 
ing and series 595 has a circular piercing 
through the center. 

Differing from the usual illusion setting, 
the stone is held high in heavy prongs and 
stands away from the surrounding metal 
of the reflector. 


New Markwell Dry Pen 


A fountain type Dry Pen that is said 
to write well everywhere, clearly, per- 
manently and with indelible ink, has been 
announced by Markwell Products, 200 Hud- 
son St., New York. 

Features include a safety clip which 
holds the Dry Pen conveniently in the 
pocket. 








PERSONNEL... 


Cory Corp., Chicago, manufacturers of 
glass coffee brewers, electric air circula- 
tors, room humidifiers and a new electric 
knife sharpener, has announced the ap- 
pointment of T. R. Chadwick as general 
manager and R. N. Hoye as advertising 
manager. FE. Kennedy is the new territory 
manager for Cory in North and South 
Carolina. 

George Berne has been appointed mid- 
west sales representative for Leif Bros., 
2 W. 47th St., New York, to show the 
firm’s line of fraternal rings, pins and 
diamond jewelry. 

Ace Watch Co., Inc., New York, has ap- 
pointed Maurey Spiritus, 6431 Gates Ave., 
St. Louis, Mo., as Southwestern represen- 
tative for the sale of Cort Watches. 


Mrs. Winifred F. Berne has been named 
representative, in the midwest, for J. W. 
Robbins Co., Attleboro, Mass. 

Columbia Diamond Rings, a division of 
Axel Bros., Inc., announces the appoint- 
ment of Arthur H. Berger as sales super- 
visor of the following territory: Eastern 
Ohio, Pennsylvania, Maryland, District of 
Columbia, Virginia, West Virginia and 
Delaware. 

John Peoples has been named branch 
representative for General Mills Home Ap- 
pliances, covering the Kansas territory. His 
headquarters will be in Kansas City. 

Park V. Boyer has been named a dis- 
trict representative of the Elgin National 
Watch Co. His territory will embrace the 
San Francisco Bay area. 

E. Ingraham Co., Bristol, Conn., clock 





and watch manufacturers, have announced 
the appointment of E. S. Paige as assistant 
sales manager in charge of administrative 
work in the sales department, and N. K. 
Ingraham as sales promotion manager. 


Pat Gannon is now representing O. J. 
Somers Co., and Somers-Ernst Co., in the 
South from Norfolk, Va. to Texas. 


Julien E. Keilus has been appointed sales 
manager of the Jacques Kreisler Mfg. 
Corp., North Bergen, N. J., manufacturers 
of watch bands and men’s jewelry. 


Two new sales representatives have been 
added to the sales staff of the Sapphire 
Products Division of the Elgin National 
Watch Co. They are Harold H. Martin, 
appointed district representative for Wis- 
consin, and Chris Wagner, who will repre- 
sent Elgin in Southern California. 


Fred W. Stegeman has been appointed 
Detroit district manager for the Camfield 
Mfg. Co. of Grand Haven, Mich. His ter- 
ritory includes Michigan, Ohio, West Vir- 
ginia and parts of Pennsylvania and 
Kentucky. A district headquarters office 
has been established at 1414 Dime Bldg., 
Detroit. 

John B. Stevens has been made sales 
manager of International sterling flatware; 
Fred H. Hines has been appointed to a 
new position as merchandise manager for 
International sterling flatware, and Harold 
F. Corcoran has been made sales manager 
of the General Merchandise Division, re- 
placing John B. Stevens, according to a 
recent announcement by the International 
Silver Company. 
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Special Notices 


“Situation Wanted”—Regular type 
enly $1.25 first 25 words; additional 
words, 5 cents per word. 


“Help Wanted’—‘Lines Wanted” and 
“Side Lines”—regular type $2.50 first 25 
words. Additional words 10 cents per 
word. Heavy type $5.00 first 25 words; 
additional words 20 cents per word. 


Under all other headings—regular 
$5.00 first 25 words; additional 
words 20 cents per word. Heavy type 
$7.50 first 25 words; additional words 25 
ecents per word. 


Name, address, initials and abbrevia- 
tions count as words and are charged 
fer as purt of the advertisement. If 
anawers are to be forwarded, 15 cents 
extra to cover postage must be enclosed. 
Remittance with order. 


Not subject to agency commissions. 


All answers will be directed care 
Jewelers’ Circular-Keystone, unless oth- 
erwise instructed. 


In answering ads, do not enclose orig- 
fmal letters of recommendations, 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








WATCHMAKER; thoroughly’ experi- 
enced, at bench several years, desires 
position; references. Address “V., 
1265,” care J C-K. 





WATCHMAKER desires position; 20 
years’ experience, Bradley trained; 
employed at present; consider salary 
or commission. Address “T., 1194,” 
care J C-K. 





YOUNG LADY, experienced handling fine 
diamond jewelry, also loose diamonds, 
wishes to connect with reputable con- 
cern. Address “W., 1266,” care J C-K. 





DESIGNER; young lady, experienced 
with leading concerns; knows all 
phases of manufacturing; full or part 
time. Address “D., 1223,” care J C-K. 





YOUNG LADY, bookkeeper, experienced 
in wholesale jewelry line; knowledge 
of stenography, typing, sales and gold 
¥ <a Address “F., 1251,” care 





WATCHMAKER, first class, capable and 
ambitious; school trained; 31 years 
old; single; congenial; at present em- 
ployed; desires position with future. 
Address “K., 1256,” care J C-K. 





IF in need of H.ILA. certified watchmak- 
er, contact, wire or write, Employ- 
ment Service, Southern Watchmaking 
School, 1008 Ramsay McCormack 
Bldg., Ensley, Ala. Phone 8-8934. 





CHAIN store supervisor, now employed, 
whose experience covers management, 
buying, merchandising, advertising, 
promotions, displays, credit controls, 
desires key position with progressive 
concern; salary or participation basis; 
best of references. Address “C., 1144,” 
care J C-K. 





POSITION desired, any location, in re- 
tail establishment; manager, buyer or 
salesman; progressive road man, wish- 
ing to stop traveling, with full knowl- 
edge of jewelry construction, buying 
and selling; familiar with silver lines 
as well as window and store displays. 
Address “B., 1198,” care J C-K. 








CAPABLE, efficient, young lady, very 
experienced all phases handling 
mountings; has been in charge of 
complete ring department many 
years; experience includes’ buying, 
styling, examination, merchandising; 
available immediately; New York; ex- 
cellent references. Address “C., 1276,” 
care J C-K. 





JEWELRY merchandise man, over 10 
years installment jewelry chain 
store experience; fully experienced 
in buying, merchandising and creat- 
ing ring, jewelry and watch pro- 
motions; will go anywhere. Address 
“T., 111,’’ care J C-K. 





WATCHMAKER, Jr., desires position 
with A-l watchmaker-jeweler; con- 
scientious worker; own tools; New 
York preferred; out-of-town also con- 
ae Address “K., 1148,” care J 





THOROUGHLY experienced, retail jew- 
elry salesman, desires situation with 
better class jewelry store, anywhere 
in U. S.; age 36; married: G.LA. edu- 
cation. Address “D., 1277.” care J C-K. 





DESIGNER, art major with B.A. degree, 
13 years’ experience designing and 
creating in contemporary mode: mod- 
elmaking, window display. Address 
“L., 1149,” care J C-K. 





WATCHMAKER wants permanent posi- 
tion; 25 years at the bench: best of 
references; at present employed but 
desires change. Address “W., 1185,” 
care J C-K. 





WATCHMAKER; 13 years last retail 
store, light jewelry repairing, desires 
connection with a high grade, reliable 
store; salary secondary to good work- 
ing conditions. Frank Dewester, 1509 
N. Jefferson Ave., Peoria. Ill. 





SALESWOMAN, experienced, selling 
genuine and diamond wedding rings, 
manufacturing knowledge, desirés to 
locate with reputable concern; also 
familiar with office detail: Midtown 
New York or Bronx location. Address 
“G., 1201,” care J C-K 





YOUNG man, 29 years old, seeks watch- 
making position in South West: one 
and one-half years of schooling; one 
year of “on the job training’; eight 
years as clerk in jewelry store: owns 
oe aa Address “B., 1299," care 





SALESMAN, young, employed at pres- 
ent, retail credit, in charge of dia- 
mond counter; thoroughly’ § experi- 
enced in watches, silverware; desires 
change; available September; $100. 
Address “Y., 1218,” care J C-K. 





MANAGER; cash and credit store; truly 
experienced in every phase of the 
business; good appearance; well 
spoken; well educated; age 40. Ad- 
dress “K., 1205,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,” care J C-K. 





DIAMOND assorter; experienced, capa- 
ble, conscientious and reliable, desires 
position with reputable diamond cut- 
ter, ring house or jewelry concern. 
Address “Y., 1267,” care J C-K. 











MAN wishes position in diamond ho 
or diamond jewelry manufacture” 
can buy, sell, assort and be fener Ti. 
useful; 20 years’ experience: yf : : 
ences. Address “J., 1254,” care J CK 





$$$ 


WATCHMAKER-salesman,. clock and 
jewelry repairman, chronographs 
Bowman graduate; 17 years’ experj- 
ence; best of references; only reliable 


stores reply. Address “C., 119 
J C-K. Care 





a 


WATCHMAKER, wishes position With 
retail concern; 20 years’ experience 
married; prefers commission; R, R’ 
experience; no estimating; better class 
Sar only. Address “E., 1224.” care 











SALESLADY, experienced in_ selling 
watches, diamonds, jewelry and silver: 
repair estimator, window dressing. 
buying and all around help. Address 
“R., 1237," care J C-K. 








WATCHMAKER; six years’ experience: 
sober, dependable, willing worker; 
permanent position, in Florida; $50 
to $75 week. Robert Gray, 607 Orange 
Blossom Ave., Sebring, Fla. 








WATCHMAKER, engraver, experienced; 
Indiana license; central Indiana pre- 
ferred; sober, reliable, married; inter- 
views arranged; diversified experience; 
no percentage. Address “H., 1203,” care 
J C-K. 





ATTENTION of all retail jewelry 
stores in New England; are you in 
the market for a manager-salesman, 
a refined, responsible man of 45 
with a very fine personality; 20 
years of experience in both cash 
and credit; capable of taking com- 
plete charge of credit, as well as 
handling large unit cash sales; well 
aware of all aspects of advertising, 
promotion and display for best re- 
sults; currently employed, but de- 
sirous of locating in refined New 
England atmosphere; best refer- 
ences. Address “V., 1295," care 
J C-K. 





SALESLADY: jewelry store experience; 
capable taking charge of repair de- 
partment; estimator and general 4s- 
sistant. Address ‘“T., 1238,” care J 
C-K. 





SALESMAN, jewelry, young, retail ex- 
perienced, specializing in watches, 
diamond and costume jewelry; man- 
agerial training, large organization, 
seeking better opportunity to show 
ability; inside position with New York 
City retail or wholesale organization 
wanted. Address “V., 1240,” care J 
C-K. 


—s_ | 





OPPORTUNITY for reputable chain or 
individual to acquire immediate serv- 
ices top flight, enviably experienced 
store manager: results. absolutely 
guaranteed; finest reference. Address 
“B., 919,” care J C-K. 


————— 





RETAIL jewelry manager and merchan- 
diser, available to quality store, west- 
ern New York or northwestern Penn- 
Sylvania; competent watchmaker, 
trained by Gemological Institute of 
America all phases of gems and pre- 
cious stones; 13 years’ experience; 
now employed in fine store, desires 
change of locality to get back home. 
Address “R., 1173,” care J C-K. 


——— 
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streamline your activities; 

RETAT ER day's sales with 1948 ap- 
eoach: my diversified chain, credit, 
Pash department store experience, 
buying, selling, promotion, manage- 
ment, available nationally recognized 
progressive retailer planning greater 
sales diamonds, watches, silverware, 
petter jewelry; yes, I will locate any- 
where. Address “J., 1204,” care J C-K. 





ee _ 


neral manager and vice _ presi- 
he a million dollar retail jew- 
elry store; I can give you more sales 
and more net profit by modern ag- 
gressive merchandising, management 
and sales promotion; 24 years execu- 
tive jewelry experience in one of the 
country’s finest jewelry stores; col- 
lege graduate, registered jeweler, 
American Gem Society; certified gem- 
ologist, Gemological Institute of Amer- 
ica; $10,000 salary. Address “M., 1301,” 


care J C-K. 








EXPERIENCED live wire _ jewelry 
salesman, now employed in large De- 
troit credit organization, desires op- 
portunity elsewhere; excellent knowl- 
edge of watches, diamonds, and na- 
tionally advertised merchandise; thor- 
ough knowledge of watch and jewelry 
repair estimating; can assume com- 
plete responsibility of Jewelry depart- 
ment; if looking for a salesman who 
knows his merchandise and can build 
good will, answer this ad now; would 
consider reputable watch houses as 
well; best of references furnished. 
Address “T., 1182,” care J C-K. 








Lines Wanted 








Sw 


CAN handle good watch line; also a 
fine solid gold novelty line; strictly 
commission basis; have the best trade 
Coast to Coast. Address “I., 1291,” 
care J C-K. 





WANTED; from diamond cutter, loose 
goods; quarter carats up, only; strict- 
ly commission basis; have the best 
trade Coast to Coast. Address “H., 
1290,” care J C-K. 





SALESMAN wants line; aggressive rep- 
resentation offered by salesman; fol- 
lowing. wholesale jewelers, jobbers, in 
New York, Philadelphia, Baltimore, 
ty x ee Address ‘“‘W., 1296,” care 





WEST Coast manufacturers’ represen- 
tative, with office and showroom in 
Los Angeles, selling to jobbers, de- 
sires to add one or two outstanding 
lines. Address “D., 1248,” care 
J C-K. 





EXPERIENCED in both jewelry and 
silverware, salesman covering large 
cities east and middle west, open for 
line on salary or commission. Address 
“M., 1166” care J C-K. 


(ee 





SALES representative open for sub- 
stantial line; long experience and 
wide acquaintance among watch im- 
porters, jewelry and material jobbers 
in New York and the east. Address 
M., 1208,” care J C-K. 


(ee 





SWISS manufacturer of jewel push- 
ing and staking tools, new com- 
bined model, desires contacting 
American wholesale importers for 
regional agency. Write for offers to, 
ASCO SA., La Chaux-de-Fonds. 








REPRESENTATIVE of nationally ad- 
vertised men’s and women’s jewelry, 
covering Texas and Oklahoma, wishes 
additional non-conflicting lines; pre- 
fers watch or silver plate line; good 
following in retail stores. Address 
“B., 1283,” care J C-K. 





MANUFACTURERS ' representative, with 
Chicago office, desires outstanding 
short lines; following with best rated 
jobbers in Middle West and South: 
can produce volume. Address “Cir- 
cular 108,” Room 1415, Heyworth 
Bldg., Chicago 2. 





ESTABLISHED display jobbers, sell- 
ing to retail jewelers exclusively, 
are interested in adding new dis- 
play items to their lines and wish 
to hear from manufacturers of dis- 
plays, trays, boxes, etc. Address “F., 
1158,”’ care J C-K. 





CALIFORNIA and adjacent States; high 
calibre sales representative avail- 
able August 1; will consider fine line 
of 14K goods, watches, clocks, or 
sterling silver; the line I accept must 
show earning potential of at least 
$10,000 yearly. Address “H., 1228,” 
care J C-K. 





MANUFACTURERS’ agent, now carry- 
ing popular line of rhinestone jew- 
elry, desires additional line of gold 
filled costume or popular priced gold 
line, to sell to well rated jobbers in 
Middlewest and South; can produce 
volume. Address “Circular 110,” Room 
1415 Heyworth Building, Chicago 2. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade; com- 
mission basis; 20 years following; 
best references. Address “G., 666,” 
care J C-K. 





SALESMAN, available immediately; 
extensive following amongst retail 
jewelers in New York City and New 
Jersey; will consider nationally ad- 
vertised line only, or will represent 
distributor of nationally advertised 
products. Address “G., 1289,” care 
J C-K. 





PACIFIC Coast representative, calling 
on better grade stores over 20 years; 
have line, desire another; diamonds, 
platinum or 14K goods; best of ref- 
erences. Address “J., 665,” care J C-K. 





EXPERIENCED salesman; man who has 
consistently traveled Missouri, Iowa 
and Illinois, for 16 years, desires good, 
medium priced Swiss watch line: a 
line that is well boxed, with “dealer 
helps” for the jeweler and equipped 
with Schild or Fontaine movements; 
can use as main line or side line: 
commission basis; A-1 references: a 
good following in the above states. 
Address “Circular 109,” Room 1415, 
Heyworth Bldg., Chicago 2. 








Side Lines 











SALESMEN, all territories, to carry 
single tray of unusual 14K hand 
carved, wide and narrow wedding 
rings. Address “A., 1244,” care 
J C-K, 





SALESMAN; to represent watch repair 
trade shop as side line; established 
32 years; our price list is reasonable; 
commission basis. Address “P., 1261,” 
care J C-K. 





SALESMEN wanted, for exclusive Cali- 
fornia line of billfolds, wallets, mani- 
cure cases, etc.; short but strong line; 
good commission; all territories open. 
Address “C., 1284,” care J C-K. 





SALESMAN; identification bracelets; 
trademarked, nationally advertised; 
competitive prices. Address “E., 
1157,” care J C-K. 





SALESMEN; to carry as side line, a 
small, but fast selling, pocket line, 
of diamond set wedding rings to re- 
tail, installment and department 
stores; commission. Address “W., 
1217,” care J C-K, 





SALESMAN, for out-of-town, to carry 
nationally advertised fine costume 
jewelry line; department and better 
jewelry store following. Address “A., 
1142,” care J C-K. 





SALESMAN wanted to sell our line of 
men’s fine leather watch straps to the 
wholesale and jobbing jewelry trade, 
in Chicago and surrounding area, for 
a well-known manufacturer. Address 
“J., 1146,” care J C-K. 





SALESMAN, retail trade, for line of 
quality leather watch straps, includ- 
ing new Ziploc strap; all territories. 
Jack Kreuter Co., 516 Fifth Ave., New 


York 18, N. Y. 





PROMOTIONAL salesmen and job- 
bers, with following among install- 
ment chain jewelers, to sell proven 
account opener, novelty lamp; mats 
furnished; commission basis; state 
territories. Address “Y., 1298,” 
care J C-K. 





SALESMAN with retail store following, 
to sell very staple item; genuine 
leather watch straps; all territories 
are open; we are very competitive and 
we sell fine line; commission high. 
Address “N., 1189,” care J C-K. 





WANTED, alert, dependable, side line 
salesman with rated accounts in 
Pennsylvania and Ohio, to carry 
“sure-fire,” fast moving line of solid 
gold earrings to the retailer. Address 
“M., 1150,” care J C-K. 





SALESMAN wanted who has following 
with wholesale and jobbing jewelry 
trade, to sell as a side line a well 
known leather watch strap line for an 
old established manufacturer; terri- 
tory to be in Ohio, Indiana and Mich- 
igan. Address “H., 1145,” care J C-K. 





SALESMAN, to carry as side line, es- 
tablished ladies’ platinum, and gold 
ring mounting line; must have con- 
tact with jobbers and wholesalers 
in Chicago and Middle West; re- 
plies strictly confidential. Address 
“G., 1202,” care J C-K. 





(Continued on page 328) 
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MANUFACTURER has several openings 
for jewelry salesmen calling on de- 
partment, jewelry and specialty 
stores, to carry extensive line ladies’ 
rhodium finished, hand set rhinestone 
costume jewelry; reply giving terri- 
tories covered and references. Ad- 
dress “M., 1164,” care J C-K. 





MANUFACTURER introducing first time 
ladies’ stunning ring watches, lavish- 
ly set with diamond-cut rhinestones 
or jeweled-colored stones, wants ex- 
perienced salesmen with following: 
high commission: many territories 
open. Write to, Ring Watch Co. of 
America, Ine., 220 Fifth Ave., New 
York 1, N. Y. 





WELL known manufacturer of ladies’ 
and men’s 10K and 14K gold stone 
set rings, wants salesmen with fol- 
lowing, calling on retail jewelry 
stores, On commission basis; good 
opportunity for the right men. Ad- 
dress “W., 1241,” care J C-K. 





INTERNATIONAL Belgian diamond firm 
opening U.S.A. division, needs sales- 
men; medium quality, flashy diamond 
engagement rings; salesmen with 
such outlet urged to apply as imme- 
diate success assured: prices meeting 
all competition; excellent commission 
only; give references, details first let- 
ter. Address “G., 1252,” care J C-K. 





EXPERIENCED salesman wanted for 
metropolitan New York, Boston, 
Washington, Philadelphia, Providence 
and Baltimore, to carry as a side 
line, to jobbers, wholesalers and oth- 
er large users, a well known manu- 
facturer’s line of stamped and cast 
gold and platinum mountings and 
wedding rings. Address “P., 1212,” 
care J C-K. 





MANUFACTURER, desires representa- 
tive and experienced salesmen, with a 
following in the Southern states, of 
retailers and other outlets, to carry 
and sell as side line, gent’s and ladies’ 
stone rings, mountings, diamond rings 
and diamond set wedding rings: on 
commission; please write full details 
oe Address ‘“V., 1216,” care 





SALESMAN wanted, experienced, with 
following amongst jobbers, to carrv 
as a side line, manufacturers 14K 
gold line, consisting of crosses, 
Stars, pendants, earrings, and wed- 
ding bands; Middle West territory; 
write giving all details; straight 
commission. Address “A., 1197,"’ 
care J C-K. 





SALESMEN or manufacturers’ repre- 
sentatives, with a large following 
in all resort towns, to sell an attrac- 
tive line of natural butterfly jewelry, 
made from the famous South Amer- 
ican blue butterflies, mounted in ster- 
ling silver or metal: pins, pendants, 
earrings, bracelets, etc., to sell direct 
to retailers; only those who Can pro- 
duce and have a following need ap- 
ply; state experience and territory 
covered; good commission. Address 
“A., 1186,” care J C-K 





SALESMEN; resident men to represent 
manufacturer of exclusively designed 
line of antique reproductions; 14K 
gold and sterling silver earrings and 
brooches; one for Chicago territory; 
one for southern and southeastern 
states; one for New England states; 
goes to better jewelers and better de- 
partment stores; 10% commission; 
give complete information, references. 
Address “S., 1214,” care J C-K. 





NUSSBAUM Futura silverware chests, 
Pacific cloth lined; natural light 
and walnut wood finishes; best 
quality solid cabinet wood; factory 
samples and order book; advise 
lines and territory you cover. Nuss- 
baum Novelty Mfg. Co., Berne, Ind. 





SALESMAN wanted by manufacturer of 
ladies’ and gents’ 10K and 14K gold 
stone rings, diamond mountings, 
crosses; on commission basis; men 
with experience among jobbers, for 
New York: also man for Chicago; 
give full details. Address “T., 1009,” 
care J C-K. 





SALESMEN wanted by manufacturer of 
unusual line of sterling silver table 
and smokers’ accessories, nationally 
advertised and accepted by leading 
jewelers and department stores 
throughout the country; must have 
established following; good territories 
available: commission basis. Address 
“N., 1253,” care J C-K. 





WANTED salesman with following to 
carry as side line a real fast selling 
manufacturer’s line of both ladies’ 
and men’s mountings in platinum 
and gold; good proposition to right 
man: when writing, state what line 
is being carried and furnish refer- 
ence. Jack M. Werst. Miami Savings 
Bidg., 25 S. Main St., Davton, Ohio. 





SALESMEN wanted, New York, Mid- 
dle States, Texas, for high class 
West Coast manufacturers of gold 
and platinum watch attachments; 
must have following and experience 
with better retail and department 
stores; please state experience and 
full particulars; commission basis. 
Address “F., 979,” care J C-K. 





SALESMEN, side line, wanted by man- 
ufacturer of popular priced line of 
trade marked pearls and pearl nov- 
elties, also line of domestic and im- 
ported costume and rhinestone jew- 
elry; fast sellers; prefer men living 
in own territory, covering large and 
small communities; state particulars; 
must have following, references. Ad- 
dress “J., 1126,” care J C-K. 








Help Wanted 








WANTED: watchmaker and jeweler; 
must have A-1 reference. Address “T., 
1293,” care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 
1460,” care J C-K. 





EXPERIENCED salesman wanted for 


well established territory; must be 
unusually able and _ trustworthy. 
Meyer Jewelry Co., 11035 Grand, 
Kansas City, Mo. 





WANTED, A-1 jeweler, who ca 
and set stones. Address “ve me 
care J C-K. , , 





$$ 


AGGRESSIVE manager, for credit jew. 
elry store. Apply, Gay's Jewelry, 34 y 
Hanover St., Carlisle, Pa. , 





tt ar. 


POSITION for a _ licensed ophthalmic 
dispenser and jewelry store worker: 
Westchester County. Address «p’ 
452,” care J C-K. » 








JEWELRY salesman, for modern 
credit jewelry store, carrying aj] 
nationally advertised lines, located 
South Central Ohio; opportunity 
for advancement; write giving age, 
complete experience and back. 
ground in first letter. Address “F,, 
1225,” care J C-K. 








JEWELRY manager for leased, fine 
jewelry department, large Pennsy}- 
vania department store; give age and 
— Address “S., 1178,” care 
J C-K. 








JEWELRY salesman, with a non-con- 
flicting side line, on a strictly com- 
mission basis; advise states you cover. 
Address ‘“M., 1188,” care J C-K. 


$$ 


SALESMEN, for Iowa, Missouri, Wis- 
consin and Tlinois, to carry nation- 
ally advertised ring line; territory 
thoroughly established; only capa- 
ble experienced men _ considered. 
Address “Circular 111,” Room 
1415, Heyworth Building, Chicago 
2. 








DIAMOND setter, steady employment 
with top salary; state salary desired 
and references in letter. Address “G., 
453," care J C-K. 





$100 WEEK; jeweler, stone setter, en- 
graver; must be first class; perman- 
ent; wire references, etc. Tappan’s, 
Jewelers, Sherman, Texas. 





EXPERIENCED horologist wanted as 
instructor in school of horology, in 
sports area of Michigan; send quall- 
fications and experience to, “A., 1219,” 
care J C-K. 





WANTED, jewelers; all around trade 
shop experience, manufacturing, dia- 
mond setting: $96.20 per week. Lowell 
G. Hays, 801 Three Sisters Bldg. 
Memphis, Tenn. 


i 





SALESMAN with jewelry store follow- 
ing, to carry side line, consisting of 
top line of solid gold and gold filled 
earrings, together with other fast 
selling items in popular priced 
jewelry; all territories open. Ad- 
dress “J., 1160," care J C-K. 





JEWELRY salesman for credit jewelry 
store; must be live wire; permanent 
position; excellent opportunities. 
Write, Buhl Jewelers, 929 Penn Avé., 
Pittsburgh, Penna. 








SALESMEN; excellent side line for men 
who can sell jewelry boxes of real 
eye-appeal and sales-appeal; fast ac- 
tion: liberal commissions. Address “F., 
1287,” care J C-K. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 








DY, experienced in watch im- 

neg ey capable of handling all de- 

tails regarding movements, dials and 

eases; must have good _ references. 
Address “P., 372,” care J C-K., 





—— TT 


r watchmaker, one under 35, 

WANTE® least 10 years’ experience; 
must be good on small hairspring and 
palance work; good Wisconsin city. 
Address “P., 832,” care J C-K. 








BUYER for nationally known ring 
house who has expert knowledge of 
diamonds and how to mount them 
for sale to retailers; state qualifica- 
tions and salary expected; all re- 

lies in strict confidence. Address 
“U., 1184,” care J C-K. 





SIDE line salesmen to carry a unique 
and glamorous line of illuminated 
home clocks; several territories are 
still available; strictly commission 
basis. Address “R., 1191,” care J C-K. 





YOUNG man with from three to five 
years trade shop experience at jew- 
elry repairing; prefer one who can 
also do plain engraving. E. M. Davis, 

207% W. Sycamore St., Greensboro, 


ate 





—_- oo" 


WANTED, first class crystal fitter, plas- 
tic and glass, in most modern shop 
and fine location in Los Angeles. 
Apply personally, 228 W. 4th St., 
Room 204. 





SALESMAN; we are open for an ex- 
perienced diamond ring salesman 
with a good following, to represent 
an old established diamond ring 
concern of over 50 years; excellent 
opportunity for right man. Address 
“T., 1264,” care J C-K. 





YOUNG man, with minimum of five 
years sterling and plated flat and 
hollow retail selling. to sell and act 
as assistant silver department head, 
in large jewelrv store. Address “D., 
1285,” care J C-K. 





JEWELER, diamond work and jewelry 
repairing; position permanent: good 
working conditions; state qualifica- 
tions and particulars in first letter: 
confidential. Adam H. Bolender, Box 
214, Rockford, Tl. 





SALESMAN, experienced, wanted by 
manufacturer to carry ladies’ and 
gent’s stone rings; priced right for 
big chains; also, cheap diamond sets: 
open territories. Address “B., 1221,’ 
care J C-K., 


ENGRAVER, diamond setter, combi- 
nation man; sober, experienced for 
permanent position by old estab- 
lished jewelry firm; air-conditioned 
shop. H. Post & Sons, Decatur, Il. 


a 








WATCHMAKER, competent and reli- 
able, who wants permanent position: 
good working conditions; state quali- 
fications in first letter; confidential. 
or ge Bolender, Box 214, Rock- 


a 





ENGRAVERS: first class engravers; 
permanent positions with leading New 
Orleans jewelers: air conditioned 
work room; pleasant surroundings. 
Write or wire, Adler’s, 722 Canal St., 
New Orleans, La. 








JEWELRY designer, all around en- 
graver, die cutter, combination man: 
must have had many years experi- 
ence; high class, fine position instruct- 
ing; just like a shop. Los Angeles 
School Jewelry Manufacturing, 1007 
W. 96th St., Los Angeles, Calif. 





JEWELER, experienced, combination 
repairman and setter; excellent, per- 
manent proposition offered by old 
established Baltimore, Maryland, re- 
tail store; write giving complete de- 
tails. Address “D., 1155,” care J C-K. 





SALESMEN wanted to represent a 
well established line of ladies’ 14K 
gold jewelry, rings, bracelets, pend- 
ants, earrings, brooches, mounted 
with genuine zircons, for Middle 
West, The South, New England 
States; excellent opportunity for 
men with experience and successful 
background; state full particulars 
as to age, experience, references, 
etc. Address “H., 1253,”’ care J C-K. 





SILVER plated hollowware: salesmen 
wanted in all territories for exten- 
sive manufacturers’ line; highest com- 
missions; popular line; big demand; 
write quick; details by return. Ad- 
dress “F., 1200,” care J C-K. 





SALESMAN wanted by leading manu- 
facturer of gent’s diamond mountings 
and gent’s colored stone rings: one 
with following amongst wholesale 
jewelers through the Pacific Coast and 
eiks West. Address “S., 1262,” care 





SALESMAN-manager; to operate credit 
jewelry store; southeastern state; ex- 
perience, credit, collections, window 
display; liberal salary plus share of 
profits: send complete background, 
references, to “C., 1222,” care J C-K. 





WATCH salesmen, with following 
among retailers, wanted for popu- 
lar priced Swiss watch line; com- 
mission basis; no objection to non- 
conflicting line; open. territories, 
Pacific Coast, Southeastern States, 
Middle West, West of Ohio; state 
complete details and references, in 
confidence, in first letter. Address 
“K., 1161,” care J C-K. 





WANTED: men to travel for wholesale 
house, working on commission basis; 
must have car; income good if you 
have ability. Apply to, Oliver A. Jen- 
kins, President, Jenkins & Sons, Inc., 
Lynch Bldg., Jacksonville, Fla. 





SALESMAN, with better retail store fol- 
lowing, in Middle West, manufac- 
turer’s complete line of diamond, 
platinum and gold jewelry: old estab- 
lished concern; excellent opportunity; 
write details: confidential. Address 

“B., 1250,” care J C-K. 





JEWELER, combination repair man 
and diamond setter; permanent job 
in trade shop; will pay top salary 
to the right man; give reference 
and state salary expected. Walters 
= Co., P. O. Box 1374, Atlanta, 

a. 





DIAMOND wholesaler to carry dia- 
mond line from manufacturer, cut- 
ting from quarters to carat sizes; 
only rated firms or with high class 
references. Address “A., 628,’’ care 
J C-K, 


DIAMOND assorter, large New York 
ring manufacturer needs a man with 
at least two years’ experience: state 
full details, also age, experience and 
salary expected; replies confidential. 
Address “P., 1235” care J C-K. 





SALESMAN; up-to-date, competitive and 
very active line of 14K gold rings 
and jewelry; must have experience 
and be able to furnish references and 
full details in first letter; territory 
open: South, Midwest and New Eng- 
— Address “L., 1232,” care 





JEWELRY salesman wanted, out West; 
must be top-notch salesman and also 
be able to act as assistant manager: 
this is an opportunity for the right 
man; climate and country wunsur- 
passed; give references, qualifications 
and salary expected in first letter. 
Address “J., 1230,” care J C-K. 





ENGRAVER wanted; must be capable 
of turning out extra fine work on 
flatware, hollowware, gold jewelry, 
facsimile signatures, etc.; take full 
charge of department; state salary 
and full details in first letter. Address 
“N., 1210,” care J C-K. 





SALESMAN: West Coast representa- 


tive, with established following 
among wholesalers and _ jobbers, 
wanted to handle manufacturer’s 
complete advertised line of ladies’ 
and men’s gold filled watch attach- 
ments; have no objection to one or 
two non-conflicting lines; generous 
commission; reply in full detail to 
“B., 1143,” care J C-K. 





SALESMEN; calling on watch material 
importers, jobbers, sell nattenally 
famous Nu-Blu hand refinishing so0- 
lution, watchmakers need; commis- 
sion basis: no competition. Nu-Blu 
te 93 Nassau St., New York 7, 
mic 





SALESMEN wanted, now handling es- 
tablished popular priced watches, to 
carry excellent competitively priced 
fast moving line of watch attach- 
ments; give all particulars in first 
letter. Enel Manufacturing Co., 178 
W. 102nd St., New York 25. 





ESTABLISHED, silver jewelry novelty 
manufacturer, desires salesman as 
western representative; preferably 
resident of this territory, having au- 
tomobile, with access to jewelry 
stores and gift shops. Kingsland 
Jewelry Mfg. Co., 105 Sixth Ave., New 
York City. 





MANAGER, for retail credit jewelry 
store: must have thorough knowledge 
of all phases of the business, includ- 
ing advertising, merchandising, credit 
and collections: permanent; excellent 
opportunity for a qualified man. Write. 
Box 465, Hot Springs, Ark., giving 
full details. 








SALESMEN with following; long es- 


tablished ring house, makers of one 
of the finest 10K ring lines, doing 
business from Pennsylvania west 
through Nebraska and southwest 
through Oklahoma and New Mexico, 
has other territories open; straight 
commission; no objection to non- 
conflicting line; state territory cov- 
ered. Address “L., 1171,” care 
J C-K, 





(Continued on page 330) 








FOR JULY, 1948 


329 














HELP WANTED—Continued 








(Continued from page 329) 





REPRESENTATIVE, to cover long, well 
established territory in Middle West- 
ern States, for old established con- 
cern, with complete line of jewelry, 
including costume; extra commission 
basis; give full particulars. Address 
“Circular 1510,” Room 1415, Heyworth 
Bidg., Chicago. 





JEWELRY salesman, one thoroughly 
familiar with high quality diamonds 
and watches, fully capable of hand- 
ling watch and diamond customers; 
position pays well and good oppor- 
tunity to energetic salesman. Rost 
Jewelry Co., 25 N. Illinois St., Indian- 
apolis, Ind. 





WANTED; experienced men to manage 
jewelry stores; we have both large 
and small units; applicants will be 
considered for stores commensurate 
with their ability. Apply to Mr. Oliver 
A. Jenkins, President, Duval Jewelry 
Co., Jacksonville, Fla. 





SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Ad- 
dress “R., 834,” care J C-K. 





MANAGER for large, progressive better 
type credit jewelry store, in Wheel- 
ing, West Virginia; established 32 
years; requires competent merchan- 
dising, advertising training ability; 
unusual opportunity; excellent salary, 
with bonus. Address reply to, Lamark 
Corp., 218 E. Washington St., New 
Castle, Pa. 





WATCH attachment salesman; Den- 
ver, Pacific Coast; nationally known 
manufacturer, well established in 
territory, selling to wholesalers, 
now has an opening for aggressive 
representation; applicant must have 
wide acquaintance and good experi- 
ence; side line; liberal commission; 
submit details in first letter; all 
replies held confidential. Address 
“R., 1213,’’ care J C-K. 





SALESMAN, wanted for New England 
or West Coast, to carry advertised 
line of platinum diamond cases, at- 
tachments, mountings and wedding 
rings, gold mountings, wedding rings 
and colored stone rings; no objection 
to handling of non-conflicting lines. 
Address “K., 744,” care J C-K. 





WANTED; salesman for distribution of 
nationally advertised machine, to call 
on the jewelry trade; this man must 
have bench experience and good sales 
ability; this is an excellent oppor- 
tunity for a man with above qualifica- 
tions; send details and references to, 
“E., 1286,” care J C-K. 





COSTUME jewelry; experienced sales- 
man for $1, $2 and $3 retailers for 
novelty jewelry and department 
stores; choice territories, also metro- 
politan New York: no objection non- 
conflicting side line; car essential; 
drawing against 13% commission; full 
particulars first letter. MU 5-8799, or 
‘““A., 1174,” eare J C-K. 








SHAW’'S of Galveston, Texas require 
the services of skilled, experienced 
watchmakers; unquestionable refer- 
ences necessary; school graduates 
country watchmakers save stamps; 
private, air conditioned workrooms' 
dependable, sober gentlemen of re- 
sponsibility; investigate. 





EXPERIENCED salesman; exception- 
al opportunity; diversified ring line 
including pre-war quality, assorted 
color, genuine cameos; semi-prec- 
ious stones in ladies’, men’s 10kt 
mountings; priced right; estab- 
lished, well known line for better 
retailers; Southwest and West; 
drawing against commissions; non- 
conflicting line permissible; inquir- 
ies confidential. Address ‘“‘N., 1260,”’ 
care J C-K. 





LEADING wholesaler; salesman, experi- 
enced, calling on retail jewelry and 
gift stores with nationally advertised 
branded lines of silver, glass, jew- 
elry, clocks, watches and electrical 
appliances; commission basis; give 
full details on territory covered and 
following. Address ‘“T., 1215,” care 
J . 





SALES representatives, with following 
among better department, jewelry and 
gift stores, wanted by _ established 
manufacturer of gold filled, sterling 
and marcasite jewelry; liberal com- 
mission; excellent opportunity for en- 
ergetic salesmen; productive terri- 
tories; no objections to non-competi- 
tive lines; references. Address “V., 
1272,” care J C-K. 





SALESMEN wanted for Mid-West ter- 
ritories: New England manufacturer 
of outstanding baby sterling line and 
sterling novelties; sold to top rank- 
ing jewelers as well as department 
stores; salable line and items: quality 
workmanship. popularly priced; only 
experienced men with strong follow- 
ing: drawing or commission. Address 
“K., 1167,” care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry mak- 
ing, diamond setting, engraving; 
write for catalog. Kansas City 
School of Watchmaking, 617 Wyan- 
dotte, Dept. C., Kansas City 6, Mo. 





JEWELER; age from 30 to 40, who has 
had from 10 to 20 years’ experience in 
the manufacturing of jewelry; one 
who can take charge of a small shop 
if opportunity is presented to him; 
position pays salary and profit shar- 
ing; excellent opportunity for a capa- 
ble man with vision; when answering 
give information in detail. Address 
“J., 1187,” care J C-K., 





WATCHMAKER wanted to take com- 
plete charge repair department; must 
be experienced and first class work- 
man; permanent position; top pay: 
commission basis; firm 55 years old; 
college town, population 19.000. Rob- 
ert Ernst Jewelry Store, Huntsville, 
Tex4s. 





WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,” care J C-K. 








WATCHMAKERS; we have 
openings for good mechanics i 
ing department stores in 
States where we have watch 
concessions; permanent jo 
working conditions. Peoples a fond 
Repair Co., 120 Summit St. Tole ‘a 
Ohio. edo, 


Several 
nN lead. 


repair 





—————______ 


SALESMAN for old establish 
diamond house; midwestern vee 
well connected in retail jewelry trade 
covering smaller cities as wel] a° 
metropolitan areas; several] States 
open; may handle other jewelry one 
or represent us exclusively: commis. 
sion; write fully including references 
Address “F., 1226,” care J C-K. 





tlt arr. 


SALESMEN, experienced only, wanted 
by manufacturer for South and com. 
plete Southwest, also Pacific terpj- 
tories, with established following 
among all retailers; to sell excep. 
tional, beautiful line of 14K popular. 
priced jewelry, consisting of brace. 
lets, watch bracelets, earrings, fobs 
etc.; we want to add two solid, sub- 
stantial salesmen to our organization 
who can produce; reply details fully 
Address “L., 1257,” care J C-K. 








REPRESENTATIVES wanted, who cal] 
on jobbers for jewelers supplies, op- 
tical goods, photo supplies, sporting 
goods, and department stores, to sel] 
new nationally advertised Magni-Vy 
field glasses retailing at $13.50; sen- 
sational acceptance by jobbers, deal- 
ers and retailers. Write Box D, Cen- 
tury Scientific Products, 23 W. Hub- 
bard St., Chicago 10, Ill. 





SALESMEN, experienced watch sales- 
men to represent well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
lines; South and Midwest terri- 
tories open; important: only men 
with a good retail store following 
may apply; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address “W., 
472,”’ care J C-K. 





MANAGERS wanted; excellent oppor- 
tunity for jewelry store managers 
with young, aggressive chain store 
operators; salary in excess of $100 
weekly, plus bonus; unusual chance 
of becoming allied with organization 
of tremendous future and opportunity 
of attaining executive status; right 
men will be permitted to buy into or- 
ganization at their option. Address 
“N., 1302,” care J C-K. 





COSTUME jewelry; can you sell “better 
than average” costume jewelry; if you 
can and your experience is backed by 
selling better trade only, a leading 
importer of a quality gold plated line 
has an excellent opening’ for you, on 
commission; only top notch men will 
be considered, as this line merits at- 
tention only of the best: your full 
resumé in first letter, please. Ad- 
dress ‘“M., 1233,” care J C-K. 





WATCH salesmen, to represent na 
tionally known importer producing 
large line of all types of watches, 
both conventional and novel; we 
also produce promotion watch fea 
tures used by the most outstanding 
credit stores in the U.S.A.; several 
territories open; high commission 
paid; no objection to non-conflict- 
ing lines; your reply will be held 
confidential. Address “K., 1053,” 
care J C-K. 
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D salesman and assistant store 
pIAMON for the oldest and finest 


nager, the 
— ri a thriving town of 60,000; 
must have fine personality, progres- 


sive, not aggressive, with at least 10 
years’ experience, and know all 
hases of a retail store; send Capa- 
hilities, age and salary expected in 
frst letter. Anderson Bros., Jewelers, 


Lubbock, Texas. 





ES 


sALESMEN, experienced, territory open; 
“New York and vicinity; West Coast; 
Midwest; manufacturer’s gold and 
platinum mounting line; platinum at- 
tachments; set and unset; well estab- 
lished With better retail jewelry 
stores and wholesalers; excellent op- 
portunity for capable man; state age, 
experience and present connections, 
Address “H., 1061,” care J C-K. 








MANUFACTURER wants experienced 
salesman, with car, to call on retail 
jewelry stores with delivery line of 
ladies’ and gent’s 14K and 10K birth- 
stone rings, diamond rings and wed- 
ding rings; also 14K crosses; on com- 
mission; Chicago vicinity; and sales- 
man for San Francisco; other terri- 
tories open; no objection to carrying 
non-conflicting lines; give full par- 
ticulars. Address “P., 1027,” care J 
C-K. 








FEINSTEIN Bros., 5 S. Wabash Ave., 
Chicago, Ill., Los Angeles office, 220 
W. Fifth St.; salesmen wanted with 
established following among retail 
jewelers and department stores, to 
represent outstanding watch material 
and supply house in business for 23 
years; complete lines of watches, dia- 
monds, solid gold rings, clocks, tools, 
better jewelry. J-B bracelets; distrib- 
utors of watch cases and other na- 
tionally advertised merchandise: ex- 
cellent opportunity for the right man; 
open territories Midwest, West, South 
and Central States. 





— -— 


ADVERTISED gold line; an old estab- 
lished New York manufacturer of 
exclusively design-patented, faceted, 
mirror-finish, 14K gold bracelets, 
watch bracelets, lapel watches, 
chokers, earrings, brooches, clips, 
etc., has excellent openings for two 
representatives carrying non-com- 
peting side lines, calling on better 
retail jewelers throughout Middle 
West and West Coast; describe past 
experience, present following, lines 
carried, and exact territory covered. 
Address ‘‘President,’’ Rock Adver- 
tising Agency, 1165 Broadway, New 
York 1. 





POSITION open for energetic, progres- 
sive, experienced jewelry man, with 
growing jewelry concern in North 
Carolina, as manager for large jew- 
elry store and supervise two or three 
others within short radius: must have 
full managerial experience and cap- 
abilities, with complete knowledge of 
merchandising, window trimming, ad- 
vertising, creative ideas, etc.: won- 
derful opportunity for right party 
willing to work and progress: kindly 
state full particulars in first letter as 
to age, married or single, references, 
etc. Address “F., 992,” care J C-K. 
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For Sale 


Stores, Stocks and Businesses 


a 
es 








WATCHMAKER's trade shop; well es- 
tablished, in Washington, D. C., guar- 
anteed to clear $500 per month: $1,000 
ran it. Address “C., 1247,” care 








FOR SALE; jewelry store, stock and 
equipment in a live college town of 
6,000 population; excellent connections 
with famous watches and silverware. 
L. F. Lowe, Northfield, Minn. 





SMALL, new jewelry store in West 
Florida; clean stock; best lines; low 
rental; long lease; doing good busi- 
ness; reason for selling, other busi- 
ness. Address “Y., 1242,” care J C-K. 





FOR SALE; modern jewelry store; 
clean stock, nationally advertised; 
long lease, low rent, 100% location; 
central Illinois city of over 40,000; 
long established. Address “K., 1231,” 
care J C-K. 





JEWELRY store for sale; Midwestern 
location; inventory $100,000; all na- 
tional advertised merchandise; doing 
<ood cash and credit business; must 
sell due to health. Address “D., 1278,’ 
care J C-K., 





ON account old age, small jewelry shop, 
100% location; good business; repairs; 
rent $35; money maker; $3,500 to 
$5,000 required. Gutmann’s, 238% S. 
Beach St., Daytona Beach, Fla. 





CALIFORNIA; oldest jewelry store in 
fast growing city, population 18,000; 
modern; priced for quick sale, $6,000; 
opportunity for watchmaker. Kelly’s, 
00% E. Huntington Drive, Arcadia, 

alif. 





FOR SALE; modern jewelry store, re- 
pair department, located in South- 
west; population 10,000 to 12,000: will 
sell all or consider the right partner; 
will give reason for selling. Address 
‘S., 1192,” care J C-K 





FOR SALE: jewelry store located in 
New Jersey, established 24 years; all 
the repair work one man can do; 
zood, clean, salable stock; only jew- 
elry store in town: reason for selling, 
wish to retire; price. $7,500. Address 
“W., 1273,” care J C-K. 





OWNER retiring after 50 years same 
location; modern store building, with 
apartment above, for lease in pro- 
gressive midwestern community, good 
trade, excellent repair business; stock, 
fixtures, equipment, tools, $10,000. 
Write today for details. Address “C., 
1152,” care J C-K. 





BEAUTIFUL modern jewelry = store, 
100% location, major prosperous Ohio 
city over 300,000; prewar lease: air- 
conditioning; first time offered; in- 
ventory, credit accounts, latest equip- 
ment; complete, $65.000: ill health 
reason for selling. Address “B., 1245,” 
care J C-K. 





JEWELRY store for sale; well estab- 
lished, 12 years, in prosperous com- 
munity, Southern Wisconsin; only 
store, large drawing area and sum- 
mer resort; wonderful opportunity 
for watchmaker; only reason for 
selling, have another store which 
demands all of my time; clean stock 
and fixtures; approximately $7,000. 
Walworth Jewelry, Walworth, Wis. 





JEWELRY store for sale in large in- 
dustrial Georgia city: good location 
and lease; rent $100 per month; 
plenty watch, jewelry repairing: stock 
and fixtures inventory about $10,000: 
health. reason for selling. Address 
“A., 1243,” care J C-K. 


OLD established jewelry store; we em- 
ploy full time watchmaker and full 
time jeweler; we carry only nation- 
ally known watches and fine line of 
jewelry; will sell fixtures and stock, 
also accounts, if preferred, but not 
compulsory; good lease can be ob- 
tained; can buy all or part; will re- 
quire 10 to 20 thousand dollars; all 
cash not required. Bernard Maslan, 
aaa 1013 E. Main St., Richmond, 

a. 








CREDIT jewelry and optical store, in 
Bessemer, Alabama, established 60 
years; owner will give long lease on 
building, 25x100; trading area over 
one million people; one hundred per 
cent location in center of industrial 
coal, ore mines and steel mills; 13 
miles from Birmingham; chain opera- 
tor can do $250,000 a year; new apart- 
ment available for manager. Address 
“G., 1159,” care J C-K. 





SUBURBAN jewelry store, Dallas, Texas, 
the best location in the southwest, 
doing $30,000 annually; 90% cash, 
netted 22/0 1947: low rent, good lease; 
turned away $30,000 credit sales last 
year; to someone wanting to go into 
the credit business, this is a chance of 
a lifetime; stock and nice fixtures, in- 
voice around $22.000; will sell at in- 
voice for all cash; further details on 
— Address “P., 1190,” care J 
C-K. 





WATCHMAKERS attention; excellent 
opportunity for one or two watch- 
makers: wholesale watch repair trade 
shop in Midwest city. now doing 
$15,000 net annually; well established; 
the only one like it in this city of 
300.000: will sell complete with inven- 
tory: six watchmakers’ benches, com- 
pletely equipped with cleaning ma- 
chines; priced to sell fast: make me 
an offer: please act immediately. Ad- 
dress “G., 1300,” care J C-K. 
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For Sale 


Tools, Equipment 











USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. L 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





FOR SALE; two Apollo counter diamond 
lights, $25 each. John D. Enright, 
117 S. 138th St., Philadelphia 7, Pa. 





COMPLETE set of tools and dies for 
gent’s watch cases; new; oppor- 
tunity; terms arranged to reliable 
firm. Bryant 9-0839, or “‘A., 1280,” 
care J C-K. 





THREE, 10 ft. plate glass floor cases 
and two, 8 ft. plate glass floor cases, 
sell all or part very reasonable. An- 
derson, Jeweler, Beloit, Wis. 





FOR SALE; three folding show cases, 
glass and mahogany, about 36x24 
inches, in two trunks: $450. Phone 
Columbus 5-3450, New York City. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





LATHE used two months; here is your 
chance to buy a practically new lathe, 
motor and chucks; $150; write for in- 
formation. Kinney’s Jewelry Store, 
Gouverneur, N. Y. 





(Continued on page 332) 
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FOR SALE (Tools, Equipment) 








(Continued from page 831) 





FIVE, new jewelry wall cases, six feet 
long, seven feet wide and 20 inches 
deep, complete with brackets; beauti- 
ful maple finish, at $200 each. Write, 
Jack Gerson, 200 E. Washington St., 
= Castle, Pa., or phone New Castle 





LIGHTING, fluorescent and incandes- 
cent patented diamond cluster re- 
flectors, great brilliancy and true 
daylight color, economical. Pitts- 
burgh Lighting Equipment Co., P. 
O. Box 801, Battle Creek, Michigan. 





JEWELERS, display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing Engravers, 
31 East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 








Business Opportunities 








EVERY EFFORT is made by The Jew- 
elers’ Circular-Keystone to keep its 
advertising columns clean. Advertis- 
ers under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





WANTED to buy; jewelry store; must 
be old established, with good repu- 
tation; will invest up to $40,000 
and pay cash; prefer East or Mid- 
dle West; all information strictly 
confidential. Address “R., 1263,” 
care J C-K. 





MR. PAWNBROKER; do you want to 
retire; veteran would like to buy an 
established pawn shop. Address “E., 
1249,” care J C-K. 





AUCTIONS successfully and ethically 
conducted anywhere in the coun- 
try; 12 successful sales in 1947. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





JEWELRY store wanted; well estab- 
lished, in Midwest city of at least 
8,000, with good repair following, good 
franchises and reputation; all replies 
— Address “A., 1271,” care 





AUCTIONEER, 12 successful sales 
conducted in 1947; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6958 N. Ashland Ave., 
Chicago 26. 





COLMES' BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





WANTED to buy, established jewelry 
store in town of 8,000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 
S. Anderson St., Elwood, Ind. 





WANTED, refinery; will purchase out- 
right or invest in as equal partner, 
up to $100,000, in modern long es- 
tablished precious metal refinery, 
located in New York city area; must 
show profitable operation over 10 
year period; will participate ac- 
tively; references exchanged in first 
correspondence, in strict confidence. 
Address “N., 1234,”’ care J C-K. 





AUCTION with profits; auction sales 
conducted anywhere in the country; 
the finest bank and jewelers’ refer- 
ences furnished; stocks bought. Her- 
man Schwadron, 11 Midwood S&8t.., 
Brooklyn, N. Y 





AUCTIONEER V. C. Kelly; know your 
auctioneer by his past performance; 
nine successful sales in the past 
year; just closed, highly successful 
sale for Seidensticker, Jeweler, 
Hamilton, Ohio; sold over $100,000 
for Brackins Jewelry, Pensacola, 
Florida; 20 years experience; best 
references. Wire or write, V. C. 
Kelly, 1631 Coventry Rd., Dayton, 
Ohio. Formerly Chicago, IIl. 





SELLING your stock; we are cash 
buyers of complete, partial, or 
surplus stocks of retail jewelry 
stores; our representatives’ will 
come to you; call or wire collect. 
David Freedman, 110 Brainerd 
Road, Allston, Mass. LOngwood 
6-8479. ) 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the 
highest character. Write, 15-17 Maiden 
ates New York. Telephone, Rector 
2-5928. 





ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
Il. Dearborn 1684. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben _ Tipp, 
Seattle: Bunde & Upmeyer, Milwau- 
kee: Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth: two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 


WANT to sell out, raise cash, ete, ig 
so, it is well to know with whom 
you are dealing; check my financia} 
standing in Jewelers Board of 
Trade or Dun & Bradstreet; oye, 
500 letters on file from satisfieg 
jewelers for whom we have oper. 
ated. Write, wire, telephone, Rar 
Wilson, 424 Madison Ave., New 
York. 








MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, ang 
which can be replaced for less to. 
day, let me show you how it can 
be done, with one of my dignifieg 
auctions; I guarantee that there 
will be no loss and that your pres- 
tige will even be enhanced in your 
community; or if you want to sell 
your stock outright, I will buy it at 
the highest price; write or wire for 
details; all correspondence strictly 
confidential; bank and trade refer. 
ences on request. M. C. Maxwell, 
1429 Boardwalk, Atlantic City, N, J, 








OLD established firm in Los Angeles, 
Cal., manufacturing school and fra- 
ternity emblems, medals and elub 
jewelry, equipped for defense work 
if necessary, with established na- 
tional market throughout the VU. § 
and territories, is open for experi- 
enced person with sales and executive 
ability who can invest from $50,000 
to $100,000, to replace one of princi- 
pals who must retire for reasons of 
health; knowledge of business is pre- 
ferable to full amount of cash. Ad- 
dress “P., 1076.” care J C-K. 





WOULD you like to retire from busi- 
ness; if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will 
and lease will sell for cash the same 
as your stock; we are not stock 
buyers, but one of the oldest exclu- 
sive jewelry brokers in business; 
unquestioned bank references, also 
references from clients who have 
used our services recently; no store 
too large or small to use this 
service; write for competent ap- 
praisals and complete details with- 
out obligation. McRae & Shaw, 168 
N. Michigan Ave., Federal Life In- 
surance Bldg., Chicago, IIl. 











Wanted to Purchase 


———————— 








WANTED, engine turning machine for 
straight, circular and _ oval lines. 
Metalfield, Inc.. Milltown, N. J. 


a ne 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools. ete. R. P. Gallien, 220 
Ww. Fifth St.. Los Angeles 13, Calif. 


——— 








WANTED: Clement combine lathe at- 
tachment that will take the magnus 
size chucks for a swing bed Clement 
lathe; willing to pay fair price if in 
excellent condition. Lewis, 202 Main 
St., Oneonta, N. Y. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 








ED; jewelry store in New York 
rey and vicinity, by experienced 
watchmaker; store must have min- 
imum of 100 repairs. monthly. A 
Weiss, 100 Sheriff 7" New York City. 


Telephone Sp 7-7917. 





— 


*HEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee 
Ave., Chicago 47, Ill. 


Sl a enilatemaninmainnene 
SILVERWARE, sterling or plated; we 
are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active ster- 
ling, engraved or not; have a waiting 
list for hundreds of patterns and am 
willing to pay for as merchandise and 
not as scrap. Vroman’s Silver Shop, 
590 W. 7th St., Los Angeles 14, Calif. 











Watch Work, etc., for 
the Trade 





—— 








WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





QUALITY watch repairing to the trade 
since 1920. Joseph J. Post & Co., 
Member of Jewelers’ Board of Trade, 
55 E. Washington St., Chicago 2, Il. 





WATCH repairing; quick dependable 
service; electrically timed, estimate 
before repairing, if requested; write 
for prices. Diamond Jewelry Co., 
207 O’Gwynn Bldg., Mobile, Ala. 
— and watch repairing since 
1 ° 





QUICK, reliable watch repairing for the 
trade; cleaning $1.50, staff $1.50: write 
for low cost price list, or send trial] 
package. Slees, Johnson Bldg., Bridge- 
port, Conn. 





BALANCE staffs to watch, $2: order and 
balance staff and/or mainspring, $4; 
guaranteed; mail orders and estimates 
solicited. Howard Simon. Box 116-C, 
Central Islip, L. I.. N. Y. 











EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; qual- 
ity, efficiency, dependability. Harr 
Watch Repair Co., 2 E. 45th St., 
New York. 


_ 


‘CAREFUL, honest watch repairing for 
the trade, moderate prices; out of 
town orders attended to promptly. 
I. Kunnel, 2_W. 47th St.. New York 
City. Phone Bryant 9-5065. 














‘COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster: one week's 
service. Felder’s, 1173 52nd St., Brook- 
lyn 19, N. Y. Gedney 6-5300. 








‘CAREFUL watch repairing, skilled 
workmanship; all watches checked 
and timed on Western § Electric 


Watchmaster for accuracy. Frederick 
owe. 48 W. 48th St., New York 19, 


_ 


BOSTON, Mass.; reliable watch repair- 
ing for the trade: timed on Western 
Electric Watchmaster: five-day ser- 
vice; prices and references upon re- 
quest. Lucerne Watch Repair Co., 333 
Washington St., Room 321. 








WATCH repairing for the trade; 
quick service guaranteed; years of 
experience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Il. 








‘WATCH and jewelry repairing, beads 


( 





restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., 
Canton, Ohio. 





YOU won't be satisfied until you try 
Tammen; 30 years’ experience; 
watches returned like new; reason- 
able; references; prices on request. 
A. B. Tammen, Room 814, 93-99 Nas- 
sau St., New York 7. 





WATCH repairing for the trade; work 
done in our own shop; personal at- 
tention given to every job; a trial 
shipment will be convincing; will 
gladly furnish references. Albert May- 
ae 3027 N. Racine Ave., Chicago 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the lat- 
est Western Electric Watchmaster; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 77-1261. 





TWENTY-five years of experience in 
fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you ac- 
curate timing; work guaranteed; 
prompt delivery of five to ten days; 
price list upon request. H. Spiel- 
man Co., 9 Maiden Lane, New York 
7, N. Y¥. WOrth 4-3377. 





TWENTY-FIVE per cent discount in- 
troductory offer; take advantage of 
this introductory offer and let us give 
you 25% discount on the first five 
watches you send us; let our 17 years 
experience prove to you that you will 
get watch repairs of the highest qual- 
ity; we are chronograph and repeater 
specialists; each watch is timed and 
tested on our Watchmaster before 
leaving the shop: member of the Jew- 
elers Board of Trade; price list upon 
request; our work is good, we want 
you to know it: send us your trial 
order now. Perfect Watch Repair 
Service, 323 W. 5th St., Room 8306, 
Los Angeles 13, Calif. 








Special Order Work and 
Repairs for the Trade 








HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 
45 Park Place, Morristown, N. J 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, Tex. 








BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser- 
vice; can furnish references. Mrs. 
Helen E. Stump, 202 State St., Shill- 
ington, Pa., near Reading. 





SILVERPLATING, gold, chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 





BEADS restrung, all kinds; expert 
work: materials and clasps furnished; 
48-hour service on mail orders; 40¢ 
postpaid; free estimates. Betty King, 
524 Addison, Chicago 13. 





PEARLS and beads restrung, clasps 
furnished, seed pearl work; excep- 
tionally fine work, quick and depend- 
able service; 20 years’ experience; 
Holmes protected safe. G. B. Lam- 
berger, 52 W. 47th St.,. New York 19. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





— 


PEARLS restrung either plain or 
knotted; crystal beads on chain; can 
furnish clasps; quick service; careful 





workmanship: reasonable prices. 
Woodman’s, 55 Eddy St., Providence, 
R. I 

MOUNTINGS for cameos, brooches, 


pendants, earrings, etc., made to your 
specifications; free estimate; prompt 
service: satisfaction guaranteed. C. 
Merle Dubs. Manufacturing Jeweler, 
931 North St., Harrisburg, Pa. 














Wanted to Rent 








EXPERT watchmaker seeking space in 
a New York retail jewelry store, on 
either rental or commission basis; 
have over 20 vears’ experience in re- 
pairs for the trade and retail repairs; 
own all necessary tools and equip- 
ment including Watchmaster. Ad- 
dress “L., 1207,” care J C-K. 


enamel 





Miscellaneous 








JEWELRY, silverware and plastic en- 
graving taught. A. P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. 
4-7572. 





AMERICAN schools of watchmaking 
and aircraft instruments offer in- 
tensive, practical, career training to 
qualified men and women; Ap- 
proved for veterans; approved by 
National Council of Technical 
Schools, United Horological Asso- 
ciation of America, and California 
Association of Vocational Schools; 
C.A.A. Instrument Repair Sta. No. 
1028; free catalog on _ request. 
Write, American Schools, 5145 W. 
San Fernando Rd., Dept. J-7, Los 
Angeles 26, Calif. 





FOR JULY, 1948 
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RETAILERS APPRAISAL OF WHOLESALERS 


To BE OF the greatest possible service to retailers 
all over the country, wholesale jewelers must maintain 
close contacts with retail jewelers. They must foresee 
business conditions and have at their fingertips reliable 
information regarding the merchandise needs of retailers. 

Whenever and wherever wholesalers and retailers are 
located in the same cities or trade areas, wholesaler- 
retailer contacts become a day-to-day matter; but for 
wholesalers to be close to retailers throughout the coun- 
try is definitely a wholesaler’s responsibility. The will- 
ingness and ability with which the wholesaler fulfills 
that responsibility will have a decided bearing on the 
value of the wholesaler to the retailer. 

The wholesaler can be exceedingly valuable to the 
retailer— 


—If he will master every detail of the retail business. 


—If he will take, not more interest, but just an in- 
terest in the merchandise that he sells to the re- 
tailers. 


—If he realizes more fully, yes, realizes completely, 
that his success in business depends upon the suc- 
cess of the retail jeweler—not on the success of 
the haberdasher, drug store, filling station, Post 
Exchange, Ships’ Service Store, catalog house, etc. 


—If he will understand and appreciate that the retail 
jeweler is the vital link in the jewelry distribu- 
tion system, and that manufacturers, importers and 
wholesalers who divert sales of jewelry from retail 
jewelry stores—no matter how good their inten- 
tions may be—are destroying their own chance of 
success. In the end, their trade-diversion activities 
will destroy the retail jeweler, and that will carry 
with it the destruction of the jewelry manufac- 
turer, importer and wholesaler. 


—If he will use his relationships with the manufac- 
turers and importers from whom he buys goods to 
get the manufacturers and importers really ac- 
quainted with the retailers’ problems by taking to 
them accurate information regarding changes in 
consumers tastes and requirements, which means 
he must understand the retailers’ problems. 


—If he will stop bemoaning the fact that some manu- 
facturers and importers go direct to retailers with 
their products. He will help the retailer if he will 
devote his time and use his ingenuity to making 
himself so necessary to the retailer that the re- 
tailer will be his ally in the effort to retain the 
three steps of distribution—manufacturer—whole- 
saler—retailer—instead of skipping the middle 
one. 

A wholesale jeweler who is merely an order taker— 
in a way, the hired man of the manufacturer or the-im- 
porter—undoubtedly will find it difficult to increase the 
value of his service to the retailer. 

On the other hand. the wholesaler who was on the 


336 


Clad Ja ZGorclurion ss. 


job during the recent years of the sellers’ market— the 
wholesaler who did everything possible to help his re. 
tail accounts and who was too smart and too decent to 
hide behind, “Don’t you know there is a war on?”. 


‘probably does not now feel the need for racking his 


brain to find ways and means to make himself more 
valuable to the retailer. 

The wholesaler who rendered particularly valuable 
service to the retailer when the retailer needed him— 
when the retailer needed a search-warrant and a lantern 
to find goods—let us hope, will not have to break his 
neck to make himself more valuable to the retailer. Re. 
tailers, we believe, will not be unreasonably exacting 
now that they again ride in the driver’s seat. 

In the final analysis, to increase the value of the 
wholesaler’s service to the retailer probably will be up 
to the retailer even more than to the wholesaler. The 
retailer who by-passes the wholesaler whenever he thinks 
that he can save a few cents hampers the wholesaler— 
cuts the ground from under the wholesaler’s feet and 
also from under his own feet. Too often, the retailer 
who complains about the inadequate service he gets from 
the wholesaler is one who has contributed his full share 
toward impairing the usefulness of the wholesaler. 

If the wholesaler and the retailer can get together to 
cooperate on a basis of mutual understanding, both will 
make a valuable contribution to the jewelry industry's 
distribution system. There will follow substantial im. 
provements in the service which the wholesaler will 
render the retailer and there will also follow improve- 
ments in the service which the retailer will render the 
public. And that will mean better jewelry business. 

Unless and until there is understanding, good-will 
and cooperation between the ethical wholesaler and the 
conscientious retailer, those in these two branches of 
the jewelry industry who follow the rule of every man 
for himself and the devil take the hindmost will continue 
to throw enough monkey wrenches and add to the trials 
and troubles of everyone engaged in making and selling 
jewelry. 

The first step to be taken in increasing the value of 
the service the wholesaler supplies the retailer, therefore, 
should be along educational lines. Wholesalers need to 
know all about retailing and retailers assuredly need 
to know more about wholesalers’ trade practices. 

An occasional roundtable session attended by the 
representatives of wholesale jewelers and the retail jew- 
elers could prove helpful. 
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HADLEY ANNOUNCES a new top line for new top 
profits — Hadley’s 1/20 12K Gold Filled Men’s 
Jewelry! Impeccably designed for men who want 
something better in quality than ordinary lines afford, 
these new items high light the leading line of Men's 
Jewelry for 1948. Full selection and price range. 


Sold as always, through authorized Hadley Wholesalers fo 
jewelers only, 


COMPANY « PROVIDENCE, RHODE ISLAND 
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